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ABSTRACT

In the past, many studies have focused on the factors affecting revisit intention,
including trust and satisfaction. However, but few studies take nostalgia as the
independent variable. Due to intense competition in the restaurant industry now, to
understand consumer’s revisit intention is very important. Andhiatus as the
moderating variable empirically. The questionnaires were send at the ST. Lau Lau

restaurant in Kaohsiung.

A total of 200 valid copies of the questionnaire were collected. Empirical
analysis shows, it was found that satisfaction had significantly positive effect on
revisit intention. Nostalgia and trust usefulness had significantly positive effect on
satisfaction. Satisfaction mediated the relationships between nostalgia and trust and
revisit intention. Nostalgia and trust had significantly positive effect on revisit
intention. And nostalgia had significantly positive effect on trust. There was a
significant positive moderate effect between nostalgia and trust .Based on the above

results, some suggestions are proposed in this study.
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