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Abstract: 
This study aims to determine Price Percep-on, Existence and Brand Trust on Consumer Decisions 
to Use Lublyu Wedding Organizer Services. This data uses primary data in the form of distribu-ng 
ques-onnaires to clients who have used the services of a lublyu wedding organizer for 44 
respondents, using the perposive sampling method. The data analysis technique uses the SmartPLS 
3.3.8 program. This shows that perceived price and existence do not have a posi-ve and significant 
effect on consumer decisions, while the brand trust variable has a posi-ve and significant effect on 
sa-sfac-on. The coefficient of determina-on (Adjusted R Square) is 0.864, this indicates that the 
percep-on of price, existence and brand trust contributes 86.4% to consumer decisions while the 
remaining 13.6% is influenced by variables not examined. 
Keywords: perceived price, existence, brand trust, consumer decisions 
 
INTRODUCTION 

Marriage is something that everyone dreams of, realizing and preparing for a dream wedding 
is not a very difficult thing, preparing for a wedding can be a very exci-ng thing. However, for 
prospec-ve brides and grooms who have a very busy schedule, the effect can be the opposite, 
namely being hit by stress. Hiring a wedding organizer service can be the right choice. One of the 
reasons why prospec-ve brides and grooms use wedding organizer services is: reducing mental 
stress, -me management, paying aGen-on to everything in detail. Wedding organizer services 
really help clients in terms of payments that suit the bride and groom's budget. Therefore, the 
wedding organizer will arrange an agenda for bridal clothing filng, food tes-ng, pre-wedding, etc. 

Therefore, wedding organizer services are sought amer by prospec-ve brides and grooms, 
and their existence is considered very necessary to make their dream wedding come true, so 
wedding organizers must compete by developing certain strategies to achieve the desired goals. An 
important step to increase the number of clients is to expand marke-ng reach, for this a planned 
strategy is needed to offer exis-ng products or services. 

Lublyu Wedding Organizer is a service that provides special quality personal service which 
aims to help the prospec-ve bride and groom and the prospec-ve bride and groom's family from 
planning to the implementa-on stage which was founded in 2003 and the leader of Lublyu Wedding 
Organizer is also the founder or founder of Hastana Indonesia or Associa-on of Indonesian 
Wedding Event Planning Companies. As a Lublyu Wedding Organizer coordinator, you help 
coordinate all par-es involved in the wedding, from the bride and groom, family, suppliers and 
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performers, event master planning, and form a professional team to manage the en-re event 
process from prepara-on, dress rehearsal to closing. 

Lublyu Wedding Organizer has been established since 2003, of course it has a percep-on of 
price or rela-ve costs that consumers must pay to obtain the desired product or service. Lublyu 
Wedding Organizer is also able to maintain the existence and trust of consumers so that it is able 
to survive and compete in the market for quite a long period of -me and many consumers decide 
to use Lublyu Wedding Organizer services on their wedding day. This can be seen from the large 
number of consumers. Below is a table showing the number of consumers who used Lublyu 
Wedding Organizer services in 2019 - 2021. Here you can see the rise and fall of consumers each 
year. 

Price percep-on is the view or percep-on of price, how customers view exclusive prices (high, 
low, reasonable) which has a strong effect on purchase inten-on and purchase sa-sfac-on (G. Leon 
& Lazar L Kanuk, 2008). Price percep-on is a consumer's / customer's thoughts/interpreta-on of 
the amount of money that will be used to obtain a desired product or service using an appropriate 
sacrifice value using what is obtained from the product or service. In marke-ng, price percep-on is 
an important factor in crea-ng customer sa-sfac-on. When customers feel sa-sfied with the 
product or service, the customer will be interested in repurchasing that service. In research 
conducted by Sukotjo (2010) stated that the price variable has a significant posi-ve influence on 
purchasing decisions. In this case, if the premium price is cheaper with profitable benefits, it will 
influence purchasing decisions. Price percep-on has a significant posi-ve effect on consumer 
decisions. 

Consumer purchasing decisions are an important factor in determining the existence of a 
company. A company can con-nue to exist if consumer s-mula-on in deciding to purchase products 
from a market receives a posi-ve response from the market itself. Consumers will form a preference 
for brands in their personal collec-on and consumers will also form an inten-on to purchase the 
brand/service they are most interested in and lead to a purchasing decision (Kotler & Keller, 2009). 
So existence has a significant posi-ve effect on consumer decisions. 

