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Abstract 
 

This research was conducted to find out the influence of brand equity, STP, pricing strategy, and decision making to increase the number 

of new students every year at the Excellent Class Wiyata Indonesia Management Institute (IMWI) located in Sukabumi City. This is 

because higher education is one of the driving forces of success of a nation to move forward and able to compete with other nations, then 

a university should be able to run a quality operational and service, as mandated by law. This research uses an explanatory method, a 

questionnaire with 5-point scale used to collect data, in order to measure indicators of variables studied. The sample obtained is 163 stu-

dents, with calculation using Slovin formula, (1) there is an influence of brand equity and STP on decision making, either partially or 

simultaneously, (2) there is influence of brand equity and STP on pricing strategy, (3) there is an intervening pricing strategy towards 

decision making. The results of this study are very important for the IMWI Rector to evaluate how to increase the number of students and 

IMWI images in the minds of the people. 
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1. Introduction 

Formal education is currently generally seen as having an im-

portant role in the development of Indonesian human resources so 

that they have good character, have adequate knowledge and ex-

pertise to be competitive, both locally and nationally and even 

internationally. The 1945 constitution amended in Article 

28C states: (1) Everyone has the right to develop themselves 

through the fulfillment of their basic needs, the right to education 

and to benefit from science and technology, art and culture, in 

order to improve the quality of their lives and for the welfare of 

humanity, (2) Everyone has the right to advance himself in   fight 

for their rights collectively to build society, nation and country. 

The government of the Republic of Indonesia regulates and organ-

izes formal education, starting from elementary and secondary 

education to higher education. The government also allows the 

private sector to play a role in the education sector as referred to in 

Article 28C of the 1945 Constitution. Wiyata Indonesia Founda-

tion felt the need to get involved in the field of higher education 

on the basis of Article 28 C of the Constitution 45, namely by 

setting up a college named, Wiyata Indonesia Management Insti-

tute (IMWI) in Sukabumi. IMWI wants to play a role in building 

Indonesia's human resources, especially in Sukabumi and sur-

rounding areas, also as an alternative for students who cannot go 

outside the Sukabumi area. 

The IMWI Rector designed a promotion strategy to support the 

operational path and at the same time survive competition among 

universities in Sukabumi. At IMWI, they have an Excellent Class 

to student candidate to study at IMWI. Excellent class is a class 

designed specifically to create a superior generation by adding 

several advantages different from regular classes, for example in 

this excellent class students are required to be able to speak Eng-

lish well with a TOEFL test with a score of 450, in addition they 

must also have academic achievement which is good as evidenced 

by the UN and school report cards. The advantages obtained by 

students are: greater English content with each material delivered 

in English to the language of instruction (at least mixed with In-

donesian). Get additional Mandarin language courses, new stu-

dents get a semi-military disciplinary orientation before starting 

lectures. Then, the promotion or marketing department is given 

a target of 180 Excellent Class students per year according to the 

capacity of the campus. The number of students is ex-

pected to raise sufficient funds for operational costs, in addition to 

funding support from the foundation. 

However, it is unfortunate that apparently the strategy has not 

been able to influence prospective students to make decisions 

to become IMWI Excellent Class students, so that 

the annual target has not been achieved in recent years since 2014 

- 2017. Table 1 shows the results achieved since IMWI was estab-

lished in 2014. 

  
Table 1: Number of Excellent Class Student Achievements 2014-2017  

No. Force Year Total 

1 2014/2015 121 

2 2015/2016 67 

3 2016/2017 45 

4 2017/2018 41 
 Total 274 

   

Provisional estimates, the problem is caused by the perception of 

students in decision-making that are affected by the price strate-

gy, brand equity and STP (segmenting, targeting, positioning), 

which has not been able to attract prospective students. Decision 

making in general is a final decision of a consumer to buy an item 
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or service with certain considerations. In [1] stated that decision 

making is the process of making decisions and actions of people 

involved in the purchase and use of products. According 

to [2], consumer decision making is buying the most preferred 

brand from various alternatives. It means that someone's condition 

can make a decision several alternative options must be available. 

Brand a product or service will be one of concern and considera-

tion for consumers to decide to buy or not of a   product or service 

of a company. In [2] stated brand equity the value of a brand 

based on how strong the brand value has the value of brand loyal-

ty, consumer awareness of the brand, perceived quality, brand 

association, and a variety of other assets such as patents, trade-

marks and distribution network relationships. 

In the paragraph above mentioned that STP (Segmenting, Target-

ing, Positioning) also used to find prospective students. So, IMWI 

marketing must be really right to do this strate-

gy. Segmenting market is a process of classifying the entire heter-

ogeneous market into groups or segments that have similarities in 

terms of the needs, desires, behaviors or responses to specific 

marketing program [5].  

