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Abstract: The food and beverage market is one of the largest growing industry in Malaysia 
with an annual growth rate of 25.4% and an expected increase from the current revenue of 
USD34 million to USD38 million in 2022. According to the Malaysian market forecast of 
2018, there will be an increase of 1.6% in consumers eating out from the current one (5.2%). 
Given the growing number of customers in the Malaysian food and beverage industry, there 
is also a rising trend of bubble drink outlets. Considering the limited research that exists on 
the repurchase intention of bubble drinks among Malaysian consumers, this study examines 
the relationships between perceived value, affective emotions, interactional fairness and price 
fairness over customer satisfaction and their repurchasing intention behaviour in the bubble 
drink outlets. Data collected from 200 Klang Valley consumers were analysed using SPSS and 
SEM. Research findings show that there is a positive relationship among affective emotions, 
interactional fairness and perceived value over customer satisfaction while the price fairness 
relationship was not significant. The findings have important implications for the long-term 
sustainability of bubble drink outlets by increasing customer satisfaction. Additionally, this 
study defined a meaningful and real understanding of repurchase intention.
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Introduction

The global beverage industry is growing rapidly due to the increase of disposable 
incomes, shift in consumer food preferences and the introduction of wide-ranging 
flavours and modifications in the trendy non-alcoholic beverages sector. The 
beverage industry is considered an established sector which comprise companies 
that offer non-alcoholic and alcoholic drinks to the global market. In Malaysia, the 
beverage sectors are expected to continue to play a sturdy role in building a stronger 
growth rate for the economy. Despite Malaysia’s economic uncertainties in 2016, 
the beverage market was seen as the most energetic industry (Mahalingam, 2016).  
In the global market, tea is considered as the most popular non-alcoholic beverage 
with an increasing rate of approximately 3 billion kg every year besides water (Kris-
Etherton & Keen, 2002; Kuriyama et al., 2006). The growing consumption of tea 
can be attributed to the rising consumer concern for health and the benefits of tea 
consumption.

In the late 1990s, the popularity of bubble tea drinks went global with the concept 
of Ready To Drink (RTD). This beverage phenomenon was actually discovered in 
Taichung, Taiwan during the early 1980s. The unique feature of this beverage is the 
tapioca balls known as “black pearls” that are placed at the bottom of plastic cups 
and topped with assorted tea flavours. According to Martin (2007), the bubble tea is 
well-liked and very famous in Taiwan. Its popularity started growing rapidly across 
other countries in Asia, Americas and Canada. In 2012, the high market demand 
for bubble tea in Southeast Asia spurred on some of the well-known bubble tea 
companies such as Gong Cha, Ochado and Chatime to establish themselves in 
Malaysia.  In particular, Chatime Malaysia is a licensed franchise business founded 
by Chatime, a Taiwanese global franchise teahouse chain. Currently, there are 66 
Chatime stores in Malaysia with plans of expanding to more than 100 stores in the 
future. Due to its huge success, other bubble tea competitors have penetrated the 
Malaysian market to capitalise from this latest trend. 

