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ABSTRACK 

Rita iOnly iIsnaeni i2023, iThe iEffect iof iBrand iEquity, iWord iOf iMouth iand 

iLifestyle ion iEiger iProduct iDecisions iat ithe iEiger iStore iin iTegal iCitand. 

Competition iin ithe ibusiness iworld iin ithe icurrent iera iof iglobalization iis igetting 

itighter iand igrowing ivery ifast, ithis imakes icompanies irequired ito ialways ikeep iabreast 

iof ichanges. iIn ifacing ithis iera, ireliable imanagement iis ineeded iand ipays imore iattention 

ito ithe iwants iand ineeds iof icustomers iso ithey ican icompete iin ivarious imarketing 

iactivities. iso ithat ithe icompany ihas ia istrong ifoundation ito icompete. iEfforts ito idevelop 

ia iproduct ican ibe ian ieffective istrategy iin iproviding iinnovative iand iunique iproduct 

iofferings iin iorder ito icapture imarket ishare. 

The ipopulation iof ithis istudy iare iconsumers iof iEiger iproducts iat ithe iEiger iStore 

iin iTegal iCity. iThe isample iin ithis istudy iamounted ito i100 irespondents iwith icertain 

icriteria iusing inon-probability isampling imethod iwith iincidental isampling itechnique. 

iData icollection itechniques iusing ia iquestionnaire. iThe idata ianalysis itechnique iused iis 

imultiple ilinear iregression ianalysis iand ianalysis iof ithe icoefficient iof idetermination. 

Based ion ithe iresults iof ithis istudy iare i1) iFrom itesting ibrand iequity ion iproduct 

idecisions, iit iis iobtained ithemselves i= i0.004 i<0.05. i2) iFrom ithe iword iof imouth ipartial 

itest ion iproduct idecisions, ithe ivalue iof ithemselves i= i0.000 i<0.05 iis iobtained. i3) iFrom 

ithe ipartial ilifestyle itest ion iproduct idecisions, ithe ivalue iof ithemselves i= i0.000 i<0.05 

iis iobtained. 

 i iThe iconclusions ifrom ithis istudy iare i1) iBrand iEquity ihas ia isignificant ieffect 

ion iEiger iProduct iDecisions iat ithe iEiger iStore iin iTegal iCity. i2) iWord iof iMouth ihas 

ia isignificant ieffect ion iEiger iProduct iDecisions iat ithe iEiger iStore iin iTegal iCity. i3) 

iLifestyle ihas ia isignificant ieffect ion iEiger iProduct iDecisions iat ithe iEiger iStore iin 

iTegal iCity. 

Keywords: iBrand iEquity, iWord iOf iMouth iand iLifestyle iand iProduct iDecisions 

 

1. INTRODUCTION 

1.1 Background to the Problem 

Competition iworld ibusiness 

iOf iera igIobaIisasai iNow iThis 

ithe more itight iand idevelop ivery 

ifast, itwo ithe imake icompany iOf 

idemand ifor ialways ifollow 

ichange. IIn  iface iera ithe ivery 

ineed imanagement iWhich ihands 

iand iMore inotice idesire ias well as 

iwhat iWhich iOf ineed isubscriber 

iso ican icompete iIam ivarious 

iactivity imarketing. iso that 
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icompany ihave iFoundation iWhich 

istrong ifor icompete. iEffort 

idevelopment isomething iproduct 

ican ibecome istrategy iWhich 

ieffective iIam igive ioffer iproduct 

iWhich iinnovative iand iunique iso 

iCan iseize ishare imarket i(Anam, 

iIstiqomah, iand iHusna i2022). 

iTwo iThis ipossible icompany ifor 

ifish iproduct iquality iWhich iMore 

iGood ifrom iits competitors. 

Each icompany imust icapable 

icompete ifor iattract isubscriber 

iand imaintain iits existence iOf 

imarket, incl iIam ifield ilike iWhich 

imoment iThis iits development ithe 

more ifast ialong iwith igrowth 

ieconomy iOf iIndonesia. iTwo ithe 

ican iOf iIihat ifrom istatement ithat 

idevelopment ieconomy iOf 

iIndonesia ion itriwuIan iIII i2022 

irecorded ias big as i5,27% ithat is 

iMore ibig icompared itriwuIan iIII 

ion iyear i2021 i(Website iMinistry 

iFinance iIndonesia, i2022). 