Trust in a brand is also a factor in purchasing decisions. Consumers feel comfortable and trust 
a product, and will not easily abandon or replace another brand product. Therefore, branding also 
plays an important role in becoming a product iden-ty. A brand must be able to convince 
consumers that the brand is truly trustworthy. Consumers trust brands because their interac-on 
with the brand creates a sense of security, and this trust will directly influence consumers' future 
purchases of the same product (Christy, 2016; Octaviona, 2016; Yuliana & Suprihhadi, 2016). 
Therefore, brand trust has a significant posi-ve impact on consumer decision making. 

From the descrip-on above, it states that price percep-on, existence and brand trust are one 
of the factors in consumers' decisions to use our services. Based on the background explained 
above, the researcher intends to conduct research on "The Influence of Price Percep-on, Existence 
and Brand Trust Regarding Consumer Decisions to Use Lublyu Wedding Organizer Services. 

Based on the problem formula-on hasAs explained, this research aims to: (1) analyze 
price percep-ons of consumer decisions to use Lublyu Wedding Organizer services, (2) analyze the 
existence of consumer decisions to use Lublyu Wedding Organizer services, and (3) analyze brand 
trust in consumer decisions to use Lublyu Wedding services Organizer 
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RESEARCH METHODS 
This research uses quantitative and associative research methods. This research aims to 

determine the relationship between price perception, existence and brand trust and consumer 
decisions to use Lubly Wedding Organizer services. The population in this research are Lubly 
Wedding Organizer clients. The sample used was part of the population taken systematically, 
namely 100 respondents. 

This research uses primary data obtained from respondents (Lubly Wedding Organizer 
clients) through interviews and questionnaires. Apart from that, secondary data was obtained from 
the Lubly Wedding Organizer company in the form of organizational structures, other reports and 
existing documents. 

The data collection technique in this research uses the interview method to collect data 
directly from respondents and the questionnaire method to collect previously prepared data. 
Furthermore, the data analysis technique in this research uses data analysis methods such as 
partial least squares (PLS) to analyze quantitative data. Apart from that, this research also uses 
descriptive analysis to explain the data in general. 

This research hypothesis test uses classical assumption tests, such as multicollinearity test, 
heteroscedasticity test, normality test, autocorrelation test, and linearity test, before testing the 
hypothesis. Hypothesis testing is carried out using t-statistics and p-value methods to evaluate 
hypothesis decisions. 

In this research, the research methods used include associative research, quantitative 
research approaches, and the use of data analysis methods such as PLS and descriptive analysis. 
Apart from that, this research also pays attention to classical assumption testing and hypothesis 
testing to evaluate hypothesis decisions. 
 
RESULTS AND DISCUSSION 
Validity test 

Based on the PLS method, the validity of reflex indicators is checked in two steps. The first 
step is a convergent validity test, i.e. H. Validity test based on the external loading value of each 
construct, and then a Discriminant Validity test is carried out. namely tes-ng validity based on 
comparison. 
Convergent Validity (Validity Test Using Outer Loading) 
The validity test at the ini-al stage is used to iden-fy that unobserved variables can be measured 
using each observed variable construct through Confirmatory Factor Analysis (CFA) or what is 
usually called factor analysis. An indicator is considered to have a high level of validity if it has a 
loading factor value greater than 0.70. 
The results of Valida-on Tes-ng are shown in the table and figure as follows: 
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Figure 1. Outer Loading Value 

Source: Analysis results using SmartPLS 3.3.2 
 

Table 1. Outer Loading Values of all Variables 
 

Variable 
Indicator 

Code 
Outer 

Loading 
Value 

 
Condition 

 
Information 

 
X1 Price 

Percepti
on 

X1.1 0.964 > 0.7 Valid 
X1.2 0.917 > 0.7 Valid 
X1.3 0.905 > 0.7 Valid 
X1.4 0.902 > 0.7 Valid 

