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Abstract : The study’s main objective was to determine the perceived value and customer satisfaction on Shakeroad Milk Tea
Shop. The researchers aimed to determine the demographic profile of the participants; the customer perceived value towards
Shakeroad Milk Tea Shop; customers’ level of satisfaction; significant relationship between perceived value and customer
satisfaction; and propose an enhancement for product value proposition. Utilizing a thorough analysis of perceived value and
customer satisfaction in terms of emotional, social, functional, and environmental value.

The researchers used the descriptive quantitative research design which is a technique for gathering measurable data for
statistical analysis of a population sample. The researchers used a survey questionnaire, and the data were gathered from 100
customers of Shakeroad Milk Tea Shop.

After carefully analyzing the gathered data, the researchers concluded that Shakeroad Milk Tea Shop has excellent value
as perceived by its customers. In terms of satisfaction, most of the participants were very satisfied in the products. Furthermore,
there was a significant relationship between perceived value and customer satisfaction in Shakeroad Milk Tea Shop. The researchers
proposed product value proposition to the shop such as personalized messages on the packaging, providing board games and card
games, sugar level option, using recyclable cups and switch to paper straw. The goal of enhancing product value propositions was
aligned with these suggested value propositions.

Keyword - perceived value, customer satisfaction, social value, functional value, emotional value, environmental value, product
value proposition.

INTRODUCTION

Shakeroad is a milk tea shop that serves great tea, shakes, and non-coffee beverages. They introduced the shop to the market by
selling both online and offline to attract more customers and increase sales. Furthermore, Shakeroad utilized vouchers and
promotions, which benefited both customers and the business while maintaining product quality.

By providing the right value to customers, companies can gain a competitive advantage. Companies that recognize the
importance of value perceived by the customer make it possible to make relationships with customers because it is believed that the
value that customers perceive will lead to satisfaction (Setiawan & Pramudana, 2018).

According to Khadka and Maharjan (2018), every business organization's success depends on the satisfaction of the
customers. Whenever a business is about to start, customers always come first and then the profit. Those companies that are
succeeding to satisfy the customers fully will remain in the top position in a market. Today’s business company has known that
customer satisfaction is the key component for the success of the business and at the same time it plays a vital role to expand the
market value.

A study conducted by Zhang et al. (2022), showed that perceived quality was positively related to social value, functional
value, emotional value, and environmental value. Likewise, functional value and environmental value were positively related to
customer satisfaction, and social value and emotional value were not positively related to customer satisfaction. Furthermore,
environmental value has a positive but weaker influence on customer satisfaction (Shao et al., 2019). Social value is not significant
for consumer satisfaction (Luo et al., 2022).
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Understanding perceive value and customer satisfaction serves as a foundation for constructing a product value
proposition. According to Kleber and VVolkova (2019), globalized dynamic markets and ever-changing customer needs and demands
require on-going experimentation and communication to steadily identify customer needs and wants to adjust products to ensure an
increase of value proposition.

This study aimed to determine the customers’ perceived value and assess the level of satisfaction in terms of emotional
value, social value, functional value and environmental value towards Shakeroad Milk Tea Shop. Furthermore, it also determined
if there is a significant relationship between perceived value and customer satisfaction. The study's findings were used to recommend
enhancement to the product value proposition.

2.0 MATERIALS AND METHODS.
2.1 Research Design

The researchers used the descriptive quantitative research design that allows them to collect and define the characteristics
of a demographic category; determine the customers’ perceived value and assess the level of satisfaction in terms of emotional
value, social value, functional value and environmental value. Also, the relationship between perceived value and customer
satisfaction was determined.
2.2 Sources of Data

The data were gathered from 100 participants from Trece Martires City, Cavite. The researchers used convenience
sampling; customers who are present at the time of the researchers’ visit to ShakeRoad Milk Tea Shop were chosen as participants.
2.3 Data Analysis

The researchers used a five-point Likert scale in describing the customer perceived value and satisfaction, to interpret the
participants’ degree of agreement or disagreement in the provided statements in the questionnaire. This was used to describe the
perceived value and level of customer satisfaction.
2.4 Statistical Treatment

Descriptive statistics in frequency, means, and standard deviation were applied to present perceived value and customer
satisfaction. An association test was used to verify the relationships between perceived value and customer satisfaction.
The scores for each item in each variable were added. Using the scores, the Pearson product correlation coefficient (r) was used to
determine the degree of relationship between the variables involved. T-test was used to determine if the coefficients were significant
at the 0.05 level.

3.0 RESULTS AND DISCUSSION

3.1 Demographic Profile of the Participants. The study’s first objective was to determine the demographic profile of the
participants. Table 1 shows the predominance of younger age groups in the study. While for sex, the study's findings indicate a
balanced representation of sex.