It is important to ensure that the customer satisfaction level remains high to 
generate repeat purchases as well as retain customer loyalty. Burns and Neisner (2006) 
stressed that one of the most important elements in generating repeat business and 
purchasing deeds is customer satisfaction. This is corroborated by Saesie (2016) who 
studied the elements that play a major role in influencing customers’ decision to 
purchase bubble teas in Bangkok and Kusuma, Wahab and Widad’s (2015) research 
on identifying customers’ loyalty in purchasing “Chatime” bubble tea in Palembang, 
Indonesia. Despite the importance of understanding repurchase intention, there have 
been limited research in the Malaysian context. Hence this study sets forth to explore 
customers’ repurchase intention by analysing the bond between service fairness, 
perceived value, emotions and price fairness in relation to customer satisfaction. 
Based on literature review, it is evident that there is a paucity of work on customer 
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satisfaction and repurchase intention for bubble drinks. Therefore, this paper also 
attempts to provide further insight on the best indicators in achieving customer 
satisfaction and repurchase intention using the Chatime bubble drink outlet in 
Malaysia as a case study. This empirical study integrates an extension of customer 
satisfaction of bubble drinks and key attributes that provide a more effective method 
to increase the repurchase intention among Malaysian consumers. To achieve 
the purpose of this research context, the present study attempts to examine the 
relationship of price fairness, perceived value, interactional fairness, and affective 
emotions towards customer satisfaction and repurchase intention of bubbles drinks 
among several competing beverage products in Klang Valley, Malaysia. Therefore, it 
contributes to existing empirical research on consumer repurchase intention as well 
as the evaluation of consumer decision making in the beverage industry. The paper 
ends with conclusions and suggestions for future research in this area.

Theoretical Background

Price Fairness and Customer Satisfaction

According to Xia, Monroe and Cox (2004), price fairness is defined as the way a 
customer would assess and link their emotions as to whether differences between the 
price of one seller and another is acceptable, reasonable and sound. Findings from 
Hermann, Xia, Monroe and Huber (2007) highlighted that price sensitivities and 
pricing techniques will impact customers’ general level of satisfaction while Hanif, 
Hafeez & Riaz (2010) discovered that price fairness directly impacts on consumer 
satisfaction especially when it is based on the judgement of “sensibility, rationality or 
reasonability”. Similarly, customers feel it is unfair if prices are increased in order for 
companies to gain better profits (Martin-Consuegra, Molina & Esteban, 2007) and 
fairness in pricing helps promote customer satisfaction together with service quality 
and service convenience (Kaura, Prasad, & Sharma, 2015).

Additionally, a study by Wirtz and Kimes (2007) using questionnaires centred 
on multiple-item measurement concluded that any organisation or company that 
shows unfairness in pricing would generate a lot of negative reactions. This finding 
is further supported by Bei and Chiao (2001) and Liang and Zhang (2009), whose 
research on the relationship between price fairness, service quality and customer 
satisfaction proved that payment fairness or perceived equality is a determining 
element in consumer satisfaction. 

Affective Emotions and Customer Satisfaction

According to Cronin et al. (2000), affective elements include many emotions, for 
example, “surprise, disappointment and happiness”. Titz (2008) and Schoefer and 
Diamantopoulous (2008) contended that in service settings, the discrepancies 
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between emotion and affect is an important matter to look into. Additionally, both 
of these terms are used interchangeably by other researchers. A study by Yu and Dean 
(2001) which focused on the relationship between affective emotions, cognitive 
emotions, consumer loyalty and consumer satisfaction revealed that there is a 
strong bond between affective emotions and consumer satisfaction. The researchers 
added that consumer satisfaction is “possibly a salient dimension” and emotions 
plus experience reliance must be given due consideration. Another research by Jani 
and Han (2011) also studied the impact between affect and consumer satisfaction. 
Their results emphasised that consumer satisfaction is not solely based on cognitive 
emotions but is influenced by affect as well. This outcome is also supported by 
Edvardsson (2005) and Liljander and Strandvik (1997). Evident results from Lashley 
(2008) also revealed that affective emotions generated more impact on consumer 
satisfaction in contrast to cognitive emotions. 

Perceived Value and Customer Satisfaction

Perceived value is described as a customer’s detailed evaluation of value service in 
the context of their rating on the service provided and hidden expenditures (Hellier, 
Geursen, Carr, & Richard, 2003). In the service industry, perceived value is considered 
as one of the utmost essential components for understanding customers (Ostrom & 
Lacobucci, 1995; Jensen, 1996). Previous studies have examined perceived values 
such as hedonic and utilisation in various service industriees including restaurant 
settings (Jones, Reynolds, & Arnold, 2006; Overby & Lee, 2006; Park, 2004). 
Perceived value is one of the most important marketing concept for understanding 
customer’s behavioural outcomes to measure their satisfaction and intention (Hwang 
& Kandampully, 2015).   According to Meng, Liang, and Yang (2011), there is a 
link between perceived value and satisfaction of customer; the value is a subjective 
assessment of consumers’ emotions and equalisation. 