Source: Analysis results using SmartPLS 3.3.2 
From Table 1 and Figure 1 it can be seen that all external pressure values for each indicator 

are above 0.7 for the variable. This shows that all indicators of price percep-on (X1), existence (X2), 
brand trust (X3) and consumer decision (Y) variables used in this research are valid or have achieved 
convergent validity. The results in the table above are the results of external loading of each 
indicator which is classified as a latent variable obtained from data processing using smartPLS. 
Discriminant Validity (Validity Test Using AVE) 

The second level of validity tes-ng is discriminant validity tes-ng. This test is based on the 
cross-loading value of measurements with the Fornell-Larcker construc-on and the AVE (Average 
Variance Extracted) value. Cross Outer Loading finds whether the latent variable is sufficiently 
discrimina-ve, ie. comparing the correla-on of indicators with latent variables, it must be greater 
than the correla-on between indicators and other latent variables (Imam Ghozali, 2014). If the 
correla-on value of a construct with the item being measured is greater than the correla-on value 
with other constructs, this indicates that the latent construct predicts the block size beGer than 
other block sizes, and the construct has high discriminant validity. Below are the results of 
separa-ng the cross-loading values between the indicators and their respec-ve constructs: 

Table 2. Cross Loading Values for Each Variable and Research Model Construct 
 

Variable 
X1 
Price 
Perception 

X2 
Existence 

X3 
Brand Trust 

Y 
Consumer 
Decisions 

X1.1 0.964 0.838 0.825 0.861 
X1.2 0.917 0.814 0.802 0.800 
X1.3 0.905 0.697 0.737 0.722 
X1.4 0.902 0.732 0.717 0.741 
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X2.1 0.801 0.909 0.809 0.867 
X2.2 0.707 0.875 0.658 0.727 
X2.3 0.683 0.842 0.646 0.633 
X3.1 0.826 0.771 0.938 0.855 
X3.2 0.742 0.750 0.936 0.848 
Y.1 0.844 0.742 0.820 0.875 
Y.2 0.777 0.790 0.862 0.933 
Y.3 0.725 0.762 0.788 0.891 
Y.4 0.673 0.763 0.760 0.860 

Source: Analysis results using SmartPLS 3.3.2 
From table 2 it can be seen that the correla-on value of the construct with its indicators is 

greater than the correla-on value with other constructs. For example, the indicator The table also 
shows that indicators X1.1-X1.4 of the Price Percep-on variable have a higher Outer Loading value 
than the Outer Loading value in the other constructs. Likewise, indicators X2.1-X2.3, the Existence 
variable, indicators Y1-Y.4, the Consumer Decision variable, and indicators X3.1-X3.2, the Brand 
Trust variable, have a higher Outer Loading value than the Outer Loading value in Other constructs 
Thus it can be concluded that all latent constructs show good discriminant validity because they 
can predict indicators in their block beGer than indicators in other blocks. Apart from that, a 
Discriminant Validity check was carried out by looking at the AVE (Average Variance Extracted) 
value. The AVE value is said to be good if the value is greater than 0.50 (Imam Ghozali, 2014). Next 
is the AVE table value: 

Table 3. AVE (Average Variance Extrac`on) Research Model 
Variable AVE Value 
X1 Price Perception 0.851 
X2 Existence 0.767 
X3 Brand Trust 0.878 
Y Consumer Decisions 0.792 

Source: Analysis results using SmartPLS 3.3.2 
 

Table 3 above shows the AVE value of the research model. The table illustrates that the AVE 
value of all research variables is above 0.5, so the AVE value of the Discriminant Validity test is 
sufficient for further tes-ng. Next, discriminant validity tes-ng is carried out by looking at the 
Fornell-Larcker value. The following are the values from the Fornell-Larcker table: 

Table 4. Fornell-Larcker Criterion Research Model 
 X1 Perception 

Price 
X2 
Existence 

X3 Trust 
Brand 

Y Decision 
Consumer 

X1 Price Perception 0.922    
X2 Existence 0.838 0.876   
X3 Brand Trust 0.837 0.812 0.937  
Y Decision 
Consumer 

0.850 0.858 0.909 0.890 

Source: Analysis results using SmartPLS 3.3.2 
 

Table 4 above shows the Fornell-Larcker Criterion values from the research model. It can be 
seen from the table that the correla-on value of the items measuring the associa-on construct is 
higher compared to other constructs, so it can be said that the model has good discriminant validity. 
In this case the FL Criterion value which has the lowest value is Existence 0.876. Thus, the 
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Discriminant Validity test has been fulfilled as well as the Convergent Validity test so it can be 
concluded that the research model is valid. 
 