1.1. Identification of problems 

Based on the background description, there are problems that 

occur, namely marketing targets that cannot be achieved by the 

IMWI Marketing Department, as shown by Table 1 with data on 

the number of students from 2014 - 2017. Even though IMWI 

implemented the strategy Brand Equity, STP and Pricing Strate-

gy to attract prospective students. So, questions arise that must be 

answered in this study are as follows: 

1. Is Brand Equity influence on Pricing Strategy at Wiyata In-

donesia Management Institute? 

2. Is STP is influential on Pricing Strategy in Wiyata Indonesia 

Management Institute? 

3. Is Brand Equity   influence on Decision Making in Wiyata 

Indonesia Management Institute? 

4. Is STP   influence on Decision Making in Wiyata Indonesia 

Management Institute? 

5. Is Brand Equity and STP influence simultaneously   against 

Decision Making in Wiyata Indonesia Management Institute? 

6. Is Pricing Strategy influential against Decision Making in 

Wiyata Indonesia Management Institute? 

1.2. Research purposes 

Based on the research question   above, hence the purpose of this 

research is to know and analyze as follows: 

1. Influence of Brand Equity   to Decision Making at the Wiyata 

Indonesia Management Institute. 

2. Influence of STP   to Decision Making at the Wiyata Indone-

sia Management Institute. 

3. Simultaneous influence of Brand Equi-

ty and STP   against Decision Making at the Wiyata Indone-

sia Management Institute. 

4. The Influence of Brand Equity on Pricing Strategy at the 

Wiyata Indonesia Management Institute. 

5. The Influence of STP on Pricing Strategy at the Wiyata In-

donesia Management Institute. 

6. Influence Pricing Strategy to Decision Making at the Wiyata 

Indonesia Management Institute. 

2. Literature Review 

2.1. Brand Equity 

Each brand of a product or service in the market generally has a 

certain value perceived by the producer or consumer. Experts like 

[3] stated that brand equity is the added value provided by prod-

ucts and services. If customers tend to buy a brand even when 

faced with competitors who offer superior products, for example 

in terms of price and practicality, the brand has a high brand equi-

ty. In [7] assesses that brand equity is a set of brand assets and 

liabilities that relate to a brand, its name and symbol which in-

crease or decrease the value provided by an item or service to the 

company or its customers. In [3] based on the Aaker Model, divid-

ing brand equity into a component of brand awareness, perceived 

quality, brand association, and brand loyalty. 

2.2. Segmentation Targeting Positioning (STP) 

A business will be more developed and able to achieve the target 

if it has a good marketing strategy in targeting its consumers. In 

[8] writes to develop a marketing strategy, three components must 

be clearly defined: 

1. Segmentation or to whom I can sell services. 

2. Targeting or to whom I will sell the service that I belong to. 

3. Positioning or how I sell the service that I have. 

2.3. Segmentation 

In [3] stated that marketing strategy is an important part of busi-

ness strategy that gives direction to all management functions of 

an organization. Basically, modern strategic marketing consists of 

three main steps, namely segmentation, targeting, and positioning. 

What is commonly known is Kotler STP. Furthermore, in [4] state 

that segmentation can be done based on the following dimensions: 

a. Geographic segmentation, b. Demographic Segmentation, c. 

Behavioral Segmentation, d. Psychographic segmentation. 

2.4. Targeting 

After evaluating various segments, which segment must be decid-

ed and how many segments will be served. In [9] stated as fol-

lows, targeting is the process of evaluating segmentation and fo-

cusing marketing strategies on a country, province, or group of 

people who have the potential to respond. Furthermore, in [3] 

determine the target market of the company which can consider 

the following five patterns: a) Single Segment Concentration, b) 

Selective Specialization, c) Product Specialization, d) Market 

Specialization, e) Full Market Coverage.  

2.5. Positioning 

The determination of the development strategy always begins with 

positioning. In [11] stated that brand positioning is "The strategy 

for leading your customers credibly". In [3] stated that positioning 

is an action plan for bidding and corporate image to occupy a 

distinctive place in the mind of the target market. In [10] revealed 

that positioning is not what you do on a product, but what you do 

to the prospect's mind. 

Some product positioning strategies according to Kotler that can 

be done by companies in marketing their products include: a. Posi-

tioning based on Company attributes, b. Positioning based on 

product benefits, c. Positioning based on usage / application, d. 

Positioning based on user, e. Positioning based on competitors, f. 

Positioning based on product categories, g. Positioning based on 

quality / price. 

