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Abstract. This research was conducted to prove whether there is an influence of
price segmentation and perceived quality on school selection decisions which is
moderated by digital marketing. the research utilizes a quantitative causal
methodology based on a deductive-inductive approach for hypothesis testing,
data was obtained from survey results by distributing questionnaires to
respondents who were the objects of research. Causal research is research that
aims to determine the cause-and-effect relationship between the independent
variable and the dependent variable. It applies non-probability purposive and
convenience sampling to collect primary data from relevant respondents via
Likert scale questionnaires. The data is then analyzed using structural equation
modeling on Smart PLS software to determine validities, path coefficients
between variables, and test hypotheses linking pricing strategies, quality
perceptions, digital marketing and student school selection decisions. The aim is
to quantify the interrelationships and effects between these factors in determining
choice of educational institutions. The subjects of this research are
parents/guardians or students who are currently attending school. The results of
this research are that there is a positive and significant influence between price
segmentation on school selection decisions, as well as the influence of perceived
quality on school selection decisions. Digital marketing can moderate the
influence of price segmentation on school selection decisions but is unable to
moderate the influence of perceived quality on school selection decisions, in this
research the school that we looking at are the school from elementary school until
the high school in Tangerang. the key implication from the research is that
schools need an integrated strategy encompassing pricing, quality enhancement,
and digital marketing to effectively influence student selection decisions. While
both pricing strategies such as differential segmentation and quality
improvements related to infrastructure, assets, teachers etc. have significant
positive impacts, merely relying on either in isolation is insufficient to be
competitive. Digital marketing, while not directly influencing choices now, can
amplify pricing impact. This highlights the imperative to adapt such channels
alongside investments in quality and cost optimization to attract students in the
modern education landscape. The interdependencies and need to holistically
leverage pricing, quality and digital marketing emerge as critical takeaways for
schools to sustainably stay ahead.

Keywords: Price Segmentation, Perceived Quality, Digital Marketing, School
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1 Introduction

Education is a mandatory aspect in every human's life. Through education, there is a
learning process and the outcomes of learning that shape each individual's character.
This character is beneficial for personal life, family life, as well as societal and national
life [1]. Education can be seen as an investment in an individual's future, making it a
crucial aspect in both individual and social life [2].

When it comes to investing in education, individuals or parents will undoubtedly
choose a suitable place for their children's learning and character development. The
choice of school is a crucial decision faced by many people, as parents aim to provide
the best education for their children. This decision often involves complex
considerations, including factors such as the cost of education and perceptions of school
quality. In the 2023/2024 academic year in Indonesia, there are a total of 436,669
schools, including 14,558 schools in the city of Tangerang itself [3]. The increasing
number of schools leads to intense competition, with each school striving to build
quality and consider its pricing.

Various factors influence the choice of schools, both from the parents' and students'
perspectives, such as cost and quality. Research conducted by Astuti, Permatasari &
Ashriana and Rosmaniar states that the influence of price has a significant impact,
resulting in a significant and positive influence between price on decisions in school
selection [4]-[6] from this research it can be a reference that there is influence in
determining school selection decisions so that it can be used as a research variable.
Parents and students pay attention to both the price and the quality of education
provided by the school, often gauged by achievements and extracurricular activities for
student development [4]. Previous studies have found a positive influence of school
quality on the decision-making process, emphasizing the importance of a good
curriculum for parents and the perception that schools need to maintain [4], [7].

With advancing technology, many people are increasingly using smartphones and
the internet. The availability of various social media platforms like Instagram,
Facebook, Twitter, Tik-Tok, and others has made individuals dependent on smartphone
and internet usage. However, these social media platforms also facilitate promotion,
information sharing, and communication. Previous research has shown a significant
impact of digital marketing on school selection decisions [8], [9].