From both the marketing and academic perspectives, perceived value has an 
incredible effect on customer fulfilment as it has been customarily distinguished. 
According to Gallarza and Saura (2006), perceived value involves the customer’s 
budget and psychological value; two important fundamental areas that affect 
decision making in product choice in relation to perceived quality and satisfaction. It 
is also observed that perceived value is vital to customer satisfaction and demonstrate  
a positive influence on it. Generally with money, quality, benefits and social 
psychology are key areas that customers will observe in relation to perceived value 
(Kuo, Wu and Deng, 2009). In conclusion, customers evaluate on the best value they 
can get in terms of benefits and sacrifices, for example, monetary and non-monetary 
costs during transaction, negotiation and purchasing time (Cronin, Brady, & Hult,  
2000; Zeithaml, 1988).
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Interactional Fairness and Customer Satisfaction

Interactional fairness can be referred as  interpersonal behaviours in the enactment 
and delivery of outcomes (Tax, Brown, & Chandrasekaran, 1998). Restaurant 
settings involve intensive human interactions, which mainly results in customer 
satisfaction or frustration (Smith & Bolton, 1998). The impact of consumption 
interaction that displays substantial respect and attention and makes customers feel 
good  is also referred as interactional fairness (Nikbin, Marimuthu & Sunghyup, 
2016). In evaluating the link between fairness, interaction, distribution and customer 
satisfaction predominantly in the service sectors whereby consumers will observe 
and assess staff by their fairness of interaction, product knowledge, distribution 
and procedural fairness, there is a positive interaction of fairness between customer 
satisfaction and overall satisfaction and this has created a positive impact during 
service engagement towards service standards (Severt & Rompf, 2006). 

According to Namkung and Jang (2009), in the hospitality industry service, 
fairness is important for human relations as it is the first communication point 
between an employee and customer. Insights on instructional fairness and its 
consequences such as satisfaction and behavioural intentions has been limited even 
though interaction fairness has been identified as a key factor that influences customer 
satisfaction. Further, the authors found that the customer will feel fairly treated when 
they are given respect and attention by the service provider and the fairer the level of 
service, the  greater the amount of satisfaction felt. Further, customer’s satisfaction is 
based on procedural, distributive and interactional justice which are directly related 
to service failure or recovery experience. Service failure refers to the recovery effort 
made by the service provider to make up for losses to a customer who has had a bad 
experience during a service engagement.  In conclusion, a business should focus on 
service failure or recovery engagement to ensure that the experience of customer 
satisfaction is not affected. 

Customer Satisfaction and Repurchase Intention 

The repurchase intention is a concept based on the customer’s belief in purchasing a 
product again based on their previous purchase experience and satisfactions. Many 
studies have proven that customer satisfaction influences customers in repurchasing  
a product or service (Olivier, R.L., 1980; Cronin & Taylors, 1992; Zboja & Voorhees, 
2006; Park & Na, 2015). Another study proved that customer satisfaction is considered 
the most important factor in influencing consumer behaviour towards repurchase 
intention (He & Song, 2009). While prior research generally confirms that there 
is a significant positive relationship between customer satisfaction and repurchase 
intentions, there remains an unanswered debate whether trust or customer satisfaction 
is the foremost antecedent that drives the latter. Many researchers, though, claim that it 
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is due to overall customer satisfaction (Fornell, 1992; Hutchinson, Wang & Lai, 2010; 
Taylor & Baker, 1994; Zboja & Voorhees, 2006).