2.6. Pricing Strategy 

Consumers in determining the choice of product or service always 

consider the price, so producers must review the pricing strategy 

they offer. Understanding pricing strategy according to [12] that 

pricing strategy is decisions about the price set by management. In 

[3] the definition of price is the amount of money charged on a 

product or service, or the amount of value exchanged by consum-

ers for benefits due to having or using a product or service. Pricing 

Strategy is a decision regarding the prices to be followed for a 

certain period of time. The following are seven pricing methods 

according to [3] namely: a, Markup Pricing, b. Target-Return 

Pricing, c. Value-Pricing Preview, d. Value Pricing, e. Going-Rate 

Pricing, f. Auction-Type Pricing, g. Group Pricing System. 
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2.7. Decision Making 

In [13] states that what is meant by decision making is the process 

of integration which combines knowledge to evaluate two or more 

alternative behaviors, and choose one of them. This understanding 

is reinforced by [14] states that consumer decision making can be 

defined as a mental orientation that characterizes the consumer's 

approach to making choices. The decision-making process of the 

model is 5 stages [3] among others as follows: a) Introduction to 

Problems, b) Information Search. c) Alternative Assessment. d) 

Decision to Buy, e) Behavior after Purchasing.   

2.8. Previous Research 

Several studies have been carried out referring to the theories of 

experts. For example: in [15] conducted research which showed 

that the elements of the independent variable Brand Equity had a 

positive Influence on the dependent variable Decision Making. 

The results of [17] show that Brand Equity had no significant 

Influence on Decision Making. 

Research on the Influence of STP on Decision Making was carried 

out by [19]. The results showed that the independent variables of 

segmenting, targeting and positioning had a significant positive 

Influence on the dependent variable Decision Making. Another 

study by [20] found that the results of Decision Making appeared 

to be influenced by segmentation influences, which were divided 

into four criteria: demographic (age, sex, religion, family status), 

geographical (region, country, population), psychographics (style 

life, personality), behavioristic (the relationship between tourists 

and products-benefits, the benefits customers expect to get from 

products). 

Research on the importance of the role of Pricing Strategy was 

carried out by [21], the results showed that the marketing mix in 

the element of pricing had a significant influence and had a posi-

tive relationship to the dependent variable decision making. Dif-

ferent results from the study occurred in [22] with the results of 

the statistical analysis used can be concluded that the brand is very 

influential on the decision to buy motorbikes in PT. Subur Plus 

Indramayu, but the price is not too influential in decision making. 

2.9. Framework 

Research requires a good frame of mind, with the aim of results so 

that research can meet research standards. This is because the 

frame of mind provides a conceptual basis for building relation-

ships between variables involved in research. 

2.10. Influence of Brand Equity on Pricing Strategy 

In [24] states that through the financial literature, we know the 

benefits of working brand value added that contribute to prices. In 

[23] stated a financial-based approach shows that innovation and 

brand quality drive brand equity through value propositions, 

which in turn allows marketers to set premium prices. Brand equi-

ty experts' opinions on the pricing strategy above show a hypothe-

sis that: 

H1: Brand equity influences pricing strategy.   

2.11. Influences of Segmentation, Targeting, Position-

ing to Pricing Strategy 

Segmentation, Targeting, Positioning contained in the elements 

of marketing mix generally affects the price determination. In [2] 

argue that there are two main factors that need to be considered in 

determining prices namely the company's internal factors and 

external environmental factors. The company's internal factors 

include the company's marketing objectives, marketing 

mix strategies, costs, and organization. Then, the hypothesis can 

be drawn as follows: 

H2: Segmentation, Targeting, Positioning    influence the pricing 

strategy. 

2.12. Influences of Brand Equity to Decision Making 

Some experts like [16] argue if consumers assume 

that a particular brand is physically different from a competitor's 

brand, the brand image will be attached continuously so that it can 

form loyalty to a particular brand which will ultimately influ-

ence decision making Reasonto buy a brand is a positive attitude 

and a feeling of influence Purchasing behavior and customer satis-

faction are brought by brand association [7]. In [25] stated the 

better the brand equity of a product that is sold it will have an 

impact on consumer decision making. Based on the description 

above, how brand equity is perceived and felt by consumers, the 

hypothesis developed is as follows: 

H3: Brand Equity take Influence at decision making. 

2.13. Influence of Segmentation, Target-

ing, Positioning against Decision Making 

In [26] states segmentation in households based 

on brand responses, promotions, buying events 

and prices affect decision making. Through the study of domestic 

and foreign positioning theory, the connotation of brand position-

ing has an understanding, brand positioning is letting the 

brand occupies the minds of consumers in a favorable position, 

with help with the means of communication, build a 

good brand image to be moved to the mind of the consumers. This 

is necessary to distinguish the factor criteria that are considered in 

assessing the attractiveness 

of the ting segment during target decision making [27]. Exposure 

of experts can be drawn as follows: 

H4: Segmentation Targeting, Positioning affect decision making. 