iIndonesia iis icountry 

ikepuIauan ibiggest iOf iWorld 

iquoted ifrom idata iA lot iCenter 

iStatistics, iIndonesia imemIiki iJuas 

iregion i1,916.906 ikm² iand 

irecorded iOf iIam imeeting iUnited 

iNations iGroup iOf iExpert 

iGeoIogicaI iNames ion iyear i2022 

iIndonesia imemIiki i17.000 iI'm 

crazy. iEach iStorm imemIiki iriches 

iI am iand ibeauty ifrom ibase iI see 

iuntil ishoots imountain. iHave good 

luck imeng-expIore ibeauty iI am 

ifree iNow iThis iAlready ibecome 

iA itrand iand ihobby ifor ipublic 

iespecially ifor ikaIangan ichild 

itime ilike iactivity ihave good luck, 

iclimbing imountain, icaving, 

irafting, iriding iand iactivities iOf 

iplaces ibeautiful iOthers iOf 

iIndonesia i(Tantowi iand iMind 

i2021). 

iOn imoment iThis iOf imarket 

iAlready iLots iproduct iEquipment 

iand iso Iatan ioutdoor iWhich 

icirculating iwith idiverse 

iinnovation iand ivariation iWhich 

iOf ioffer ias well as iguarantee 

iquality iWhich ican iOf ibelieve. 

iDaIam itwo iThis icompany iWhich 

iwin iproduct ioutdoor iberIomba-

Iomba ifor icontinue iincrease 

iquality iso that ican iseize ishare 

imarket iand imaintain itrust 

isubscriber iso that iinfluential ito 

iperiIaku iconsumer ion imoment 

ido idecision iapproval. 

Decision iapproval ithere is 

imembeIi ibrand iWhich imost iOf 

ilike ifrom ivarious ialternative 

iWhich iThere is iKotIer iand 

iKeIIer i(2008). iWhereas 

iaccording to iBerkowitz i(2008) 
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isubmit ithat idecision iapproval iis 

istages iWhich iOf iYakutsk 

ipembeIi iIam idetermine iproblem 

iabout iproduct iand iservice iWhich 

iwant to iOf ibeIi. iFrom 

iclarification iOf iabove ican iOf 

ipull iconclusion ithat idecision ito 

pembe iis isomething iselection 

iWhich idone ieach ipembeIi ito ia 

number of iproblem iproduct ior 

iservice iWhich irequire ipembeIi 

ifor imemiIIih iOne iOf iamong 

them iwhere iWhich imost ithe best 

iTwo ithe imake isomething 

icompany imust isee iwhat iWhich 

iOf iwant iOh yeah isubscriber iand 

iwill ipush icompany ifor ican 

iincrease ibrand iequity iso that 

iinfluence ihappen idecision 

iapproval. 

iBrand iequity iis iprice iadd 

iWhich iOf igive ion ieach iproduct 

iand iservice. iBrand iequity ican 

ivisible iwith imethod iHow 

ipembeIi ithink, ifeel iand iact iIam 

irelationship iwith ibrand, price, 

share imarket iand iprobability 

iWhich iOf igive ibrand iIam 

icompany i(Firmansyah, i2019;137). 

iAccording to iSuharyani, i(2015) 

iequity ibrand imunchi iwhen 

icompetition iproduct ithe more 

isharp icause ithe need 

istrengthening irole ibrand ifor 

igrouping iproduct iand iservice 

iWhich iOf ismall iso that ican iOf 

idifferentiate iwith iproduct 

icompetitor iIain. iBrand iequity 

iWhich istrong iwill igive iprice ito 

ieach isubscriber iWhich iwill 

iincrease iconfidence isubscriber 

iIam idecision iapproval. iBrand 

iequity iWhich istrong iAlso ican 

iresult ihappen isatisfaction 

isubscriber iso that istrategy 

imarketing iword iof imouth iAlso 

iwill ihappen iwith ihimself, itwo 

iThis iwill ivery iprofitable iA 

icompany iand iincrease isales. 

iWord iof imouth i(WoM) 

ithere is isomething iactivity 

imarketing iWhere ione person 

isubscriber igive isomething 

iinformation iabout isomething 

iproduct ito ipeople iIain ibased on 

ibelief isubscriber. iAccording to 

iDaughter iRose, iBudi iHeryanto 

i(2019) iword iof imouth ithere is 

iaction iprovider iinformation iOh 

yeah ione person iconsumer ito 

iconsumer iOthers. iWord iof imouth 

iis iA istrategy imarketing ifor 

ipromote isomething iproduct 

iregularly iDirectly iWhich 

iconsidered ivery iinfluential iIam 

iincrease isales. iWord iof imouth 

iinfluential ibig iOf ifield imarketing 

iBecause iwill ipile up ichange 
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iperiIaku iespecially iIam isearch 

iinformation. iOnly ijust ishare 

iinformation iBecause ibelief 

iconsumer, irecommendation 

iWhich iOf igive iOh yeah 

iconsumer iIain ioften iOf iconsider 

iMore iCan iOf ibelieve irather than 

iactivity ipromotion iWhich iOf 

iYakutsk icompany itwo ithe iAlso 

ican ivery iinfluence ipeople iIain. 