In another study, empirical results showed a tie between satisfaction and word-
of-mouth as the two most important intention constructs significantly associated 
with repurchase intentions (Soderlund & Ohman, 2005). A number of studies on 
post-dining behavioural intention found that higher levels of customer satisfaction 
have a positive significant relationship to support the growing restaurant industry 
through repurchase intentions. Similarly, many researchers agreed that the increase 
in repurchase intention is attributed to a higher level of customer satisfaction during 
their dining experience (Kivela, Inbakaran, & Reece, 1999; Yu, 2002).

Research Methodology

Framework and Hypotheses

A conceptual framework (Figure 1) was developed to examine the relationship of 
perceived value, affective emotions, interactional fairness and price fairness towards 
customer satisfaction and repurchase intention in the Malaysian population of 
bubble drink customers. 
 

Price Fairness

Perceived Value

Affection 
Emotions

Customer 
Satisfaction

Repurchase 
Intention

Interactional 
Fairness

H1

H2

H3

H5

H4

Figure 1. Conceptual framework

Based on findings from prior research which generally show a positive 
relationship between all the variables mentioned earlier, the following  hypotheses 
were formulated to address the research question of this study:

H1: There is a positive significant relationship between price fairness and 
customer satisfaction.
H2: There is a positive significant relationship between affective emotions and 
customer satisfaction. 
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H3: There is a positive significant relationship between perceived value and 
customer satisfaction.
H4: There is a positive significant relationship between interactional fairness 
and customer satisfaction. 
H5: There is a positive significant relationship between customer satisfaction 
and repurchase intentions.

Study Sample

Respondents for the sample were selected using the convenience sampling method 
by approaching consumers buying bubble drinks at outlets in and around Klang 
Valley. This sampling method is commonly acceptable for this kind of study (Carlson 
& O’Cass, 2010; Bizri, 2014) and was adopted for this study to avoid any systematic 
basic when selecting respondents (Cui & Adam, 2002). 

A total of 320 questionnaires were distributed randomly across various age 
groups and gender at bubble drinks outlets in and near higher education institutions. 
After the initial screening process, only 200 returned questionnaires were found to 
be usable and valid (response rate of 62.5%). The questionnaire contained items to 
measure all the constructs of the research framework and collected demographic 
details such as gender, age and income to understand the respondents’ backgrounds. 
Table 1 presents the demographic characteristics of the respondents. 

Table 1. Demographics characteristics of the sample

Demographic characteristics Numbers Percentage (%)

Gender Male
Female

87
113

43.5
58.5

Age Below 18 years 
18 – 25 years  
26 – 35 years
36 – 45 years

45 years and above

15
119
37
17
12

7.5
59.5
18.5
8.5
6.0

Income (Malaysian Ringgit) 500 – 1,000
1,001 – 1,500
1,501 – 2,000
Above 2,000

87
29
37
47

43.5
14.5
18.5
23.5

Research Instrument

This study used four constructs, namely price fairness, affective emotions, perceived 
value, interactional fairness to measure customer satisfaction and repurchase 
intention. A 5-point Likert scale was employed ranging from 1 (strongly disagree) to 
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5 (strongly agree) which were adopted from similar past studies (Namkung & Jang, 
2010); Hanaysha, 2016; Namkung & Jang, 2009). There were some self-constructed 
items included in the questionnaire according to the nature of the study after it was 
tested for reliability and content validity.

Data Analysis

In this study, the Statistical Package for Social Sciences (SPSS) version 23.0 was 
used to analyse the descriptive information of the respondents and to clean missing 
values from the collected data. After setting aside errors, the 200-sample set was used 
to analyse the conceptual framework and test the hypotheses using the partial least 
squares structural equation modelling (PLS-SEM). The PLS-SEM was considered 
as a more appropriate analytical tool due to the nature of the study (Hair,  Hult, 
Ringle, & Sarstedt, 2014). Further, the measurement model was estimated using the 
statistical software, ADANCO 2.0.1 (Henseler, 2017). 