2.14. Influence of Brand Equity and Segmentation, Tar-

geting, Positioning against Decision Making 

Consumer choice decisions can be facilitated by brand equity 

because there are so many brands in the market that offer similar 

products with little differentiation, so that it can be difficult for 

consumers to make choices but brand equity is a tool that can 

influence decision making [28]. Therefore, branding is the most 

powerful mental shortcut available to consumers [29]. In [30] 

stated that decision making is a decision-making process for pur-

chasing which includes determining what to buy or not and the 

decision is obtained from previous activities. The opinions of 

these experts in brand equity and segmentation, targeting, posi-

tioning STP explained that the hypothesis can be drawn: 

H5: Brand equity and Segmentation, Targeting, Positioning (STP) 

simultaneously affect decision making 

2.15. Pricing Strategy Influences on Decision Making 

Price is generally one of the factors that someone makes 

a decision to buy something. Research has shown that price is an 

important factor in decision making, especially for products that 

are often purchased, which affect choices for shops, products 

and brands [32]. Research conducted by [31] on 

the price variable shows that consumer perception 

of price influences consumer decision making. The importance 

of price as a purchasing stimulus has a key role in price manage-

ment because it not only determines how prices are perceived and 

valued, but also affects consumer decision making. Similarly, 

research conducted by [33-34] that the competitive price influence 

on decision making consumer. The opinion of the experts above 

can show that there is a stimulus so that consumers make deci-

sions, then the hypothesis is drawn: 
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H6: Pricing strategy influences decision making. 

   

 
Fig. 1: Analysis and Hypothesis Model 

3. Methodology 

The research method provides an overview of the research design 

which includes procedures or steps that must be taken, (1) re-

search time, (2) data and information sources, (3) data processing 

methods, (4) studies and analysis. This was carried out to produce 

a clearer, more comprehensive and systematic picture of the re-

search. 

3.1. Design and Type of Research 

This research refers to opinions [35] that research design is 

a series of choices of rational decision making, and issues related 

to decisions regarding research objectives (exploration, descrip-

tive, hypothesis testing), occasion, the design must be in accord-

ance with (type of investigation), temporal aspect (time horizon), 

and the level at which data will be analyzed (unit analysis). Type 

explanatory research used in this study, in [36] states that 

the explanatory research (explanatory research) is research that 

has the purpose to explain the position of the studied variables and 

relationships between variables that one with another varia-

ble. This research is based on opinions from [37] is the research 

field (field research) supported by library re-

search (library research). Excellent data obtained from the re-

search or the field will be analyzed quantitatively refers to the 

opinions of [38]. 

3.2. Research Places and Steps 

The selection of research sites as mentioned in the background 

section is the Indonesian Wiyata Management Institute (IMWI). 

According to data from the Higher Education in 2016, IMWI is 

one of 6 institutes in West Java and only one in the City and 

Sukabumi districts. Researchers compile the research process such 

as [35] opinion to design research steps as follows:   

3.3. Population and Sample 

This study refers to [35] which argues that: 

the population is referring to the whole group of people, events or 

things of interest to be investigated, a collection of sampling units 

which includes one or more elements. The population in ques-

tion in this study, are all students of the Wiyata Indonesia Man-

agement Institute which amounts to 274 students. 

The sample for the study must be taken by a predeter-

mined population. According to [39], if the population is less than 

100 people, it is better to take all the population to be sampled, so 

that the research is population research. The population amounted 

to 274 students, then the determination of the sample using 

the formula Slovin with an error rate of 5 %. Calculations are as 

follows. 

 

  

 

where 

n = Number of samples 

N = Total population 

e = significant level (5 %) 

 

 
            

n = 163 students 

3.4. Variable Research and Operationalization of Vari-

ables 

In [35] argues variable is something that can differentiate or bring 

variation in value. The opinion was reinforced by [43] in his theo-

ry that defines that variables are attributes of an individual or an 

organization that can be measured or observed. The varia-

bles studied were 4 as described in chapter 2 as follows: 

1. Independent Variable 

a. Brand Equity Variable (X1) has 4 dimensions examined 

based on the opinion of [7] as follows: Brand aware-

ness, Perceived Quality, Brand Association, Brand Loyalty. 

b. STP variable (X2) has 3 dimensions based on the 

thought of [3] as fol-

lows: Segmentation, Targeting, Positioning. 

 

2. Dependent Variable 

Variable Decision Making (Z) with 4 indicators used and will 

be measured is the thought of [14], which includes the fol-

lowing: Price awareness, Quality awareness, Recreation, Re-

alizing newness 

3. Intervening Variables  

Variable Pricing Strategy (Y) with 4 indicators used and will 

be measured is [42] includes as follows: Determination of 

selling prices, price elasticity, payment methods, price 

growth. 

3.5. Data analysis method 

Data analysis is a method or method to simplify data into an easily 

understood form. This study uses path analysis or path analysis. In 

[41] explains that path analysis is a research method that is pri-

marily used to test the strength of direct and indirect relationships 

of the independent variables on the dependent variable. This path 

analysis is based on correlation analysis and regression analysis. 

3.6. Descriptive Analysis Testing 

In [40] explained that descriptive statistics are part of statistics 

that learn how to collect data and present data so that it is easy to 

understand. Descriptive analysis is based on the rating scale 

sought by the range of criteria proposed by [18] based on the per-

centage of respondents' answers with the following formula. 