Based on the literature review and references cited in the research document, here
is an analysis of the gaps with past research: The research models price segmentation,
perceived quality, school selection decisions, and introduces digital marketing as a
moderating variable. This novel combination of variables and modeling of digital
marketing as a moderator appears to be a new contribution not covered by previous
studies. Most past research looked at the direct impacts of factors like price, quality,
facilities, etc. on school choice. This study examines the interaction effect of digital
marketing in moderating price and quality's influence. This moderated model is unique.

1.1 Related Work

Previous studies focused on marketing mix and its role in school selection. They did
not incorporate digital marketing specifically as this study does [6]. The other studies
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identified factors driving parents' school selection but did not account for the
proliferation of digital marketing and its possible moderating effects [7]-[8].

The other studies linked digital marketing to purchase/selection decisions but not in
the context of school choice. The application to the education sector appears novel [21]
[22].

1.2 Our Contribution

Considering field phenomena, facts, and previous research results, this study introduces
a model that incorporates price segmentation, quality perception, school selection
decisions, and digital marketing as a moderating variable. The uniqueness of this study
lies in the novel modeling, where digital marketing is placed as a moderating variable
between price segmentation, quality perception, and school selection decisions. The
research will be conducted at School and Institute Buddhi Tangerang, targeting
respondents including parents, guardians, and student.

1.3 Paper Structure

The conceptual framework plays a crucial role in providing guidance on assumptions
related to research variables. This conceptual framework serves as a guide in
formulating research. Below, the relationships between variables in this study are
presented.

Digital Marketing
(Z)

H4

Price Segmentation H1
(X1) H5

H3

School Selection
Decisions

(v)

Perceived Quality
(X2)

H2

Fig. 1. Conceptual Structure
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2 Background
2.1 Consumer Behavior

Consumer behavior is a marketing concept focused on fulfilling consumer needs,
creating value in line with those needs, and retaining customers [10]. According to
Firmansyah (2018) [11], consumer behavior is linked to the purchasing process and
activities that consumers engage in, such as searching, researching, and evaluating
products and services. Consumer behavior is also a factor that influences their
purchasing decisions. The activities of thinking, considering, and questioning fall under
the umbrella of consumer behavior. Experts John C. Mowen and Michael Minor (2002)
define consumer behavior as the study that examines the purchasing and exchange
processes involved in acquiring and consuming products, services, experiences, and
ideas. Furthermore, according to Engel, Blackwell, and Miniard (2000), consumer
behavior is directly related to the purchase, consumption, and expenditure of a product
or service, including the decision-making process that occurs after these actions.

2.2 Decision Making

According to Suharnan (2005) [12], decision-making is a process of choosing or
determining various possibilities in specific situations. This decision-making process
often occurs in situations where an individual must predict the future, choose one of
two or more options, and make estimates about the frequency of possible events.
Furthermore, according to Usman (2014) [13], there are four theories of decision-
making: making decisions under risky conditions, making decisions under conditions
of uncertainty, and making decisions hierarchically (based on priorities). Decision-
making is when an individual consciously chooses to take full control of their actions
[14]. There are stages in the decision-making process, including identifying a problem,
collecting and analyzing data, generating and developing alternatives, evaluating
alternatives, selecting the best alternative, implementing a decision, and evaluating the
results of the decision [15].

2.3  Price Segmentation

According to Desiyani et al. (2022) [16], Price is the value or exchange value that can
be measured in terms of money or other goods, depicting the benefits obtained by
individuals or specific groups from a product or service in a specific time and place
context. Price is often used to determine the financial value of a product, goods, or
service. According to Rahayu & Muafiah (2022) [17], Pricing decisions involve
strategic and tactical policies, such as setting price levels, discount structures, payment
terms, and price differentials among different customer groups. Although these aspects
may resemble what we commonly see when marketing physical products, there are
differences due to the intangible nature of services, making price a crucial indicator for
assessing their quality.
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2.4  Perceived Quality

According to Aaker (1997) [18], quality perception is how customers view the quality
or excellence of a product or service relative to their expectations. As a result, perceived
quality cannot be objectively measured. When consumers have a high perception of
quality for a product or service, it tends to motivate them to choose the brand they desire
over competing brands [19]. Cleland & Bruno propose three principles related to
quality perception: perceived quality by consumers, quality that exists if consumers can
perceive it, and perceived quality measured compared to competitors. According to
William J. Stanton, perception can be associated with past experiences and stimuli
received through the senses.