Measurement Model

It was important to assess the collected data for validity and reliability before we 
proceeded to hypotheses testing (Ting & Thurasamy, 2016). The internal consistency 
of constructs is proven when the value of composite reliability (CR) is greater than 
0.70 and the same thumb rule also applies to Cronbach alpha values (Genfen et 
al., 2000). It  also equally important to demonstrate good convergent validity with 
a minimum threshold value of 0.5 for Average Variance Extracted (AVE) (Bagozzi 
& Yi, 1988). It should be noted that items with more than 50% of the construct’s 
variances were not removed from observation (Hair et al., 2014). It is also important 
that all standardised construct loadings were found to above the recommended value 
of 0.60 (Chin et al., 2018).

Table 2. Loadings and weights for the measurement model (total sample)

Constructs SFL α CR AVE

PRICE FAIRNESS (PF) 0.6912 0.6480 0.6141

I am satisfied with the price charged for a bubble 
beverage.
The billing accuracy will influence my satisfaction 
level.
I will not be satisfied if bubble drink price is  
changed frequently.

0.8065

0.8372

0.7006
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Constructs SFL α CR AVE

AFFECTIVE EMOTION (AE) 0.6787 0.6360 0.6061

I am satisfied with the ambience, mood and 
atmosphere of bubble drink outlets.
I will be satisfied if my psychological needs  
are fulfilled.
The atmosphere of an outlet influences my 
satisfaction level.

0.8134

0.7463

0.7745

PERCEIVED VALUE (PF) 0.7039 0.6120 0.5303

I will be satisfied if my expectations are exceeded.
I would choose bubble drink outlets over others 
because it caters to my personal needs.
I visit bubble drink outlets because it offers a wide 
range of beverages.
The quality and service provided by a bubble drink 
outlet will influence my satisfaction level.

0.6379
0.6789

0.7462

0.6560

INTERACTIONAL FAIRNESS (IF) 0.7704 0.690 0.5952

The service staff in bubble drink outlets are 
competent and have good knowledge of the menu.
I visit bubble drink outlets because the service staff 
are polite and have good interpersonal skills.
I was satisfied with the overall service procedure in 
my previous visit.
I will be satisfied when the service staffs are fair to all 
customers.

0.8103

0.7796

0.8237

0.6618

CUSTOMER SATISFACTION (CS) 0.8547 0.932 0.8731

Overall, I am satisfied with my visits to the bubble 
drink outlets.
I am pleased with the service experienced at bubble 
drink outlets.

0.9316

0.9372

REPURCHASE INTENTION (RI) 0.4469 0.772 0.6330

My overall satisfaction will influence my intentions 
to repurchase beverages from bubble drink outlets.
I have intention to return to bubble drink outlets in 
the near future.

0.6714

0.9030

SFL = Standardised factor loading, α = Cronbach alpha, CR = Composite reliability &  
AVE = Average variance extracted

Table 2 (con’t)
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In assessing the discriminant validity of a pair of constructs using heterotrait-
monotrait (HTMT) ratio of correlations, the criterion value should be significantly 
smaller than 1 or clearly below 0.85 (Henseler, 2017). Results in Table 3 support the 
HTMT 0.85 criterion and helped  establish the validity of all the constructs in the 
measurement model.