 

Skor Aktual
% Skor =

Skor Ideal  
   

where 

Actual score = number of respondents' answers 

Ideal score = number of maximum scores (number of respond-

ents  number of statements  5) 

3.7. Instrument Testing 

The results of the questionnaire collected until l must be 

proved valid or invalid, then the data is to be tested:   validity, 

reliability. 
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3.8. Classic assumption test 

If classical assumptions are made in order to obtain regression 

results that can be valid or valid and 

have definite results. So, the classical assumption test must be 

done, the tests carried out are as follows:  

1. Normality test  

2. Multicollinearity Test  

3. Heteroscedasticity test 

3.9. Analysis Design 

Analysis is conducted seeing partially and simultaneously influ-

ence of variable brand equity, segmentation targeting position-

ing (STP) to decision making with a pricing strate-

gy as intervening in student IMWI using Path Analy-

sis. Consideration of using path analysis methods is as follows: 

1. Path Analysis could explain the relationship and magnitude 

between research variables that are useful for researchers in 

knowing more in the various variables studied. 

2. Path Analysis is suitable for analyzing causal relation-

ships, can find out the direct or indirect Influences of a num-

ber of causal variables on the resultant variables, both partial-

ly and simultaneously 

3. Path Analysis is suitable for a number of samples of more 

than 100 respondents and the data processed 

is exploratory and data can be observed directly in the field 

[44-45]. 

  

The path diagram and structural equation of this research 

are as shown in Figure 2 as follows: 

  

 
Fig. 2: Path Analysis Equation Model 

 

where  

X1 = Brand Equity 

X2 = Segmentation Targeting Positioning (STP) 

Y = Pricing Strategy 

Z = Decision Making 

ε = Epsilon 

4. Results and Discussion 

4.1. Research Instrument Test 

4.1.1. Validity Test 

The validity of research depends on the research instrument used. 

The research instrument is said to be valid if there are similarities 

between collected data and empirical data. The validity of the 

study shows the accuracy and suitability of the research instru-

ment. The higher the validity of a measuring instrument, meaning 

that the measurement tool is better to use [18]. 

Validity test results show that all questions have r count > r table 

(0.361), so that each question item variable brand equity, segmen-

tation targeting positioning (STP), decision making, and pricing 

strategy are declared valid (valid), and none the question item that 

fall. 

 

 

4.1.2. Reliability Test 

The purpose of reliability testing is to prove that the nature of the 

measuring instrument or research instrument is sufficiently accu-

rate, stable or consistent when used to measure what the research-

er wants to measure. Based on the results of the reliability test 

calculations, each variable has a reliability coefficient value above 

the Cronbach Alpha coefficient (α > 0.6). The reliability value of 

the Brand Equity variable (X1) has a reliability coefficient of 

0.872, STP (X2) has a reliability coefficient of 0.887, Pricing 

Strategy (Y) has a reliability coefficient of 0.778, and Decision 

Making (Z) has a reliability coefficient of 0.830. The four varia-

bles are declared reliable because the reliability coefficient value > 

0.6. It is reliable because it can produce accurate and consistent 

answers. 

4.2. Classic assumption test 

4.2.1. Normality test 

The normality test is conducted to find out whether the data taken 

comes from a population that is normally distributed. A good re-

gression model is normally distributed or close to nor-

mal. Normality test results showed that the value of Asymp. Sig. 

(2-tailed) for all variables tested, has a significant value above (0, 

05). In other words, this means that the residual variable normal 

distribution. 

4.2.2. Multicollinearity Test 

Multicollinearity is something where several or all independent 

variables or independent variables have a high correla-

tion. Multicollinearity test results, that all test results of independ-

ent variables data are free from multicollinearity because they 

have tolerance above 0, 1 and VIF below 10. This shows that each 

variable in this model does not occur multicollinearity, meaning 

that there is no perfect correlation or relationship perfect between 

the independent variables that make up the equation. 

4.3. Heteroscedasticity Test 

Heteroscedasticity test aims to test whether in the regression mod-

el there is a variance inequality from residual one observation to 

another observation. If the residual variance from one observation 

to another observation remains, then it is called homoskedasticity. 

Heteroscedasticity test results that the scatterplot diagrams pro-

duced do not form a particular pattern and spread, it can be con-

cluded that regression does not experience heteroscedasticity dis-

order. 

4.4. Descriptive Analysis 

Description analysis is carried out to describe the respondent's 

response to each item statement for the variable under study. 

Brand Equity Calculation (X1) shows that the value obtained is 

77.6%, in the high category. STP calculation (X2) shows that the 

value obtained is 77.8%, in the high category. Pricing Strategy 

calculation (Y) shows that the value obtained is 65.6%, is in a 

fairly high category. Decision Making (Z) calculation shows that 

the value obtained is 74.2%, in the high category. 

