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ABSTRACT

In recent years, consumption patterns of consumers in Taiwan have been gradually changed with the entering of a number of

foreign chain stores, among which Starbucks is the most vigorous one that will bring a“coffee rush”in Taiwan coffee chain store

market in the future. Under this situation, this thesis attempts to conduct further exploration into the consuming experience, brand

attachment, customer satisfaction and repurchase intention for Starbucks, with the consumers who have bought coffee in Starbucks

as the research objects. By adopting purposive sampling method, the researcher collected 300 valid questionnaires and then applied

SPSS software to conduct reliability analysis, descriptive statistics analysis, Pearson's product-moment correlation and stepwise

multiple regression analysis on the variants. 　　The empirical results revealed that consumers with different occupation and

income background show significant difference in their repurchase intention while consuming experience, brand attachment,

customer satisfaction are all significantly correlated to the repurchase intention and the last two aspects are significantly predictable

to the repurchase intention. In the future, restaurant managers can apply the above results to develop and maintain their customers

’ brand attachment and customer satisfaction, as while the restaurants adopted the quality and service as the primary orientation in

the past, this research has come to the findings that customers’ feeling for the brand is of vital importance for the future

development of chain stores. Thus, in the future, corporations shall take initiatives to strengthen their customers’ brand attachment

so as to increase their repurchase intention.
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