Table 3 Discriminant validity of constructs

PF PV IF AE CS RI
Fornell and Larcker’s (1981)
PF 0.6141**
PV 0.3624 0.5303**
IF 0.3130 0.3833 0.5952**
AE 0.1994 0.2867 0.2402 0.6061**
CS 0.2909 0.3806 0.4271 0.2657 0.8731**
RI 0.1548 0.1652 0.1810 0.1164 0.2730 0.6330**
Heterotrait-Monotrait Ratio (HTMT)
PF
PV 0.8581
IF 0.7464 0.8475
AE 0.6595 0.7756 0.6675
CS 0.6825 0.7895 0.8025 0.6664
RI 0.6633 0.6898 0.7202 0.5926 0.8052
**Values on the diagonal line (bolded) are square root of AVE while the off-diagonals are correlations.
The shaded boxes is the standard procedure for reporting HTMT ratio. 
PF – price fairness; PV– perceived value; IF – interactional fairness; AE – affective emotion;  
CS – customer satisfaction; RI – repurchase intention

Structural Model

Collinearity issues between constructs should be examined before latent variable 
analyses are performed in a structural model. The bootstrapping procedure with a 
sub-sample of 5,000 cases was used to validate the model of each sub-sample (Hair 
et al. 2014) before hypotheses were tested. Their results are shown in Table 4. Four 
out of five relationship path analyses were found to be significant at 99% and 95% 
confidence intervals (Affection Emotion → Customer Satisfaction, β = 0.1571, p < 
0.05; Perceived Value → Customer Satisfaction, β = 0.2325, p < 0.01; Interactional 
Fairness → Customer Satisfaction, β = 0.3616, p < 0.01; Customer Satisfaction → 
Repurchase Intention, β = 0.5225, p < 0.05). This confirms that all the aforementioned 
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four hypotheses have a positive relationship among the variables to support the study 
while one relationship (H1: Price Fairness → Customer Satisfaction, β = 0.1270, p 
> 0.05) is not supported as the p-value did not satisfy the significant level. It is also 
important to examine the coefficient of determination (R2) and their effect size (f 2) 
apart from the hypotheses results. The coefficient of determination (R2) values of  
0.5389 and 0.2730 denote that 53.89% of variance in customer satisfaction and  
27.30% of variance in repurchase intention can be attributed to the independent 
variables; this is an indication of substantial explanatory capacity (Cohen, 1988).
 

Price Fairness

Perceived Value

Affection 
Emotions

Customer 
Satisfaction
R2 = 0.589

Repurchase 
Intention

R2 = 0.273

Interactional 
Fairness

0.127***

0.361**

0.157*

0.232**

0.522**

Figure 2. Research model (Critical t-values. *1.96 (p < 0.05); **2.57 (p < 0.01); *** (p > 0.05))

Table 4 Summary of the structural model

Hypotheses beta t-values Decision f-Square

Direct Effects (bootstrapping results)

H1: Price Fairness → Customer Satisfaction
H2:  Affection Emotion → Customer 

Satisfaction
H3: Perceived Value → Customer Satisfaction
H4:  Interactional Fairness → Customer 

Satisfaction
H5:  Customer Satisfaction → Repurchase 

Intention

0.1270
0.1571

0.2325
0.3616

0.5225

1.8377***
2.4219*

3.3943**
4.8361**

8.4148**

Not Supported
Supported

Supported
Supported

Supported

0.0179
0.0227

0.0776
0.1380

0.3755

Indirect Effects (bootstrapping results)

Price Fairness → Repurchase Intention
Affective Emotion → Repurchase Intention 
Perceived Value → Repurchase Intention
Interactional Fairness → Repurchase 
Intention 

0.0623
0.0674
0.1475
0.1802

1.7048
2.2923
3.0348**
4.2946

–
–
–
– 

0.0623
0.0674
0.1475
0.1802

Notes: Critical t-values. *1.96 (p < 0.05); **2.57 (p < 0.01); *** (p > 0.05)
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Findings and Discussions

The findings of this study reveal the repurchase intention of bubble drink customers in 
an increasingly competitive marketplace and confirm that exogenous constructs such 
as price fairness, affection emotion, perceived value and international fairness affect 
customer satisfaction. This study also further elucidates the relationships between the 
exogenous constructs with customer satisfaction and repurchase intention. 