Age and sex play significant roles in shaping consumers' perceptions of value and satisfaction levels. Different age groups
have different needs, preferences, and expectations. For instance, younger consumers may prioritize technology-driven features or
trendy designs, while older consumers may value reliability and durability. Similarly, sex also influences perceived value and
customer satisfaction. Men and women often have distinct preferences when it comes to products. Women may place more
importance on aesthetics or convenience, whereas men might prioritize functionality or performance. In conclusion, age and sex
are critical factors that significantly impact perceived value and customer satisfaction. Businesses should recognize these differences
among various demographic groups to tailor their product value proposition accordingly.

According to Pearl Lemon Team (2023), bubble tea is particularly popular among younger generations. Most bubble tea
consumers are between 18 and 30 years old, with an increasing number being teenagers. This younger demographic is attracted to
the trendy image associated with bubble tea shops and their social media presence. In addition to age groups, sex plays a role in
who consumes bubble tea. While both men and women enjoy these beverages.

Table 1. Distribution of participants in terms of their demographic profile.

PROFILE FREQUENCY PERCENTAGE
Age
18-27 years old 88 88%
28- 37 years old 10 10%
38-47 years old 1 1%
48 years old and above 1 1%
Sex
Male 54 54%
Female 46 46%

3.2 Customer Perceived Value towards Shakeroad Milk Tea Shop. The study’s second objective was to determine the customer
perceived value on Shakeroad Milk Tea Shop products. Table 2 shows that Shakeroad Milk Tea Shop has excellent value as
perceived by its customers.

Consumers are more likely to buy products that offer high value in Shakeroad Milk Tea Shop, as they believed that they
would derive greater benefits from them. They believe that these products will fulfill their needs and desires more effectively than
alternatives. For instance, a consumer may choose to buy a high-quality milk tea because they perceive it as offering superior
features compared to lower quality options.
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The perceived value is highly dependent on the benefits offered to the customer as the higher the benefits are, the more

perceived value will be developed among the customers (Wang et al., 2019). Furthermore, when a customer is emotionally satisfied,
he or she is more likely to generate a higher degree of overall evaluation of the product or service (Shao et al, 2019).

Table 2. Overall customer perceived value towards Shakeroad Milk Tea Shop

Perceived Value WEIGHTED STANDARD VERBAL
MEAN DEVIATION INTERPRETATION
Emotional value 4.48 0.59 Excellent
Social value 4.45 0.56 Excellent
Functional value 4.44 0.61 Excellent
Emotional value 4.34 0.65 Excellent
Over-all score 4.43 0.60 Excellent

3.3 Customer’s Level of Satisfaction on Shakeroad Milk Tea Shop. The study’s third objective was to assess the level of
satisfaction on Shakeroad Milk Tea Shop products. Table 3 shows that the customers were very satisfied with Shakeroad Milk Tea
Shop.

Very satisfied customers tend to provide valuable feedback that can help Shakeroad Milk Tea Shop improve their products.
Moreover, when customers are pleased with their experience, they are more inclined to continue purchasing from the same company
in the future. By listening to their suggestions and addressing any concerns promptly, the shop can enhance their product value
proposition and stay ahead of competitors.

The result is strengthened by what Hamzah et al.,(2020) stated that customer satisfaction indicates how well the experience
of using a product compares to the buyer's expectations of value. It is a fundamental aspect of business strategy. Satisfied customers
contribute to the financial health of the business, enhance its reputation, and create a foundation for sustainable growth. As customer
expectations continue to rise, businesses that prioritize customer satisfaction are better positioned for long-term success.

Table 3. Overall customer level of satisfaction on Shakeroad Milk Tea Shop.

PARAMETERS WEIGHTED STANDARD VERBAL
MEAN DEVIATION INTERPRETATION
Emotional value 4.60 0.63 Very Satisfied
Social value 4.60 0.58 Very Satisfied
Functional value 453 0.61 Very Satisfied
Environmental value Very Satisfied
4.47 0.66
Over-all score 4.55 0.62 Very Satisfied