4.5. Path Analysis 

4.5.1. Influence of Brand Equity (X1) and Segmentation Tar-

geting Positioning (X2) on Pricing Strategy (Y) 

Furthermore, it is in accordance with the research objectives 

namely to examine the Influence of Brand Equity (X1) 

and Segmentation Targeting Positioning (X2) on Pricing Strate-

gy (Y). This data processing uses path analysis with the following 

equation. 
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Y = ρ zx1 X 1 + ρ zx2 X 2 + ε 1 

 

where 

Y = Pricing Strategy 

X 1 = Brand Equity 

X 2 = Segmentation Targeting Positioning 

  

The first hypothesis that will be tested is the influence of Brand 

Equity and Pricing Strategy and the second hypothesis is the In-

fluence of Segmentation Targeting Positioning on Pricing Strate-

gy. Based on the results of data processing obtained the path coef-

ficients of each independent variable, namely Brand Equity (X1) 

and Segmentation Targeting Positioning (X2) to Pricing Strate-

gy (Y) are shown in the table below. 

 
Table 2: Foreign M - Line Path Coefficients Variables X1 and X2 to Y 

 
  

Table 2 obtained the total Influence of Brand Equity (X1) 

and Segmentation Targeting Positioning (X2) variables on Pricing 

Strategy (Y) is 0.607 or 60, 7 %. While, the rest of 39, 3 % is the 

influence of other factors outside of both the independent varia-

bles. Visually, the path diagram influences Brand Equi-

ty and Segmentation Targeting Positioning towards Pricing Strat-

egy is shown in the following figure. 

 

  
Fig. 3: Path Diagrams (X1) and (X2) to (Y) 

 

Through the values contained in the picture above, it can be calcu-

lated the influence of each independent variable (Brand Equi-

ty and Segmentation Targeting Positioning) on Pricing Strategy. 

  

Z = 0.332 * X1 + 0.497 * X2 

  

After the path coefficient is calculated, then to prove wheth-

er Brand Equity and Segmentation Targeting Positioning has a 

significant Influence on Pricing Strategy, the hypothesis is tested.   

4.5.2. Testing of Pathway X1 and X2 Coefficients against Y 

Tests are carried out to prove whether Brand Equi-

ty Affects Pricing Strategy and Segmentation Targeting Position-

ing Affects Pricing Strategy. To test the path coefficient of each 

independent variable used statistic test where the value 

t count compared with the value t table on error rate α = 5% and de-

grees of freedom (db = nk-1) = 160 on the testing of two direc-

tions is equal to 1.975 (t table = 1.975). 

4.5.3. Testing the Influence of Brand Equity on Pricing Strate-

gy 

H0: ρzx 1 = 0 Brand Equity has no Influence on Pricing Strategy. 

H1: ρzx 1 ≠ 0 Brand Equity Influence on Pricing Strategy.              

  
 

 

 

 

 

Table 3: Results of Testing the Influence of X1 on Y 

 
 

Based on the test results in Table 3 can be seen the value of t count 

for the Brand Equity variable of 4.382 and t table of 1.975. Because 

the t count value (4.382) is greater than t table (1.975) and the p-value 

is 0.000 (less than 0.05%) which indicates that it has a high prob-

ability, then with α = 5% it was decided to reject H0, so H1 

is accepted. So, based on the test results, it can be concluded 

that Brand Equity has a significant Influence on Pricing Strate-

gy. Path coefficient value of 0.332 with a positive direction, indi-

cating that the higher the brand equity it will increase the Pricing 

Strategy.  

4.5.4. Testing the Influence of Segmentation Targeting Posi-

tioning on Pricing Strategy 

H 0: ρzx2 = 0 Segmentation Targeting Positioning has no Influence 

on Pricing Strategy.                            

H1: ρzx2 ≠ 0 Segmentation Targeting Positioning affects 

the Pricing Strategy.  

  
Table 4: Results of Testing the Influence of X2 to Y 

 
  

Based on the test results in Table 4 can be seen the value of 

t arithmetic variable Segmentation Targeting Positioning amounted 

to 6,553 and t table amounted to 1.975. Because the value of 

t arithmetic = 6.553 is greater than the value of t table = 1.975 and the 

p-value value is 0.000 (less than 0.05 %) which indicates that it 

has a high probability, then with α = 5% it is decided to reject 

H0, so H1 is accepted. So, based on the test results, it can be con-

cluded that Segmentation Targeting Positioning Significant Influ-

ence on Pricing Strategy. The path coefficients worth 0.497 with a 

positive direction, indicating that the higher Segmentation Target-

ing Positioning it will increase the Pricing Strategy.  

4.5.5. Influence of Brand Equity (X1) and Segmentation Tar-

geting Positioning (X2) on Decision Making (Z) 

Furthermore, it is in accordance with the purpose of the study, 

which is to examine the Influence of Brand Equity (X1) 

and Segmentation Targeting Positioning (X2) on Decision Mak-

ing (Z). This data processing uses path analysis with the following 

equation. 

