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ABSTRACT 

Inability of fast food restaurants in Abakaliki metropolis to respond quickly to external business environmental 

changes could pose a threat to their continued existence. Many restaurants fail each year owing to their inability to 

understand and adapt quickly to the external environmental changes. The objective of the study was to find out the 

relationship between economic and socio-cultural business environment and consumers repurchase of fast food 

services/products. It was a survey research and two hundred (200) respondents were drawn randomly from customers of 

fast food restaurants in Abakaliki metropolis. Hypotheses were tested using correlation and regression analysis. Finding 

showed that negative relationship exists between economic environment and repurchases while strong positive relationship 

exists between socio-cultural environment and repurchases of fast food products/services. Fast food restaurants in the 

metropolis should therefore, consider reduction of prices of their products/services or increase advertisement. There is also 

need to improve on their services, such as internal décor, cleanliness, friendly posture of the waiters and fast service 

delivery. 
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