Reliability Test 

Reliability test is a reliability test which aims to find out how reliable or trustworthy a 
measuring instrument is. A survey is considered reliable when the answers to the ques-ons are 
correct every -me. Based on the PLS method, the reliability of indicators in this study is determined 
by composite reliability and Cronbach's alpha value of each indicator block. The rule of thumb for 
alpha or composite reliability should be greater than 0.7, although a value of 0.6 is s-ll acceptable 
(Ghazali, 2014). 

Another test to describe the external model is by reading the construct reliability of the 
latent variable which is measured by two metrics, namely composite reliability and Cronbach's 
alpha from the indicator block that measures the construct. In the first step, the construct is 
declared reliable if the combined reliability score is more than 0.70. The following are the output 
results from the outer model of composite reliability. 
  

Table 5. Composite Reliability Values of the Research Model 
Variable Composite 

Reliability 
Condition Cronbach's 

Alpha 
Condition Information 

X1 Price Perception 0.958 > 0.7 0.941 > 0.6 Reliable 
X2 Existence 0.908 > 0.7 0.849 > 0.6 Reliable 
X3 Trust 
Brand 

0.935 > 0.7 0.861 > 0.6 Reliable 

Y Decision 
Consumer 

0.938 > 0.7 0.912 > 0.6 Reliable 

Source: Analysis results using SmartPLS 3.3.2 
 
Table 5 above is a table of composite reliability values from the research model. The table 

shows that the combined reliability of each variable is greater than 0.7, with the lowest value being 
0.908 for the existence variable (X2) and the highest value being 0.958 for the price percep-on 
variable (X1). From these results it can be concluded that the research model meets the composite 
reliability score. Although the Cronbach's alpha value comes from the research model. The table 
shows that the Cronbach's alpha value for each variable is above 0.6 and the lowest value is 0.849 
for the existence variable (X2) and the highest value is 0.941 for the price percep-on variable (X1). 
From these results it can be concluded that the research model meets the Cronbach's alpha value. 
From the model above, it can be concluded that the model meets the Composite Reliability and 
Cronbach's Alpha criteria, namely that the research model meets the Reliability criteria and is a 
reliable and trustworthy measuring instrument. 
Structural Model Tes`ng (Inner Model) 

This model is a specifica-on of the rela-onship between latent variables, also called inner 
rela-ons. This test is a test of the type and significant magnitude of the independent latent variable 
on the dependent latent variable. This test consists of 2 stages, namely the R Square Determinant 
Coefficient (R²) test, which is a test that calculates how much the independent latent variable 
explains the variance of the dependent latent variable and the hypothesis test which is a test of the 
research model hypothesis. 
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Coefficient of Determina`on Test / R Square (R²) 
Evalua-on of the inner model is carried out by looking at the Determina-on Coefficient. The 

Coefficient of Determina-on aims to measure how far the model's ability to explain the variance of 
the dependent variable. The coefficient of determina-on value is between 0 and 1. The coefficient 
of determina-on (R²) value is close to 1. The R² value explains how much the hypothesized 
independent variable in the equa-on is able to explain the dependent variable. Chin (1998) in 
Yamin & Kurniawan (2011) explains the criteria for limi-ng the R² value in three classifica-ons, 
namely the R² value = 0.67, 0.33, and 0.19 as substan-al, moderate, and weak. 

Table 6. R Square Value (R²) from the Research Model 
 R 

Square 
R 

Square 
Adjusted 

Y Consumer Decisions 0.873 0.864 
Source: Analysis results using SmartPLS 3.3.2 

Seen in Table 6, the rela-onship between constructs based on the adjusted R-square value 
can be explained that the Consumer Decision variable (Y) is 0.864. This shows that 86.4% of the 
Consumer Decision variable (Y) can be influenced by the Price Percep-on (X1), Existence variables. 
(X2), and Brand Trust (X3), while the remaining 13.6% is influenced by other variables outside those 
studied. 
 