  

Z = ρ zx1 X 1 + ρ zx2 X 2 + ε 1 

 

where 

Z = Decision Making 

X 1 = Brand Equity 

X 2 = Segmentation Targeting Positioning 

  

In accordance with the proposed research hypothesis, the data will 

be tested using path analysis. Path analysis examines the structural 

causal relationship of the independent variables on the dependent 

variable by considering the interrelationship between the inde-

pendent variables. 

The third, fourth and fifth hypotheses that will be tested are the 

influence of Brand Equity and Segmentation Targeting Position-

ing on Decision Making, both jointly and partially. Based on the 

results of data processing obtained the path coefficients of each 

independent variable namely Brand Equity (X1) and Segmentation 
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Targeting Positioning (X2) to Decision Making (Z) are shown in 

the table below. 

  
Table 5: Individual Path Coefficients Variables X1 and X2 for Z 

 
  

Table 5 are obtained total Influence of variable Brand Equity (X1) 

and Segmentation Targeting Positioning (X2) of the Decision 

Making (Z) is equal to 0.738 or 73.8%. While, the rest of 26.1% is 

the influence of other factors outside of both the independent vari-

ables. Visually a path diagram influences Brand Equi-

ty and Segmentation Targeting Positioning towards Decision 

Making shown in the following figure. 

   

 
Fig. 4: Path Diagrams (X1) and (X2) against (Z) 

 

Through the values contained in the figure above can be calculat-

ed the Influence of each independent variable (Brand Equi-

ty and Segmentation Targeting Positioning) on Decision Making. 

  

Z = 0.270 * X1 + 0.636 * X2 

  

After the path coefficient is calculated, then to prove wheth-

er Brand Equity and Segmentation Targeting Positioning has a 

significant Influence both partially and simultaneously 

on Decision Making, the hypothesis is tested. Hypothesis testing 

starts from partial testing and continues with simultaneous testing 

(together).  

4.5.6. Testing Partial Coefficients Partially X1 and X2 against 

Z 

Partial testing is carried out to prove whether partially brand equi-

ty and segmentation target positioning affect the decision mak-

ing. To test the path coefficient of each independent variable used 

statistic test where the value t count compared with the val-

ue t table on error rate α = 5% and degrees of freedom (db = nk-1) = 

160 on the testing of two directions is equal to 1.975 (t table = 

1.975).  

4.5.7. Testing the Influence of Brand Equity on Decision Mak-

ing 

H0: ρzx 1 = 0 Brand Equity has no Influence on Decision Mak-

ing.                 

H1: ρzx 1 ≠ 0 Brand Equity Influence on Decision Making.              

  
Table 6: Test Results of X1 Influence on Z 

 
  

Based on the test results in Table 6 can be seen the value of t count 

for the Brand Equity variable of 4.370 and t table of 1.975. Because 

the value of t arithmetic (4.370) is greater than t table (1.975) and the p-

value is 0.000 (less than 0.05%) which indicates that it has a high 

probability, then with α = 5% it was decided to reject H0, so H1 

is accepted. So, based on the test results, it can be concluded 

that Brand Equity has a significant Influence on Decision Mak-

ing. Path coefficient value of 0.270 with a positive direction, indi-

cating that the higher the brand equity it will increase the Decision 

Making.  

4.5.8. Testing the Influence of Segmentation Targeting Posi-

tioning on Decision Making 

H 0: ρzx 2 = 0 Segmentation Targeting Positioning has no Influ-

ence on Decision Making.                            

H 1: ρzx 2 ≠ 0 Segmentation Targeting Positioning affects 

the Decision Making.                            

   
Table 7: Test Results of X2 Influence on Z 

 
  

Based on the test results in the table above can be seen the value 

of t count variable Segmentation Targeting Position-

ing of 10.291 and t table of 1.975. Because the value of 

t count = 10.291 is greater than the value of t table = 1.975 and the p-

value value is 0.000 (smaller than 0.05 %) which indicates that it 

has a high probability, then with α = 5% it is decided to reject H0, 

so H1 is accepted. So based on the test results it can be concluded 

that Segmentation Targeting Positioning have a significant Influ-

ence on Decision Making. The path coefficients worth 0.636 with 

a positive direction, indicating that the higher Segmentation Tar-

geting Positioning it will increase the Decision Making. 

4.6. Simultaneous Testing 

Simultaneous testing was carried out to prove whether Brand Eq-

uity and Segmentation Targeting Positioning togeth-

er influence Decision Making. 

H0: All ρzx i = 0 Brand Equity and Segmentation Targeting Posi-

tioning have no Influence 

on Decision Making.                                          

Ha: There is ρzx i ≠ 0 Brand Equity and Segmentation Targeting 

Positioning affect the Decision Making.                            