3.4 Significant Relationship between Perceived Value and Customer Satisfaction. The study’s fourth objective was determined
if there is a significant relationship between perceived value and customer satisfaction. Table 4 shows after employing the Pearson’s
r correlation analysis, the study reveals that the p-values for the correlation between customer satisfaction and the parameters of
emotional, social, functional, and environmental value are all 0.000, which is less than the alpha value of 0.05 (0.000 < 0.05).
Therefore, the null hypothesis is rejected, signifying a significant relationship between the correlated variables.
Consequently, the study reveals that emotional value has very strong positive relationship with customer satisfaction while for
social, functional and environmental value indicates a strong positive relationship with customer satisfaction. This leads to the
conclusion that perceived value towards Shakeroad Milk Tea Shop has a substantial influence on customer satisfaction. This means
that as customers perceived higher value in the products offered by Shakeroad Milk Tea Shop, their satisfaction levels also increase.
In simpler terms, the more customers feel they are getting value for their product; the more satisfied they are with their overall
experience.
A study conducted by Zhang et al. (2022), reinforced the results of the study which showed that perceived quality was positively
related to social value, functional value, emotional value, and environmental value.
On the other hand, in the study of Shao et al., (2019), functional value and environmental value were positively related to customer
satisfaction, and social value and emotional value were not positively related to customer satisfaction. Furthermore, environmental
value has a positive but weaker influence on customer satisfaction. Social value is not significant for consumer satisfaction (Luo et
al., 2022).

Table 4. Overall Significant Relationship Between Perceived Value and Customer Satisfaction.

Variables %%;iilggﬁ? sg;tr:g:;rﬂg vaFI>ue Conclusion Interpretation
Emotional Value 0.706 Very Strong 0.000 Reject Ho Significant
Social Value 0.683 Strong 0.000 Reject Ho Significant
Functional Value 0.730 Strong 0.000 Reject Ho Significant
Environmental Value 0.668 Strong 0.000 Reject Ho Significant

If P value < 0.05 = Significant
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3.5 Shakeroad Proposed Product Value Proposition

The results of the study show that Shakeroad Milk Tea Shop has excellent value as perceived by its customers and the
customers were very satisfied with shops’ product. As was the case, the researchers offered a product value proposition that could
further help the store.

Shakeroad Milk Tea Sh6op should incorporate personalized messages or quotes or on the packaging of milk tea products.
This simple addition would not only make the product more visually appealing but also create a sense of connection and positivity
for consumers. Imagine receiving a cup of milk tea with a heartwarming message like "You are loved" or an inspiring quote like
"Believe in yourself." Such small gestures can have a profound impact on an individual's emotional state, making them feel valued
and uplifted.

Simultaneously, creating a designated area within the milk tea shop for board games or card games would encourage
customers to interact with each other while enjoying their beverages. This simple addition can turn an ordinary visit into an
opportunity for friendly competition and conversation. Moreover, the shop should also organize community events such as karaoke
session that would create a platform for individuals to showcase their talents and engage with others.

Additionally, by offering customers the choice to customize their sugar levels, the milk tea shop can cater to a wider range
of preferences and dietary needs. Some individuals may prefer a sweeter taste, while others may opt for a healthier alternative with
less sugar. This option allows customers to have control over their beverage choices and promotes functionality.

Shakeroad Milk Tea Shop should use a recyclable cup. Traditional disposable cups contribute to landfills and take hundreds
of years to decompose. By opting for recyclable alternatives, we can significantly reduce the volume of waste that ends up in these
already overflowing landfills. Additionally, the shop could also consider using paper straws instead of plastic ones. Paper straws
are biodegradable and do not pose a threat to marine life if they end up in water bodies.

4.0 CONCLUSION

Most of the participants were in the age of 18-27 years old. There is slightly higher representation of male compare to

female, comprising of 54 individuals identify as male, while 46 individuals identify as female. This means that most of the
participants are young people as they tend to go with the trends, while for sex, because both men and women enjoy milk tea.
The participants’ perceived value in the Shakeroad Milk Tea Shop products was excellent. This indicates customers highly
appreciated and acknowledged the value they receive in terms of the products provided by the Shakeroad Milk Tea Shop. This
positive evaluation suggests that the establishment effectively meets customer expectations, contributing to an overall positive
perception of the value offered.

The participants were very satisfied in Shakeroad Milk Tea Shop products. This widespread satisfaction underscores the

effectiveness of the shop in meeting customer expectations and delivering a positive overall experience.
It establishes that there is a positive relationship between perceived value and customer satisfaction. This means that as customers
perceive higher value in the products and services offered by Shakeroad Milk Tea Shop, their satisfaction levels also increase. In
simpler terms, the more customers feel they are getting value for their product, the more satisfied they are with their overall
experience.

In conclusion, the study reveals a consistently high level of customer satisfaction across emotional, social, functional, and
environmental aspects at Shakeroad Milk Tea Shop. Contrary to the theoretical assumption of no significant relationship between
perceived value and customer satisfaction, the analysis establishes a positive relationship between perceived value and customer
satisfaction.