iJohn ibrand iequity iand iword 

iof imouth, iThere is ipossibility 

iFestyIe iAlso iisiOne of theitwo 

iWhich iinfluence ibehavior 

iconsumer iIam idecision iapproval. 

iKotIer iand iKeIIer, i(2008;224) 

iFestyIe iis inight ilife isomeone iOf 

iworld iWhich ireflected iIam 

iactivity iinterest, and iopinion iStyle 

ilife itaking photos iinteraction 

isomeone iregularly iintact iwith ithe 

environment itwo iThis imake 

iFestyIe ias One of the ifactor imain 

iIam istatus isosial isomeone ifor iin 

action iand iexpress iself ito iworth 

it. iMoment iThis istyle ilife iOf 

iinfluence iOh yeah imodernization 

iso that ivery ipush ipublic ifor ido 

iadjustment iIam ifollow 

idevelopment itime iWhich inow 

iThis icurrently itrand. iWith iexists 

iFestyIe iAlso ican ihelp ipublic iIam 

idetermine iproblem iproduct 

iWhich iwill iOf ibeIi. iFor ifrom 

iThat isomething icompany iOf 

idemand ifor iseIaIu ifollow 

idevelopment itime iso that buyer 

interested iwith iproduct iWhich iOf 

ioffer i iincluding iIam iapproval 

iproduct iOutdoor. 

iOne of the iproducer 

iEquipment ioutdoor iWhich 

haveiquality iproduct ithe best iand 

iAlready icapable ilead imarket 

ithere is iproduct iEIGER ifrom iPT. 

iEigerindo iIn Iti iProduct iIndustry 

iWhich iis ibrand ireal ifrom 

iIndonesia iWhich iwin ivarious iso 

Iatan imountaineering, iriding iand 

iFestyIe ilike itent, isendaImountain, 

icarrier, idaypack, iheadIamp, 

iceIana ifood, ijacket, icenter, 

icompass iand iIain ietc. iEiger iIahir 

ion iyear i1993 iOh yeah iRonny 

iYukito iOf iBandung. iEiger 

icapable ipop up iimage iIang's 

advice iOf ieach ithe product 

iBecause iOf iready idesign ithe 

product ishow ithe ispecifically ifor 

iconsumer ilover iIang's advice iand 

ican iOf iwear ion iactivity idaily. 

iCompetitor iEiger imoment iThis 

ivery iLots isekaIi ilike iConsina, 

iArei, iAvtech, iCartenz, iCIaw 

ihowl ifree, iMerapi imountaint, 

iAIpina iforester, iand iGraveII, 

iHowever iEiger icapable ifor 

ioccupied ilevel iFirst iproduct 
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ioutdoor ithe best iOf iIndonesia. 

i(Idn iTimes.co i,”2022). iEiger 

alwaysitry igive isuperiority ifrom 

iproducts iWhich iOf ioffer iWhich 

imake iEiger iFinally ibecome 

imarket Ieader iIam iEquipment 

iproduct ioutdoor. 

TabI i1 

Data iSales iYear i2018 i- i2022 iEiger 

iStore iCity iTegaI 

N

o. 

Year VoIume iSales 

(pcs) 

% i 

Developmen

t 

1. 2018 2226 0,0% 

2. 2019 2761 24,0% 

3. 2020 2258 -18,2% 

4. 2021 2063 -8,6% 

5. 2022 2164 4,9% 

Source i: iEiger iStore iCity iTegaI iyear 

i2018-2022 

 i i i i iBased on itabI iOf iabove ican 

iOf iknot ithat isales iEiger iOf iCity 

iTegaI iliving iincrease iand 

idecline ifrom iyear ithe iyear, 

iWhere ion iyear i2018-2019 iliving 

iincrease isales ias big as i24,0% 

iBecause iOf iyear ithe iis iyear 

iawaI iopen ibranch ishop iEiger 

iOf iCity iTegaI, iOn iyear i2019-

2020 iliving idecline isales ias big 

as i-18,2 iBecause ihappen iCovid-

19 iwith ipolicy iIockdown iWhich 

iwhere ion imoment iThat 

igovernment ilimit iactivity ipublic 

iOf iJuar iHouse, i ion iyear i2020-

2021 iAlso iliving idecline ias big as 

i-8,6% ibecause ion iyear i2021 

iStill iOf ido it ipolicy ithe iWhich 

iarrange ipublic istill ireduce 

iactivity iOf iJuar iHouse, iOf iadd 

iAgain iThere is ibrand icompetitor 

iWhich inew iopen ibranch iStore 

iher iOf iside iStore iEiger iwith 

iwin itype iproduct iWhich iThe 

same ithat is iEquipment ioutdoor, 

itwo ithe ipossible ican iinfluence 

idecline isales, iWhereas ion iyear 

i2021-2022 iliving iincrease isales 

ias big as i4,9%. iFrom ibecause ion 

iyear i2022 iCity iTegaI iAlready 

iOf istate ifree ifrom iCovid-19 iso 

that iactivity ipublic ibeLiangsung 

ilike iusually. iHowever ipercent 

iincrease ion iyear i2022 iis ipercent 

iincrease iWhich ivery ithis one iOf 

icompare iwith iyears iself iexists 

ibrand icompetitor iWhich iopen 

iStore iOf iside iStore iEiger iCity 

iTegaI. 

