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Abstract

Signal theory address an issue that consumer would purchase physical products through
intrinsic and extrinsic cues on their decision making. However, because of service's intangible
characteristic, services are typically regarded as a riskier purchase than a physical product, but has

not been discussed in depth in the area of service industry. Therefore, the purpose of this study isto

*



investigate the moderating effects of corporate credibility on the relationship between service
guarantee, price information on purchase intention.

The study used experiment method to examine a total of eight experiment cells, combination of 2
guarantee types, 2 price levels against 2 corporate credibility levels being the factorial design to
assess the impact on purchase intention. The result showed that corporate credibility has significant
moderate impact on purchase intention. In turn, when corporate credibility is high, price low level

and service guarantee, the purchase intention highest.
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