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Abstract

"Taiwan enjoy local snacks," it is one of the main purpose of diners consumption.
"Taiwan is a multicultural region consisting of many ethnic groups, especially in the
past decade, the various ethnic groups in the whole system gradually aware of the
importance of keeping records of the various ethnic groups and cultures." (Liu also
March, 2000) Food, Ethnic culture diet is education the most convenient way, thereby
contribute to the promotion of transfer of Hakka food culture, combined with diet
sightseeing activities crowds, and show a more dynamic expansion of Hakka culture.
In many gastronomic experience "Hakka snacks" is to show the common people of
Taiwan to the traditional life and culture. In this study, six Hakka snacks, namely prunes
pork, Hakka fried dishes, red bad ribs, knuckle of pork bamboo shoots, bean curd meat
Hakka, Hakka sour fried bacon vocational students to explore the relevance of the
experience for Hakka snacks satisfaction of, at November 2015 questionnaire
distributed during. Screen Pingtung City to visit M commercial vocational school
students as the research object of the present study were collected 132 questionnaires,
116 valid questionnaires. Data analysis descriptive statistical analysis and ANOVA
analysis. The results show that: students experience the satisfaction of Hakka snacks
"Environmental satisfied", "dining atmosphere", "price level" three variables is a
difference. These findings for reference of the relevant management unit.
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