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ABSTRACT
In recent years, due to birthrate declined sharp and more and more tertiary education have be creative, there is a hump about
supply and demand of school market equilibrium, and school should be confronted by finance downscale. Making new finance by
itself was been a new way to an university or a college. How to stand out the characteristic of school and attract the students? How to
raise the popurlarity of school? Making diversification diplomacy marketing is the most important thing to school. The purpose of
this study is to explore if the school identity effect purchase intention, This study using three numbers of variables, school identity,
brand identity and price, Each of them were manipulated at two levels, high and low, and used for checked purchase intention.
According to school and grade, college students from Taichung area are chosen as participants of this study. Each experimental
person answered all the questions by their own experience, the study made 320 questionnaires and the valid samples collected are
302 pieces. The results of this study indicate: 1.Purchase intention is higher while school identity is high than low. 2.Purchase
intention is higher while students were adhered to low price. 3.Purchase intentions are higher while brand identity is high rather than
low. 4.Purchase intention is significantly affected by school identity when price or brand identity is used as moderator. 5.Purchase
intentions is higher when high school identity or low price or high brand identity.
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