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ABSTRACT
The purpose of this study was to test customer satisfaction, brand familiarity and the relationship between consumer's repurchase
intention. Survey in Taipei, Taichung, Kaohsiung and llan and other regions of the cross-border fast-food industry,
consumer-oriented. Issued a total of 1,400 questionnaires were distributed to 1,119 the number of valid questionnaires were
recovered. We analyzed the data by using hierarchical regression analysis. Empirical results revealed that the higher the degree of
satisfaction of consumers, brand familiarity on consumer satisfaction and consumer's repurchase intention relationship would
interfere with the positive results, In the high brand familiarity, the customer satisfaction on repurchase intention of the positive
impact will be weakened, In the low brand familiarity, the customer satisfaction on repurchase intention of the positive impact will
be enhanced. The results of the management practices and provide recommendations for future research, hoping to provide a

reference for business executives.
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