  

Testing the hypothesis is done through F test statistics with the 

provisions: 

• Reject H 0 if F count is greater than F table (F count > F table) 

• Accept H 0 if F count is smaller or equal to F table (F count ≤ F table) 

 
Table 8: Testing Results the Influence of X1 and X2 Terhadap Y 

  

 

From table F for the significance level α = 0.05 and degrees of 

freedom (2; 160) obtained f table value of 3.053. The test criteria 

are, "reject Ho if F count > F table ". Because of the test results ob-

tained F calculated value of 225.581 and F table of 3.053 where 

F arithmetic = 225.581 > F table = 3.053, then at α = 5% it was decided 

to reject Ho, so that H1 was accepted. So, based on the test results, it 

can be concluded that Brand Equity and Segmentation Targeting 

Positioning simultaneously has a significant Influence on Decision 

Making.  

4.6.1. Influence of Pricing Strategy (Y) on Decision Mak-

ing (Z) 

Furthermore, it is in accordance with the purpose of the study, 

which is to examine the Influence of Pricing Strategy on Decision 

Making with Decision Making as an Intervening Variable. This 

data processing uses path analysis with the following equation. 
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Z = ρ zy Y + ε 2 

 

where 

X = Pricing Strategy 

Z = Decision Making              

  

In accordance with the proposed research hypothesis, the data will 

be tested using path analysis. Path analysis examines a structural 

causal relationship from the independent variable to the dependent 

variable by considering intervening variables (intermediaries). 

4.6.2. Pricing Strategy Influence Testing to Decision Making 

The 6th hypothesis that will be tested is the Influence of Pricing 

Strategy on Decision Making. Based on the results of data pro-

cessing obtained the path coefficient of Pricing Strate-

gy on Decision Making can be seen in the table below. 

 
Table 9: Path Y Coefficient against Z 

 
  

Table 9 shows the total Influence of variable Pricing Strategy (X) 

to Decision Making (Z) is equal to 0.635 or 63.5 %. While, the 

balance of 36.5 % is the influence of other factors outside 

of Pricing Strategy. The visual path diagram influences Pricing 

Strategy towards Decision Making shown in the following figure. 

 

  
Fig. 5: Path Influence Diagram Y against Z 

  

Through the values contained in the picture above can be calculat-

ed the influence of the independent variable (Pricing Strategy) 

on Decision Making. 

  

Z = 0.797 * Y 

 

After the path coefficient is calculated, then to prove wheth-

er Pricing Strategy has a significant Influence on Decision Mak-

ing, the partial hypothesis is tested. 

Hypothesis: 

H0: ρx 1 Y = 0 Pricing Strategy 

has no significant Influence on Decision Making.  

H1: ρx 1 Y ≠ 0 Pricing Strategy has a significant Influence 

on Decision Making. 

  
Table 10: Test Results of Y Influence on Z 

  

 

Based on the test results in Table 10 can be seen the value of 

t count the Pricing Strategy variable of 16.742 and 

t table of 1.975 where the value of t count = 16.742 > t table = 1.975. 

Because the value of t count is greater than t table and p-value is 0.000 

(less than 0.05) which indicates that it has a high probability, then 

with α = 5% it is decided to reject H0, so that H1 is accepted. 

So, based on the test results it can be concluded that Pricing Strat-

egy has a significant Influence on Decision Making. These test 

results provide empirical evidence that the higher the Pricing 

Strategy that will improve Decision Making. 

4.6.3. D9irect and Indirect Influences of X1 and X2 against Z 

through Y  

Table 11: Direct and Indirect Influences 

 
  

 
Fig. 6: Influence of X1 and X2 on Z through Y 

 

Based on the tables and images in the above it can be seen that: 

1. The direct influence of Brand Equity (X1) on Pricing Strate-

gy (Y) is 0.332. 

2. The direct Influence of Segmentation Targeting Position-

ing (X2) on Pricing Strategy (Y) is 0.497. 

3. The total Influence of Brand Equity (X1) on Decision Mak-

ing (Z) is 0.535. 

4. The total Influence of Segmentation Targeting Position-

ing (X2) on Decision Making (Z) is 1.032. 

5. The direct Influence of Pricing Strategy (Y) on Decision 

Making (Z) is 0.797. 

5.  Conclusion 

Some of the results of previous studies that differ in relation 

to decision making, reveal that decision making is influenced 

by brand equity, STP, and pricing strategy. This study itself shows 

the answers to the questions that arise in the identification of prob-

lems in chapter 1 as follows: 

1. The results of the study show that brand equity and STP have 

a partial Influence on pricing strategy. This means that varia-

tions in brand equity and STP values can explain the varia-

tion in pricing strategy. 

2. The results showed that brand equity and STP affect decision 

making, both partially and simultaneously. It means that var-

iations in brand equity and STP values can explain the varia-

tion in decision making values. 

 

The results show that as an intervening pricing strate-

gy variable influences decision making. This means that variations 

in pricing strategy can explain the variation in decision mak-

ing values. 
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