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Value Perception and the Influential factors in the management of bubble tea

franchise purchases of the entrepreneurs in Bangkok metropolitan areas.
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Abstract

This study aims to examine the perception of value that is based on brand perceptibility,
product quality from brand logo perception, relatability of the brand logo, and the loyalty
towards the product’s price. This examination is in order to understand product factors,
franchise support, trust, credibility, and experience that the given franchise affects the decision
making of the entrepreneurs in Bangkok metropolitan area to buy or not to buy the franchise.
The information is gathered by the questionnaire handed to 399 entrepreneurs who are the
members of the Facebook page that hosts the people who had bought bubble tea franchises.
The analysis was based on descriptive statistics—such as percentage, average, and standard

deviation—and inferential statistics, namely, multiple linear regression.

The result shows that most respondents were female in the age range of 31 — 35 years
old with bachelor’s degree and being employed in the private companies with the average
salary of 55,001 baht per month. The most popular bubble tea franchise bought is called “Hop
Chafe.” Fron this information, and the testing assumption bear the result that the perception on
the loyalty of the brand logo affects the decision making to buy the franchise the most,
followed by the perceptibility of the brand. This means that the product factor affects the
decision making the most and following by the factor on the experience of the franchise. These
two factors combine would allow us to forecast the entrepreneur’s decision making for bubble
tea franchise. Meanwhile, the factors such as trust, credibility, and franchise support do not play

any significant role in the decision making of the buyer within Bangkok metropolitan area.

keywords : Perceived value ; Factors that affect the purchase ; Buying a franchise business
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