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ABSTRACT

This study is aimed at discussing how western fast food affects college students’ awareness of healthy diet and experiential value so

as to discover the relationship between their experience of eating fast food and their purchasing behavior. It conducts questionnaire

survey in the manner of simple purposive sampling and snowball sampling, issuing 350 questionnaire copies to college students who

have paid for fast food in Changhua City and County, with 346 valid copies collected. Among all of the study subjects, the

percentage of each gender is fifty-fifty. Moreover, a majority of subjects defines their awareness of health as “acceptable.” Most of

them claim to have no special eating habits and they are temporarily renting an accommodation as tenants. As for the frequency of

dining out in a week, ‘one to five times’ scores the highest, while the highest frequency of dining out in a fast food restaurant in a

week is ‘one to five times.’ On the other hand, a great number of study subjects have an allowance of NTD 4,001-6,000 per week

to dispose at their will.
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