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Abstract

Economic environment develop faster, then inflation has been one of the issues we have to
face. The manufacturing has higher challenge than before; besides the price is completely
transparent. Therefore, how to deal with the rising cost from company. In this research, we want to know
how customer’s perceived of price fairness will affect the customer purchase intension. My research will
be divided two parts. First part is using ANOVA to test the moderating effect. Second part is using SEM

to test the model fit and causality of various factors. The result shows that customer perceived price
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fairness is become the key factor to affect the customer’s purchase intension.

Keywords: Price Fairness, Product Type, Controllability, Purchase Intension.
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