 i i i i i iBased on iIatar ibehind 

iWhich itea iOf idisplay, ifor iSmall 

pen iinterested ifor ido ipeneitan 

iabout idecision iapproval iwith 

ijuduI iinfluence ibrand iequity, 

iword iof imouth iand iFestyIe ito 

iDecision iSupply iProduct iEiger 

iOf iEiger iStore iTegaI. 

140



 

 

 

 

1.2 Summary iProblem 

 i i i i i iBased on iIatar ibehind iOf 

iabove ican iidentified isummary 

iproblem iIam ipenitian iThis iHow 

iEiger istore iTegaI ican iincrease 

idecision iapproval iconsumer iwith 

Jesus ibrand iequity, iword iof 

imouth iand iFestyIe. iAs for 

iquestion ipenitian iWhich iOf 

isubmit ithere is ias ifollowing : 

1. is ibrand iequity iinfluential ito 

idecision iapproval iregularly 

isignificant iproduct iEiger iOf 

iEiger iStore iCity iTegaI i? 

2. is iword iof imouth iinfluential 

iregularly isignificant ito 

idecision iapproval iproduct 

iEiger iOf iEiger iStore iCity 

iTegaI i? 

3. is iFestyIe iinfluential iregularly 

isignificant ito idecision 

iapproval iproduct iEiger iOf 

iEiger iStore iCity iTegaI i? 

4.  iis ibrand iequity, iword iof 

imouth iand iFestyIe iinfluential 

iregularly isimulation ito 

idecision iapproval iproduct 

iEiger iStore iTegaI i? 

1.3 Objective iStudy 

 i i i i i iFor iknow iand ianalyze iis 

ibrand iequity, iword iof imouth 

iand iFestyIe iinfluential ito 

idecision iapproval iProduct iEiger 

ion iEiger iHundreds iCity iTegaI 

ifor iobjective ifrom ipenitian iThis 

ithere is i: 

1. For iknow iinfluence ion ibrand 

iequity ito iDecision iSupply 

iproduct iEiger ion iProduct 

iEiger ion iEiger iStore iCity 

iTegaI. 

2. For iknow iinfluence ion iword 

iof imouth ito iDecision 

iSupply iproduct ieiger ion 

ieiger istore iCity iTegaI 

3. For iknow iinfluence ion 

iFestyIe ito idecision iapproval 

iproduct ieiger iOf ieiger 

ihundreds iTegaI 

4. For iknow iinfluence ibrand 

iequity, iword iof i imouth iand 

iFestyIe iregularly isimulation 

ito idecision iapproval iproduct 

ieiger iOf ieiger istore iTegaI 

 

2. FRAMEWOWRK and 

HYPOTHESIS 

2.1 framework 

1) Influence ibetween ibrand 

iequity iwith iDecision iapproval 

i 

Sha'idah, i(2020) ibe found 

iconnection ipositive iWhich 

ivery ideka istory iequity ibrand 

iand idecision iapproval. iOn 

imoment iWhich iThe same, 

ibrand iThat iAlone imemIiki 

141



 

 

 

 

ilevel iinfluence iWhich iheight 

iIam idecision iapproval. iBrand 

iconsidered ias iYogo icompany 

iand iis idifference ibetween 

iOne iproduct iand iOthers. iBiIa 

iNo iThere is ibrand, iconsumer 

ihad to imust ievaluate iall 

iproduct iWhich iNo imemIiki 

ibrand ion ieach iyou ithem iwill 

ido isomething iapproval. iWith 

iexists ibrand iequity, itwo ithe 

imake iA ibrand ibecome istrong 

iand ican iwith ieasy ifor iattract 

iinterest isubscriber ipotential 

iTwo iThis ican igive itrust, 

isatisfaction, iand iconfidence 

ithat ifor iconsumer itea 

isatisfied iOh yeah iproduct ithe 

iWhich imake iconsumer iThat 

ibecome iIoyaI iso that 

iconsumer iwill ido iapproval 

iuIang ifrom itime ithe itime. 

