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ABSTRACT

Previous researches have probed into service guarantee or service failure influencing
customers individually, concluded that customers’ complaining behavior would be affected by
several factors. However, there is little attention about different failures attribution resulting in
different customer complaining intention as guarantee providing and failure which goes against
guarantee happened. In this research, according to three composes of attribution theory, key
propositions are illustrated by using experimental method to find the result.

Keywords: Service Guarantee, Service Failure, Attribution Theory, Consumer Complaining
Intention
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