Firstly, as hypotheses 1 in this study is not supported, there is no positive 
relationship between price fairness and customer satisfaction. This result concurs with 
Martin-Consuegra et al.’s (2007) finding  that price fairness does not directly impact 
customer satisfaction especially when it is based on the judgement of sensibility and 
rationality. However, it is in contrast to other findings (Hermann et al., 2007; Kaura 
et al., 2015) that showed changes in price fairness, together with service quality and 
service convenience, do impact the level of customer satisfaction. 

Looking at individual exogenous constructs, interactional fairness was found to be 
the strongest construct influencing customer satisfaction (β = 0.3616). This suggests 
that customers who purchase bubble drinks are more likely to see the interaction of 
the service provider as  a human relations skill which contributes to their satisfaction. 
A similar finding has been reported by Namkung and Jang (2009) and by Severt  
and Rompf (2006). The second most important factor that affected customer 
satisfaction was perceived value (β = 0.2325). In fact, most customer intentions in 
buying any product will involve perceived budget and psychological values. This 
corroborates with prior findings by Gallarza and Saura (2006) and Meng et al. (2011). 
The third significant predictor of customer satisfaction is affective emotions such as 
happiness, disappointment and surprise which are experienced when purchasing a 
new or favourite bubble drink (β = 0.1571). Previous research also found similar 
result (Cronon et al., 2000; Jani & Han, 2011; Yu & Dean, 2001). 

Conclusion and Recommendations

By identifying the factors that affect customer satisfaction and repurchase intention   
bubble drink outlet proprietors can focus on the right attributes for new product 
development, manufacturing and effective sales and marketing. Using structural 
equation modelling (SEM) to test four hypotheses against customer satisfaction, 
three factors (affective emotion, interactional fairness, perceived value) were 
found to impact  significantly on customer satisfaction, which in turn was found 
to significantly affect repurchase intention. The study also demonstrates that price 
fairness had no impact on customer satisfaction as the majority of the respondents 
were from the millennial generation who are not really concerned about price 
fairness as long as the drinks fulfill interactional fairness and perceived values. 
The findings of this study also suggest that healthy and natural flavoured bubble 
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drinks be manufactured to increase customer satisfaction and repurchase intention. 
Repurchase intention can be improved in the long run by adopting sustainable 
practices in the manufacturing process and packaging, developing new products to 
meet the millennials’ sophisticated taste and carrying out attractive promotions that 
trigger sensory factors. The findings of this study offer a number of implications for 
academicians, practitioners, businesses and management teams. First, this study is 
significant in the sense that it reveals invaluable insights to marketers, producers and 
retailers of the bubble drink industry in understanding the purchasing behaviour of 
their customers in light of the paucity of data on the bubble drink market. Secondly, 
it provides an effective brand positioning method that can help businesses understand 
the nature of their own brands, as well as customers’ repurchasing intention and 
demands. In today’s competitive and disruptive business environment, every sector 
inclusive of bubble drink companies face numerous challenges including new 
entrants, substitute and alternate products and established household brands. Hence 
these findings can help young and upcoming entrepreneurs to capture their market 
share not only in Malaysia but also globally. The findings also provide insights on 
customising products based on the requirements of the future generation. 

This study has some limitations that should be considered. Firstly, the population 
of the study included only customers from Klang Valley, Malaysia; therefore, the 
findings on customer satisfaction and repurchase intention of bubble drinks may not 
be representative of other parts of Malaysia. This is because the different customer 
expectations, buying behaviours and economic levels in other parts of Malaysia 
might give different results. Additionally, time constraint was another factor that 
limited the study to only Klang Valley. Future research can be expanded to include 
comparison studies between two groups, generations or across regions of Malaysia to 
understand the effect of cultural diversity. 

Future research should also explore the  drinking habits of millennial consumers 
in a rapidly changing world and finally, it will be interesting to study about customer’s 
intention to participate in loyalty programmes and brand images.
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