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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis mengenai pengaruh Price Perception 

dan Buyer Vulnerability terhadap Price Offer fairness produk telepon seluler 

NOKIA. Price Offer Fairness mengacu pada  penilaian atas  konsumen apakah 

suatu harga jual adalah layak. Faktor yang mempengaruhi Price Offer Fairness 

adalah Price perception dan Buyer Vulnerability. Penelitian ini dilakukan dengan 

menyebarkan kuesioner pada responden yang menggunakan produk telepon 

seluler NOKIA sebanyak 108 responden. Pengujian dan pengolahan data 

menggunakan SPSS versi 12.00 dengan metode regresi berganda. Hasil penelitian 

ini menunjukan tidak ada pengaruh positif Price Perception terhadap Price Offer 

Fairness. Hasil penelitian ini juga menunjukan ada pengaruh negatif Buyer 

Vulnerability terhadap Price Offer Fairness. Hasil penelitian ini juga menunjukan 

besarnya pengaruh  Price Perception dan Buyer Vulnerability terhadap Price 

Offer fairness produk telepon seluler NOKIA adalah sebesar 13.4% dan sisanya 

adalah 86.6% dipengaruhi oleh faktor lain. 

 

Kata Kunci: Price Perception, Buyer Vulnerability, Price Offer Fairness 
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ABSTRACT 

 

This research has objective to analyze the influence of Price Perception and 

Buyer Vulnerability toward Price Offer Fairness of the NOKIA   phone product. 

Price of fairness refers to consumers’ assessments of whether a seller’s price is 

reasonable, acceptable or justifiable. The factors that influence Price Offer 

Fairness was Price Perception and Buyer Vulnerability. The research was 

conducted, with spread out questionnaire that was administered to 108 

respondents that use NOKIA phone. The hypotheses testing and data analysis was 

conducted using the tool SPSS version 12.00, using multiple regression method. 

The results from this research show that there was not positive influence of the 

Price Perception on Price Offer Fairness. The result also shows was a negative 

influence of the Buyer Vulnerability on Price Offer Fairness. The result also 

shows level of influence Price Perception and Buyer Vulnerability on Price Offer 

Fairness of the NOKIA phone product is equal to 13.4% and the rest is 86.6% 

influenced by other factor. 
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