2.5 Digital Marketing

According to Ayesha et al. (2022) [20], digital marketing is a process that encompasses
the planning and execution of concepts related to a company's products, including
ideas, pricing, promotion, and distribution. Technological advancements have
facilitated rapid access to information and spurred creativity in marketing and sales.
Marketing techniques within digital marketing include Search Engine Optimization
(SEO), online advertising such as Google Ads and Facebook Ads, promotions through
print media, television advertising, radio, electronic billboards, email marketing,
mobile-based marketing, and various other strategies related to the digital aspects of
marketing. According to Sari et al. (2021) [21], digital marketing is an effort to promote
and capture market share conducted online through digital media, utilizing social
networks.

3 Method

This study is a quantitative causal research based on testing, utilizing a deductive-
inductive approach, it is called a problem phenomenon approach followed by
hypothesis testing from the research sample. The aim is to test and generalize the results
into general truths, accepted truths from the hypothesis testing results are expected to
address the research problem phenomenon. The research examines variables such as
price segmentation, quality perception, digital marketing, and school selection
decisions. The subjects are parents, guardians with children or siblings currently
attending school, or students who understand the variables of school selection
decisions, price segmentation, quality perception, and digital marketing.

The population is the researched community, and the sample represents respondents
in the research. The research population in this study consists of parents with children
attending or intending to attend school, guardians with siblings attending school, and
students whose population size is unknown. As the population cannot be determined
precisely, the research sample size is calculated using the Hair method, referring to the
following formula:

The maximum numbers of indicators of variable x 10 (1)
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The sampling method uses the convenience method, selecting respondents who are
easiest to find, accompanied by purposive sampling, which involves selecting samples
with specific criteria. Purposive sampling is used to select respondents according to
criteria relevant to the research variables. Data collection employs a research
questionnaire, structured based on indicators for each studied variable. Respondents
answer using a Likert scale from 1 to 5, ranging from strongly disagree (1), disagree
(2), neutral (3), agree (4), to strongly agree (5). The Likert scale is used to quantify the
quality of the variables under study, enabling testing using statistics.

The research consists of four variables forming a structural equation modeling
(SEM) research model. Here are the definitions and measurement indicators for each
variable. First, price segmentation is a strategy for grouping products or services within
a specific price range. Price segmentation is created based on the price differences for
each product or service. The indicators for price include SPP Cost, Laboratory Fees,
Registration Fees, and Payment Convenience (Rohmah, 2019) [22]. Second, quality
perception is the consumer's view of a product or service, related to their expectations.
According to Tjiptono (2018) [23], the perception of product quality can be measured
through various indicators such as Performance, Features, Conformance to
Specification, and Aesthetics. Third, digital marketing, according to Lucyantoro &
Rachmansyah (2018) [24], is marketing activities that utilize internet media such as
Instagram, Facebook, Twitter, TikTok, and websites in an effort to attract consumer
interest in using the services or consuming products offered by the company. Digital
marketing aims to create consumer interest and interaction online. Digital marketing
indicators include Search Engine Optimization (SEO), Search Engine Marketing
(SEM), Pay-per-click advertising (PPC), Affiliate Marketing and Strategic
Partnerships, Social Media Marketing, Email Marketing, and Customer Relationship
Management (CRM) [9]. Fourth, the increasing number of schools and the growing
competition among them have stimulated research in the field of educational marketing,
including research on factors influencing parents' school selection decisions (Akbar,
Simanjuntak, & Asnawi, 2022) [25]. The indicators for school selection decisions are
Cost, School Location, Facilities, Educational Quality, and School Accreditation
(Salfiah, Intani, Andini, & Astuti, 2022) [26].