2) Influence ibetween iword iof 

imouth ito idecision iapproval. 

iKotIer i(2012;479) iword 

iof imouth ithere is iactivity 

imarketing iwith Jesus 

iintermediary ipeople ithe 

ipeople iGood iregularly iIisan, 

ituIisan, inor ihe said 

icommunication ielectronic 

iWhich irelate iwith ibelief 

iapproval iservice ior ibelief iuse 

iproduct ior iservice. iword iof 

imouth imemIiki istrength ibig 

iWhich iimpact ion iperiIaku 

iapproval iconsumer. 

iRecommendation ifrom iFriend 

iWhich iAlready itrustworthy, 

iassociation, iand iconsumer 

iIain ipotential ifor iMore 

itrusted icompared to ifrom 

isource ikomersiI, ilike iIan iand 

isaIespeopIe. iPart ibig, iword iof 

imouth ihappen iregularly 

iaiami, iconsumer ibefore iwith 

italk about iA ibrand iWhich 

ithem iuse ito ipeople iIain. 

3) Influence iFestyIe ito idecision 

iapproval. 

Ardiatama, i(2020) iStyle 

ilife ihave iinfluence iWhich 

istrong iIam ivarious iaspects 

iabove iprocess idecision 

iapproval isubscriber, ieven 

iuntil ilevel ievaIuasi iseteIah 

iapproval iA iproduct, 

isubscriber iwill idetermine ifor 

iThen idecide imembeIi iproduct 

ithe ior iNo. iStyle ilife isomeone 

iAlso iinfluence ineed iproduct 

iconsumer, ipreference ibrand, 

itype imedia iWhich iused iand 

iHow iand iWhere ithem ido 

iapproval igoods . 

Based on isurvey 

iReferences iWhich itea 
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ioutlined iOf iabove, ifor ican 

idepicted iframework ithoughts   

ias ifollowing: 

 

2.2 Hypothesis 

 

iHypothesis iWhich iOf isummarize 

iIam ipenitian iThis ithere is ias i 

following i: 

H1 i: iBe found iinfluence ibrand 

iequity ito idecision iapproval 

iproduct iEiger iOf iEiger istore 

icity iTegaI. 

H2 i: iBe found iinfluence iword iof 

imouth ito idecision iapproval 

iproduct iEiger iOf iEiger istore 

icity iTegaI. 

H3 i: iBe found iinfluence iFestyIe 

ito idecision iapproval iproduct 

iEiger was istore icity iTegaI 

H4 i: iBe found iinfluence ibrand 

iequity, iword iof imouth iand 

iFestyIe ito break up iapproval 

iproduct iEiger iOf iEiger istore 

icity iTegaI 

 

3. RESEARCH METHOD 

3.1 Research VariablesII 

Variablesinvariables that 

willdresearched is 

asbfollowing: 

 

a) iBrand iEquity i(X₁) 

 i i i i iEquity ibrand i(brand 

iequity) ithere is istrength ifrom 

iA ibrand iWhich istrong ifrom 

icompany iWhich ican iresult 

imoney IoIaan iassets iwith 

iGood, iincrease icurrent iwhat, 

memperIuas ishare imarket, 

iset iprice ipremium, ireduce 

icost ipromotion, iincrease 

isales, iguard istabilized iand 

iincrease isuperiority 

icompetitive. iBased on 

iperspective iconsumer, iequity 

ibrand iis isomething ishape 

iresponse ior iresponse ifrom 

iconsumer ito iA ibrand. 

i(Firmansyah iA, i2019;149) 

b) Word iOf iMouth i(X₂) 

 i i i i iWord iof imouth iis 

isomething imethod ifor 

ireduce ino ifor sure iuse 

isomething iproduct iWhich 

iconcerned, iWhere iwill ifish 

iinformation iWhich iMore 

ican iOf ibelieve, iso that iAlso 

iwill iMore isave itime iand 

 
 

H
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iprocess ievaIuasi ibrand. iSo, 

iword iof imouth iNo ican 

imade up ior icreated. iBecause 

iword iof imouth idone iOh 

yeah iconsumer iIain iWhich 

ion iFinally itrust iconsumer 

iformed ifrom 

irecommendation iconsumer 

iIain. i(Saputra, i2018;7) 

c) FestyIe i(X₃) 

 i i i i iFestyIe ior istyle ilife 

ithere is inight ilife isomeone 

ias ireflected iIam iactivities, 

interests, and ihis opinion. 

i(Amstrong, iKotIer i1999;147) 

d) Buying Decision 

 Purchasing decisions 

are problem-solving activities 

carried out by individuals in 

choosing the appropriate 

alternative behavior from two 

or more alternative behavior 

and are considered the most 

appropriate action in 

purchasing by first going 

through the stages of the 

decision-making process. 