Valida`ng the Overall Structural Model with Goodness of Fit Index (GoF) 

The aim of tes-ng the Goodness of Fit Index (GoF) is to validate the combined performance 
of the measurement model (outer model) and structural model (inner model). The results of the 
Goodness of Fit (GoF) index calcula-on show a value of 0.847. According to Ghazal (2014), small 
GoF = 0.1, medium GoF = 0.25 and large GoF = 0.36. Based on these results, it can be concluded 
that the overall performance of the measurement model (external model) and structural model 
(internal model) is good because the Goodness of Fit Index (GoF) value is above 0.36 (GoF). on a 
large scale). 
 
Hypothesis tes`ng 

The theore-cal experiment accompanying the construct was carried out using the bootstrap 
resampling method. details of theore-cal tes-ng with SmartPLS 3.3.2 can be seen from the vein 
coefficient number, namely H. from the t-sta-s-c of the rela-onship between the plas-c studies. t-
test sta-s-cs use the alias SmartPLS formula 
3.3.2 can be seen between the t-test values and the t table obtained from the formula: 

 

 
From the sta-s-cal table, the t table value with a value of 41 is 2.02 with a significance level (α) of 
0.05. The decision making method is: 
- If P-Values > 0.05 or t count < t table, Ho is accepted and Ha is rejected. 
- If P-Values < 0.05 or t count > t table, Ho is rejected and Ha is accepted. 

DF = nk 

DF = nk 
DF = 44 – 4 = 40 
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The results of hypothesis tes-ng using SmartPLS 3.3.2 somware can be seen in Table 7, Figure 3 as 
follows: 

 
Figure 3. Path coefficient model and t Sta`s`cs Structural Research Model 

 
Table 7. Path Coefficient Values, t-Sta`s`cs, and P-Values 

 
Hypothesis 

Connection 
Between 
Construct
s 

Original 
Sample 

(O) 

Samples 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

 
Information 

Direct Influence 
H1 X1 -> Y 0.148 0.159 0.197 0.749 0.454 No 

Influential 
H2 X2 -> Y 0.286 0.308 0.189 1,508 0.132 No 

Influential 
H3 X3 -> Y 0.553 0.528 0.234 2,367 0.018 Influential 

Positive 
Source: Analysis results using SmartPLS 3.3.2 

  
Hypothesis tes-ng in this research is as follows: Structural Equa-on: 
Y = 0.148 X1 + 0.286 X2 + 0.553 X3 + R2 = 0.864; 
 
Direct Influence 
1) There is a significant influence of price percep-on (X1) on consumer decisions (Y) 

Based on table 7, it is known that the t sta-s-cs value is 0.749 which is smaller than the t table 
value = 2.02, and the P-Values value = 0.454 which is greater than α = 0.05, meaning that Ha is 
rejected, namely there is no influence from the Price Percep-on variable (X1) on Consumer 
Decisions (Y). Thus, the hypothesis H1 in this research which states that "Price Percep-on (X1) 
has a significant effect on Consumer Decisions (Y)" is not posi-ve. 

2) There is a significant influence of existence (X2) on consumer decisions (Y) 
Based on table 7, it is known that the t sta-s-cs value is 1.508 which is smaller than the t table 
value = 2.02, and the P-Values value = 0.132 which is greater than α = 0.05, meaning that Ha is 
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rejected, namely there is no influence from the Existence variable ( X2) on Consumer Decisions 
(Y). Thus, the hypothesis H2 in this research which states that "Existence (X2) has a significant 
effect on Consumer Decisions (Y)" is not posi-ve. 

3) There is a significant influence of Brand Trust (X3) on Consumer Decisions (Y) 
Based on table 7, it is known that the t sta-s-cs value is 2.367 which is greater than the t table 
value = 2.02, and the P-Values value = 0.018 which is smaller than α = 0.05, meaning that Ha is 
accepted, namely that there is a significant and posi-ve value for the Trust variable. Brand (X3) 
to Consumer Decision (Y). The coefficient value is posi-ve, namely 0.553, meaning that the 
Brand Trust variable (X3) has a posi-ve effect or increases the Consumer Decision variable (Y) by 
55.3%. Thus, hypothesis H3 in this research states that "Brand Trust (X3) has a significant and 
posi-ve effect on Consumer Decisions (Y)". 