The analysis method used is quantitative analysis testing hypotheses in the
Structural Equation Modeling (SEM) research model. Data analysis is conducted using
smart PLS software. The data analysis stages include, first, the demographic statistics
of respondents, identifying the research respondents. Second, descriptive statistics of
research variables to determine the minimum value, maximum value, average value,
and standard deviation. Third, validity and reliability testing of the data, to assess the
quality of questions in the questionnaire and respondent consistency.

In addressing questions, the fourth step involves testing the coefficient of
determination (R?) to assess the ability of independent variables and the interaction of
moderating variables in influencing the dependent variable. The fifth step includes
hypothesis testing with standard hypothesis measurement, where a hypothesis is
accepted if the T-statistic > 1.96 and the P-value < 0.05. The sixth step employs
regression equations to examine the magnitude of the impact coefficients for each
independent variable and the moderating effects on the dependent variable.
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4 Result & Discussion

4.1 Consumer Behavior

Table 1 Demography Respondent Data Based on Gender

Gender Frequency Percentage
Male 39 24.53%

Female 120 75.47%
Total 159 100%

In the above data, the number of males is 39 individuals, accounting for a percentage
of 24.53%, while the number of females is 120 individuals, constituting a percentage
of 75.47%. Therefore, it can be concluded that the majority of respondents are females.

4.2 Respondent Data by Age

Table 2 Demography Respondent Data Based on Age

Age Frequency Percentage
<25 36 22.64%
26 —31 39 24.53%
32-37 51 32.08%
38-43 33 20.75%
>44 0 0
Total 159 100%

4.3  Descriptive Test

Table 3 Descriptive Test Result

Variable Min Max
Price Segmentation (X1) 2 5
Perceived Quality (X2) 2 5
School Selection Decision (Y) 1 5
Digital Marketing (Z) 2 5

Source: Questionnaire Result (2023)

The results for the price segmentation variable are 2 for the minimum value, 5 for the
maximum value, and an average score of 4.04 with a percentage of 80.8%, indicating
that there is still room for improvement by 19.2%. For the quality perception variable,
the minimum value is 2, the maximum value is 5, with an average score of 4.44 and a
percentage of 88.8%, suggesting a potential improvement of 11.2%. In terms of the
school selection decision variable, the minimum value is 1, the maximum value is 5,
and the average score is 4.34, yielding a percentage of 86.8%, leaving room for
enhancement by 13.2%. As for the digital marketing variable, the minimum value is 2,
the maximum value is 5, with an average score of 4.02 and a percentage of 80.4%,
indicating a potential improvement of 19.6%.
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4.4  Validity Test
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Fig. 2. Loading Factor

In the figure of above, overall, the loading factor values are > 0.5. Therefore, the
convergent validity values for the items of the variables can be considered valid.

4.5 Reliability Test

Cron. Alpha | rho A (ligﬁ(;lsiltt; AVE
Price Segmentation (X1) 0.746 0.772 0.832 0.502
Perceived Quality (X2) 0.900 0.910 0.920 0.592
School Selection Decisions (Y) 0.851 0.873 0.889 0.538
Digital Marketing (Z) 0.846 0.842 0.885 0.529

Source: Result Processed by Smart PLS 3.0

From reliability results of above, it can be concluded that all dimensions of the
variables, price segmentation, quality perception, school selection decisions, and digital
marketing, have composite reliability values higher than 0.7. Therefore, we can infer
that the indicators used, which are part of the existing variables, have good reliability
or capability in measuring their constructs.
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4.6  Hypothesis Test

Fig. 3. Diagram Path Output
Source: Result Processed by Smart PLS 3.0

Table 2 Path Coefficients

No. Hypothesis T-Statistics P-Value Result

1 | Price Segmentation -> School 4.351 0.000 Accepted
Selection Decisions

2 | Perceived Quality ->  School 12.789 0.000 Accepted
Selection Decisions

3 | Digital Marketing ->  School 0.824 0.393 Not Accepted
Selection Decisions

4 | Price Segmentation -> Digital 2.672 0.010 Accepted
Marketing -> School Selection
Decisions

