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ABSTRACT

The objectives of this research were 1) to study the level of customer feeling
toward franchised bubble tea shops in Chonburi Province, 2) to compare customer feeling
toward the franchised bubble tea shops classified by personal factors, and 3) to study the
influence of customer experience on customer feeling toward the franchised bubble tea
shops. Samples of this research were 403 customers of franchised bubble tea shops in
Chonburi Province. The number of samples was calculated by Taro Yamane formula.
Statistics for data analysis included frequency distribution, percentage, means, standard
deviation, t test, F test, LSD, and multiple regression analysis.

The results of the study showed that 1) the overall customer feeling of the
franchised bubble tea shops in Chonburi Province was at high level, 2) customer feeling
toward the franchised bubble tea shops was different in terms of age, and 3) factors of
customer experience affecting brand love were physical environment, trust, staff service, and
product whereas factors affecting brand loyalty were product, physical environment, trust,
staff service, and accessibility accordingly.

Keywords: Franchised Bubble Tea Shop, Customer Experience, Customer Feeling.
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