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ABSTRACT
The purposes of the research aimed to investigate brand familiarity, satisfactions and purchase intention of teaching materials in
kindergarten, and to figure out the ef-fects of brand familiarity on purchase intention. Besides, the mediating of satisfaction was also
explored in this study. The questionnaire survey procedure was implemented by using purposive sampling. Participants of this study
were the directors and teachers of public and private kinder-gartens in Taoyuan County. A total of 360 questionnaires were
distributed, and 230 questionnaires have been collected with 63.7% valid retrieval rate. Data was analyzed by descriptive statistics
analysis, exploratory factor analysis, correlation analysis and regression analysis, the results are as follow: 1. The brand familiarity,
satisfactions and purchase intention of teaching materials in the kindergartens belong to middle-high level. 2. Brand familiarity
would influence purchase intention, and satisfaction has part me-diation effect between brand familiarity and purchase intention.
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