5 | Perceived Quality -> Digital 1.647 0.100 Not Accepted
Marketing -> School Selection
Decisions

Source: Output Smart PLS

The results above indicate that hypothesis one has a T-statistic value of 4.351 (> 1.96)
at a significance level a = 0.05, indicating a positive and significant influence between
price segmentation and school selection decisions. The parameter value of 0.234
indicates that the better the price level, the better the school selection decisions. This
leads to the conclusion that HI is accepted. Hypothesis two has a T-statistic value of
12.789 (> 1.96) at a significance level @ = 0.05, showing a positive and significant
influence between quality perception and school selection decisions. The parameter
value of 0.736 suggests that the better the quality perception, the better the school
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selection decisions. Thus, H2 is accepted. Hypothesis three has a T-statistic value of
0.824 (< 1.96) at a significance level a = 0.05, indicating no influence between digital
marketing and school selection decisions. The parameter value of -0.055 suggests that
the better the digital marketing, the less impact it has on school selection decisions.
Consequently, H3 is rejected. Hypothesis four has a T-statistic value of 2.672 (> 1.96)
at a significance level ¢ = 0.05, showing that digital marketing can moderate the
influence of price segmentation on school selection decisions. Therefore, H4 is
accepted. Hypothesis five has a T-statistic value of 1.647 (< 1.96) at a significance level
a = 0.05, indicating that digital marketing cannot moderate the influence of quality
perception on school selection decisions. Hence, H5 is rejected. Based on these path
coefficients, the regression equation is formulated as follows:

KPS = 0 +0.234 SH + 0.736 PK + (0.055) DM + (0.175) SH * DM + 0.107 PK * DM
+8 )

In the first research model, the influence of price segmentation on school selection
decisions has a regression coefficient value of 0.234. This implies that if price
segmentation or prices increase (increase by 1), school selection decisions will increase
by 0.234. Conversely, if price segmentation decreases (decreases by 1), school selection
decisions will decrease. In the same research model, the influence of quality perception
on school selection decisions has a regression coefficient value of 0.736. This means
that if quality perception increases (increases by 1), school selection decisions will
increase by 0.736, and vice versa.

5 Discussion

5.1  The Implication of Price Segmentation on School Selection Decisions

Based on the results of the path coefficient test obtained from the influence of the price
segmentation variable on school selection decisions, with a coefficient value of 0.234
and a T-statistic value of 4.351 (> 1.96) at a significance level a = 0.05, indicating an
influence between price segmentation and school selection decisions. The value of
0.234 in the path coefficient means that the better the price segmentation, the higher
the school selection decisions This result supports the first hypothesis, where there is
an influence of price segmentation on school selection decisions This finding is
consistent with the research results of Astuti (2020) [4], Permatasari & Ashriana (2019)
[5], Rosmaniar (2019) [6], which state that price segmentation or pricing positively
influences school selection decisions. The indicators used in testing this hypothesis
include tuition fees, practical fees, entrance fees, and ease of payment, and the
assessment from consumers on these indicators contributes to the decision-making
process for choosing a school.

5.2 The Implication of Perceived Quality on School Selection Decisions
Based on the results of the path coefficient test obtained from the influence of the

quality perception variable on school selection decisions, with a coefficient value of
0.736 and a T-statistic value of 12.789 (> 1.96) at a significance level a = 0.05, it
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indicates an influence between quality perception and school selection decisions. The
value of 0.736 in the path coefficient means that the better the quality perception, the
higher the school selection decisions. This result supports the second hypothesis, where
there is an influence of quality perception on school selection decisions. This finding is
consistent with the research results of Perwita & Widuri (2022) [7], which state that
quality perception has a positive influence on school selection decisions. The indicators
used in testing this hypothesis include performance, features, conformance to
specifications, and aesthetics, and the assessment from consumers on these indicators
will affect the decision-making process for choosing a school.