(Firmansyah A, 2019; 205) 

 

 

4. Discussion 

Based on iyes itesting ion, ifor 

ican iOf icontractor iyes ifrom 

ihypothesis iSmall pen ias ifollowing: 

4.1 Influence iBrand iEquity iTo 

iDecision iSupply 

Testing i i ihypothesis i 

iintended i ifor i ianalyze i 

iinfluence iBrand iEquity ito 

iDecision iSupply. iHasi ipenitian 

ishowing ithat iBrand iEquity 

iinfluential ito iDecision iSupply, 

itwo iThis ican iseen ifrom iyes 

ioutput iSPSS iWhich istate ithat 

iprice itest iparsiaI i(t) iBrand 

iEquity ihave iprice isignificance 

i0,004 i< i0,05 iwith ithereby 

ihypothesis iaccepted. 

Basically iparsiaI ivariables 

iBrand iEquity ihave iinfluence ito 

iDecision iSupply iProduct iEiger 

iOf iStore iCity iTegaI. iCondition 

iThis ican iinterpreted ithat ithe 

more iGood iBrand iEquity ifor 

iDecision iSupply iwill ithe more 

iincreased. iFactor iWhich 

iinfluence iBrand iEquity, ithere is 

icampaign iproduct iregularly 

imassive iWhich idone iOh yeah 

iEiger iStore iCity iTegaI. iTwo ithe 

iWhich imake iconsumer iregularly 

iperspective iinterested ifor 

imembeIi iproduct iEiger iOf istore 

iCity iTegaI. 

Your impIication itheory 

ifrom iFirmansyah i(2019;149) 

iEquity ibrand i(brand iequity) 

ithere is istrength ifrom iA ibrand 
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iWhich istrong ifrom icompany 

iWhich ican iresult imoney IoIaan 

iassets iwith iGood, iincrease 

icurrent iwhat, memperIuas ishare 

imarket, iset iprice ipremium, 

ireduce icost ipromotion, iincrease 

isales, iguard istabilized iand 

iincrease isuperiority icompetitive. 

iBased on iperspective iconsumer, 

iequity ibrand iis isomething ishape 

iresponse ior iresponse ifrom 

iconsumer ito iA ibrand. iAnd iAlso 

isuitability iyes ipenitian iThis 

ialignment iwith ipenitian ilate ithat 

is iAnam i(2022) iWhich istate ithat 

ibe found iinfluence iBrand iEquity 

ito iDecision iSupply. 

Your impIication ipractical 

ipenitian iThis istate ithat ithe more 

ipositive iBrand iEquity iProduct 

iEiger iOf iStore iCity iTegaI ifor 

ithe more iheight ifire iDecision 

iSupply iProduct iEiger iOf iStore 

iCity iTegaI. iSo that i iEiger iStore 

iCity iTegaI iperIu ifor icampaign 

ithe product iregularly imassive ito 

isongs iconsumer, iBecause ion 

imoment iWhich iThe same, ibrand 

iThat iAlone imemIiki ilevel 

iinfluence iWhich iheight iIam 

idecision iapproval iconsumer. i 

4.2 Influence iWord iOf iMouth iTo 

iDecision iSupply 

Testing i i ihypothesis i 

iintended i ifor i ianalyze i 

iinfluence iWord iOf iMouth ito 

iDecision iSupply. iHasi ipenitian 

ishowing ithat iWord iOf iMouth 

iinfluential ito iDecision iSupply, 

itwo iThis ican iseen ifrom iyes 

ioutput iSPSS iWhich istate ithat 

iprice itest iparsiaI i(t) iWord iOf 

iMouth ihave iprice isignificance 

i0,000 i< i0,05 iwith ithereby 

ihypothesis iaccepted. 

Basically iparsiaI ivariables 

iWord iOf iMouth ihave iinfluence 

ito iDecision iSupply iProduct 

iEiger iOf iStore iCity iTegaI. 

iCondition iThis ican iinterpreted 

ithat ithe more iGood iWord iOf 

iMouth ifor iDecision iSupply iwill 

ithe more iincreased. iFactor 

iWhich iinfluence iWord iOf 

iMouth, ithere is iEiger istore iCity 

iTegaI icapable ifor imaintain 

iquality iproduct iand iguard itrust 

iconsumer. iTwo ithe iWhich imake 

iconsumer imembeIi iproduct iand 

italk about iproduct iThat iwith 

ieffect iWhich iGood ithe ifellow 

iconsumer iOthers. 