 
Discussion 
The Influence of Price PercepFons on Consumer Decisions 

Perceived price means the rela-ve costs that must be incurred to obtain the desired product 
or service. The results of this research show that price percep-ons regarding consumer decisions 
are not in accordance with the hypothesis that has been proposed with the indicators of price 
affordability, price suitability for product quality, product price compe--veness and price suitability 
for benefits. The results of this study showed that the results were not significantly posi-ve. 

This result is supported by the results of the descrip-ve analysis which shows that the 
respondent's percep-on of the decision to purchase Lublyu Wedding Organizer services is not 
influenced by price percep-ons. This is supported by the theore-cal narra-ve, namely that the 
Lublyu Wedding Organizer client will pay whatever nominal price the Lublyu Wedding Organizer 
gives at the origin of the event. what they want is according to their wishes. Price percep-ons in 
research, namely products/services said to be expensive, cheap or moderate for each individual 
are not the same, depending on the individual's percep-on which is based on the environment and 
the individual's own condi-on. 

The results of this research are in line with previous research conducted by (Yugi Setyarko, 
2016) with the -tle "Analysis of Price Percep-on, Promo-on, Service Quality and Ease of Use on 
Online Product Purchasing Decisions" which states that the price percep-on variable does not have 
a posi-ve and significant effect on buying decision. 
The Influence of Existence on Consumer Decisions 

Existence is a view of human existence, their situa-on in the world, their freedom to choose 
their life goals and try to understand the meaning of their own life. However, in this research the 
existence is not in accordance with the hypothesis that has been proposed with the indicators: 
Appearance of physical facili-es and infrastructure, strategic loca-on and service procedures 
provided accurately and quickly, that is, they do not have a posi-ve and significant influence on 
consumer decisions. 

This result is supported by the results of the descrip-ve analysis which shows that according 
to respondents the existence of the decision to purchase the Lublyu Wedding Organizer service 
does not influence the decision to purchase the Lublyu Wedding Organizer service. This is 
supported by the theore-cal narra-ve, namely that the client does not aGach importance to the 
existence of the Lublyu Wedding Organizer itself as long as The event runs according to the wishes 
of the client. 

The results of this research are in line with previous research conducted by (Muhammad Rijal 
Rizkullah, 2021) with the -tle "The Influence of Mo-va-on, Level of Religiosity and the Existence 
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of Indonesian Sharia Banks on Students' Decisions to Make Transac-ons at Indonesian Sharia 
Banks" which states that the existence variable does not have a posi-ve and significant effect on 
buying decision. 
The Influence of Brand Trust on Consumer Decisions 

Brand trust is a consumer's belief that a product or service has certain aGributes, a belief that 
arises from repeated views and from the learning and experience gained. In essence, a wedding 
organizer is a service business, so what is seen is the belief that the wedding organizer can be 
trusted. 

These results are supported by the results of the descrip-ve analysis which shows that brand 
trust according to respondents regarding the decision to purchase Lublyu Wedding Organizer 
services has a posi-ve and significant effect on the decision to purchase Lublyu Wedding Organizer 
services. This is supported by the theore-cal narra-ve from Lublyu Wedding Organizer clients that 
they will decide to use a service when the name or brand of the service is trusted and has a name 
among the public. 

The results of this research are in line with previous research conducted by Saino, (2014) 
which stated that there is a posi-ve and significant influence of brand trust on consumer decisions. 

 
CONCLUSION 

Based on the analysis and discussion of the influence of price percep-on, brand existence 
and trust, on consumer decisions to use Lublyu Wedding Organizer services, the following 
conclusions can be drawn; (1) The price percep-on variable does not have a posi-ve and significant 
effect on consumer decisions. This means that the price percep-on provided by Lublyu Wedding 
Organizer is not a factor for clients in deciding to use Lublyu Wedding Organizer services, (2) the 
existence variable does not have a posi-ve and significant effect on consumer decisions. Provides 
meaning that the existence of Lublyu Wedding Organizer is not a factor for clients in deciding to 
use Lublyu Wedding Organizer services, and (3) the brand trust variable has a posi-ve and 
significant effect on consumer decisions. This means that the higher the consumer's trust in the 
brand, the more it influences consumers to believe in deciding to use Lublyu Wedding Organizer 
services. 
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