5.3  The Implication of Digital Marketing on School Selection Decisions

Based on the results of the path coefficient test obtained from the influence of the digital
marketing variable on school selection decisions, the coefficient value is -0.055 with a
T-statistic value of 0.824 (< 1.96) at a significance level a = 0.05 (5%), indicating that
there is no influence of digital marketing on school selection decisions. The value of -
0.055 in this path coefficient means that the better the digital marketing, the less it will
affect school selection decisions. The results obtained do not support the third
hypothesis, so the third hypothesis is rejected. This result is inconsistent with the
research findings of Sopiyan (2022) [27], which state that digital marketing has an
influence on school selection decisions The indicators used in testing this hypothesis
include Search Engine Optimization (SEO), Pay-per-click advertising (PPC), Affiliate
marketing and strategic partnerships, Social media marketing, Email marketing, and
Customer Relationship Management. The results will show the impact of digital
marketing on school selection decisions.

5.4  The Implication Price Segmentation on School Selection Moderated by
Digital Marketing

Based on the results of the path coefficient test obtained from the influence of the price
segmentation variable on school selection decisions moderated by digital marketing,
the coefficient value is -0.175 with a T-statistic value of 2.672 (> 1.96) at a significance
level a = 0.05 (5%), indicating that digital marketing is capable of moderating the
influence of price segmentation on school selection decisions. The results support the
fourth hypothesis, so the fourth hypothesis is accepted. This result is consistent with
the findings of this study by Setyawati et al. (2022) [28], which state that there is an
influence of price segmentation on school selection decisions moderated by digital
marketing.

5.5  The Implication of Perceived Quality on School Selection Decision
Moderated by Digital Marketing

Based on the results of the path coefficient test obtained from the influence of the
quality perception variable on school selection decisions moderated by digital
marketing, the coefficient value is 0.107 with a T-statistic value of 1.647 (< 1.96) at a
significance level a = 0.05 (5%), indicating that digital marketing has not been able to
moderate the influence of quality perception on school selection decisions. The results
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do not support the fifth hypothesis, so the fifth hypothesis is rejected. This result is not
consistent with the findings of the study by Lukiyana & Simadewa (2023) [29], which
state that there is an influence of quality perception on school selection decisions
moderated by digital marketing.

6 Conclusion

Based on the findings of the conducted research, it can be concluded that the price
segmentation variable exerts a positive and significant influence on school selection
decisions, while price perception also has a positive and significant impact on school
selection. Conversely, digital marketing does not play a significant role in shaping
school selection decisions. However, it does exhibit the ability to moderate the
influence of price segmentation on school selection decisions, while it currently lacks
the capacity to moderate the impact of quality perception on school choice.

Several recommendations are proposed. For schools, effective promotion should
involve an understanding of price segmentation within the local school landscape.
Continuous improvement in school quality, encompassing aspects such as teachers,
student and parent/guardian services, facilities, and more, is crucial. Additionally,
leveraging digital marketing on platforms like social media is advised, considering the
prevalent use of these platforms for information retrieval and leisure. This approach
aims to garner attention and recognition for the school in today's digital age. A school
with a strong social media presence, attractive promotions, competitive pricing, and
high-quality offerings is likely to capture the interest of a broader audience.

To build on this research, potential avenues include exploring additional influencers
like curriculum and peers, distinguishing choice drivers for parents versus students,
incorporating analysis of actual school marketing tactics, benchmarking competitor
effectiveness, longitudinal surveys amid evolving realities, and qualitative data to
reveal intangible factors and thinking processes. Together, expanding the variable set,
leveraging more granular segmentation, undertaking competitive analysis, sustaining
surveys over time, and adding qualitative richness can provide enhanced, nuanced, and
locally relevant recommendations on how pricing, quality perceptions and digital
marketing interactions impact enrollment rates. Taking a holistic approach across these
fronts has the potential to deliver more comprehensive practical insights for schools in
attracting students.

For future academic and research endeavors, it is hoped that this study will serve as
a valuable reference. Researchers are encouraged to build upon or modify various
variables, expanding the scope and depth of investigations in this domain.
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