Your impIication 

itheoretical ifrom iKotIer 

i(2012:479) iword iof imouth ithere 

is iactivity imarketing iwith Jesus 

iintermediary ipeople ithe ipeople 
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iGood iregularly iIisan, ituIisan, 

inor ihe said icommunication 

ielectronic iWhich irelate iwith 

ibelief iapproval iservice ior ibelief 

iuse iproduct ior iservice. iword iof 

imouth imemIiki istrength ibig 

iWhich iimpact ion iperiIaku 

iapproval iconsumer. 

iRecommendation ifrom iFriend 

iWhich iAlready itrustworthy, 

iassociation, iand iconsumer iIain 

ipotential ifor iMore itrusted 

icompared to ifrom isource 

ikomersiI, ilike iIan iand 

isaIespeopIe. iPart ibig, iword iof 

imouth ihappen iregularly iaiami, 

iconsumer ibefore iwith italk about 

iA ibrand iWhich ithem iuse ito 

ipeople iIain. iSuitability iyes 

ipenitian iThis ialignment iwith 

ipenitian ilate ithat is iSari i(2019), 

iWhich istate ithat ibe found 

iinfluence iWord iOf iMouth ito 

iDecision iSupply. 

Your impIication ipractical 

iIam ipenitian iThis istate ithat ithe 

more ipositive iWord iOf iMouth 

iabout iProduct iEiger iOf iStore 

iCity iTegaI, ifor iDecision iSupply 

iProduct iEiger iOf iStore iCity 

iTegaI iAlso ifollow iincreased. 

iBecause iWord iOf iMouth 

ibecome imedia iWhich imost 

istrong ifor icommunicate iA 

iproduct iand ican iinfluence 

idecision iapproval iconsumer, ifor 

i iEiger iStore iCity iTegaI imust 

iseIaIu inotice iquality iproduct 

iWhich ihe offered iand iguard 

itrust iconsumer iWhich iwill ior 

iWhich itea imembeIi iproduct 

iEiger iOf iStore iCity iTegaI. 

4.3 Influence iFestyIe iTo iDecision 

iSupply 

Testing i i ihypothesis i 

iintended i ifor i ianalyze i 

iinfluence iFestyIe ito iDecision 

iSupply. iHasi ipenitian ishowing 

ithat iFestyIe iinfluential ito 

iDecision iSupply, itwo iThis ican 

iseen ifrom iyes ioutput iSPSS 

iWhich istate ithat iprice itest 

iparsiaI i(t) iFestyIe ihave iprice 

isignificance i0,000 i< i0,05 iwith 

ithereby ihypothesis iaccepted. 

Basically iparsiaI ivariables 

iFestyIe ihave iinfluence ito 

iDecision iSupply iProduct iEiger 

iOf iStore iCity iTegaI. iCondition 

iThis ican iinterpreted ithat ithe 

more iGood iFestyIe ifor iDecision 

iSupply iwill ithe more iincreased. 

iFactor iWhich iinfluence iFestyIe, 

ithere is iEiger istore iCity iTegaI 

icapable iadapt iwith idevelopment 

ifashion istyle itime iNow iand 

icontinue ido iinnovation icontinue 

icontinuously. iTwo ithe iWhich 
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imake iconsumer ifeel iCertain iand 

icomfortable iwhen iuse iproduct 

iEiger. 

Your impIication itheory 

ifrom iKotIer i& iAmstrong 

i(1999:147) iFestyIe ior istyle ilife 

ithere is inight ilife isomeone ias 

ireflected iIam iactivity i,interest 

iand ihis opinion. iStyle ilife 

isomeone iAlso iinfluence ineed 

iproduct iconsumer, ipreference 

ibrand, itype imedia iWhich iused, 

iand iHow iand iWhere ithem ido 

iapproval igoods. iSuitability iyes 

ipenitian iThis ialignment iwith 

ipenitian ilate ithat is iZamhuri 

i(2021), iWhich istate ithat ibe 

found iinfluence iFestyIe ito 

iDecision iSupply. 

Your impIication ipractical 

iIam ipenitian iThis istate ithat ithe 

more iinfluential iFestyIe ito 

iDecision iSupply iProduct iEiger 

iOf iStore iCity iTegaI ifor ithe 

more iheight ifire iDecision iSupply 

iProduct iEiger iOf iStore iCity 

iTegaI. iSo that i iEiger iStore iCity 

iTegaI iperIu ifor icontinue 

iinnovate iwith idesign iWhich 

iGood iso that iconsumer ifeel 

iCertain ithat ithe product iCan 

iused iGood iThat imoment 

ioutdoor inor iindoor. iBecause 

iFestyIe ior istyle ilife ivery 

iimportant ifor iconsumer ifor 

idetermine iappearance iWhich 

iseIaIu ifollow ithe change. 

4.4 Influence iBrand iEquity, iWord 

iOf iMouth iand iFestyIe 

iBasically iSimulation iInfluential 

iTo iDecision iSupply 

Brand iEquity, iWord iOf 

iMouth iand iFestyIe iregularly 

itogether ihave iinfluence iWhich 

isignificant ito iDecision iSupply 

iProduct iEiger iOf iStore iCity 

iTegaI, ithe meaning ifrom ithird 

ivariables ithe i(Brand iEquity, 

iWord iOf iMouth iand ifestivals) 

icapable ifor iinfluence idecision 

iapproval iregularly ieffective 

iespecially ifor iProduct iEiger iOf 

iStore iCity iTegaI. 

Your impIication itheory 

ifrom iIrwansyah i(2021:13) 

iDecision iapproval iAlso iOf 

idefine ias ithoughts iWhere 

iindividual ievaluate ivarious 

iproblem iand idecided iproblem 

ion isomething iproduct ifrom 

ithat's all iLots iproblem iDecision 

iapproval iAlso iis iprocess itaking 

idecision iconsumer iwill iapproval 

iWhich icombine iknowledge ifor 

ichoose itwo ior iMore i ialternative 

iproduct iWhich iavailable iOf 

iinfluence iOh yeah ia number of 

ifactor, ibetween iIain iquality, 
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iprice, iIokasi, ipromotion, ifacility, 

ipeIayanan iand iJohn-John. 

Your impIication ipractical 

iIam ipenitian iThis istate ithat 

ibrand iequity, iword iof imouth 

iand iFestyIe iIf ideveloped 

itogether ican iinfluence idecision 

iapproval, iIt means ijiak ithird 

ivariables ithe i(brand iequity, 

iword iof imouth iand iFestyIe) 

iimproved itogether ifor idecision 

iapproval iAlso iincreased. iFrom 

iclarification ithe imeans ibrand 

iequity, iword iof imouth iand 

iFestyIe imust iseIaras ifor iapplied 

ion iproduct iEiger iOf iStore iCity 

iTegaI. 

 

5. CONCLUSION AND SUGGESTION 

5.1 Conclusion 

Conclusion ifrom ipenitian iThis 

ithere is ias ifollowing i: 

1) Brand iEquity iinfluential 

ipositive iand isignificant ito 

iDecision iSupply iProduct 

iEiger iOf iStore iCity iTegaI. 

iTwo iThis iproven iwith iprice 

it ias big as i2.981 i> i1.984 

iand isignificance i0,004 i< 

i0,05. 

2) Word iOf iMouth iinfluential 

ipositive iand isignificant ito 

iDecision iSupply iProduct 

iEiger iOf iStore iCity iTegaI. 

iTwo iThis iproven iwith iprice 

it ias big as i7.416 i i> i1.984 

iand isignificance i0,000 i< 

i0,05. 

3) FestyIe iinfluential ipositive 

iand isignificant ito iDecision 

iSupply iProduct iEiger iOf 

iStore iCity iTegaI. iTwo iThis 

iproven iwith iprice it ias big as 

i4.823 i> i1.984 iand 

isignificance i0,000 i< i0,05. 

4) Brand iEquity, iWord iOf 

iMouth iand iFestyIe iregularly 

itogether iinfluential ito 

iDecision iSupply iProduct 

iEiger iOf iStore iCity iTegaI. 

iTwo iThis iproven iwith iprice 

iF icount i439.682 i> i3.09 iand 

isignificance i0,000 i< i0,05. 

 

5.2 Suggestion 

1) From the conclusion about 

Brand Equity Eiger Products 

owned in the Tegal City Store 

have a significant influence on 

Purchasing Decisions. 

However, attention needs to be 

paid to or strengthened in the 

management of expanding 

market share, setting premium 

prices, reducing promotional 

costs, maintaining stability and 

increasing competitive 
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advantage. Because based on a 

consumer perspective, brand 

equity is a form of response or 

response from consumers to a 

compatible brand. 

2) From the results of the 

conclusion about Word Of 

Mouth also had a significant 

influence on purchasing 

decisions for Eiger products at 

the Tegal City Store. So it is 

necessary to increase the 

campaign regarding products in 

a massive and structured 

manner. Because 

recommendations from people 

closest to you, associations and 

other consumers have the 

potential to be more trusted 

than those from commercial 

sources, such as advertising and 

salespeople. 

3) From the conclusion about 

Lifestyle also had a significant 

influence on purchasing 

decisions for Eiger products at 

the Tegal City Store. Eiger 

needs to be more adaptive in 

creating products that pay more 

attention to consumers' daily 

lifestyles. Because a person's 

lifestyle also influences 

consumer product needs, brand 

preferences, the type of media 

used, and how and where they 

purchase goods. 

4) Researchers examined Eiger 

Product Purchase Decisions in 

Tegal City Stores so that the 

results cannot be widely 

generalized, therefore future 

researchers are advised to use 

other research objects or 

locations as a comparison. 

5) Future researchers should 

examine other variables that are 

thought to be related to 

purchasing decisions to 

increase effectiveness in 

positioning product brands to 
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consumers until purchasing 

decisions occur. 
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