REFERENCES

[1] Antikainen, M., Heikkild, J., Knuutila, H., Numi, P., Peténen, P., Heikkild, P. (2020) Sustainable circular economy value
propositions in clothing as a service —model. Retrieved from https://telaketju.turkuamk.fi/uploads/2020/07/18f4fdc8-
ispim-caas_final.pdf.

[2] Basari, M. A. M. D., Shamsudin, F. D. (2020). Does customer satisfaction matters?. Retrieved from
http://www.abrn.asia/ojs/index.php/JUSST/article/view/59.

[3].Duan, Z. Y., Tan, S. K., Choon, S., Zhang, M. Y. (2023). Crafting a place-based souvenir for sustaining cultural heritage.
Retrieved from http://iosrjournals.org/iosr- jbm/papers/VVol20-issue2/Version-9/A2002090107.pdf.

[4] Eggert, A., Frow, P., Payne, A., Steinhoff, L. (2020). Understanding and managing customer value propositions: Introduction
to the special issue. Retrieved from https://www.abacademies.org/articles/importance-of-value-propositions-in-marketing-
research-and-challenges-11410.html

[5] Felix, R. (2017). Service quality and customer satisfaction in selected banks in Rwanda. Journal of Business & Financial Affairs,
06(01), 1-11. Retrieved from https://doi.org/10.4172/2167- 0234.1000246

[6] Ge, Y., Yuan, Q., Wang, Y., Park, K. (2021). The structural relationship among perceived service quality, perceived value, and
customer satisfaction-focused on Starbucks reserve coffee shops in Shanghai, China. Retrieved from
https://www.mdpi.com/2071-1050/13/15/8633.pdf.

[7] Gestdo, D. (2019). Purchase intention of organic food under the influence of attributes, consumer trust and perceived value.
Retrieved from https://www.emerald.com/insight/content/doi/10.1108/REGE-01-2018-0010/full/html

[8] Hadiansah, 1., Nugraha, R., Santoso, S., A., Purwanegara, M. S. (2018). Bridging perspectives on  customer  value
proposition and customer perceived value of intercity non-bus transportation services in indonesia. Retrieved
from  https://scholarhub.ui.ac.id/cgi/viewcontent.cgi?article=1031&context=sea

[9] Hamzah, M., Saeed, M., Hussein, B. (2020). The impact of electronic word of mouth on consumers purchasing intention.
Retrieved from https://www.researchgate.net/publication/338984000.

[10] Irshad, M., Hussain, M., Fahim, S., M., and Ghias, S. (2022). Factors affecting customer satisfaction: a case study of food
panda. Retrieved from https://www.researchgate.net/publication/35999879.

[11]Khadka, k., Maharjan, S. (2017). Customer satisfaction and customer loyalty. Retrieved from
https://core.ac.uk/download/pdf/161421179.pdf.

IJNRD2402010 ‘ International Journal of Novel Research and Development (www.ijnrd.org) a78



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 2 February 2024| ISSN: 2456-4184 | INRD.ORG

[12] Kleber, D. M. S., Volkova, T. (2019). Key success factors to increase value proposition in the hospitality industry. Retrieved
from https://typeset.io/papers/key-success-factors-to-increase-value-proposition-in-the-3onzvkvhil

[13] Li, G., Yang, L., Zhang, B., and Li, X. (2021). How do environmental values impact green product purchase intention? The
moderating role of green trust. Retrieved from https://www.researchgate.net/publication/35106423.

[14]Li, Z. (2023). Customer perceived value: what is it and why is it important?. Retrieved from
https://www.sanctuarymg.com/academy/strategy/customer-perceived-value/.

[15] Luo, B., Li, L., Sun, Y. (2022). Understanding the influence of consumers’ perceived value on energy-saving products purchase
intention. Retrieved from https://www.frontiersin.org/articles/10.3389/fpsyg.2021.640376/full.

[16] Marbach, J., Lages, C. R., Nunan, D. (2016). Who are you and what do you value? Investigating the role of personality

traits and customer-perceived value in online customerengagement. Retrieved from
https://www.tandfonline.com/doi/abs/10.1080/0267257X.2015.
[17] Menet, G., Szarucki, M. (2020). Impact of value co-creation on international customer satisfaction in the

airsoft industry: does country of origin matter. Retrieved from https://www.mdpi.com/1911-8074/13/10/223

[18] Morea, D., Peri, M., G., Kolling, C., Medeiros, J., F., D. (2023). Environmental product innovation and perceived brand value:
the mediating role of ethical-related aspects. Retrieved from https://www.researchgate.net/publication/373010654.pdf.

[19] Pelton, E. (2019). Customer satisfaction and perceived value in b2b relationships™ Case: TeolLehtiméaki Ltd. Retrieved from
https://www.theseus.fi/bitstream/handle/10024/106153

[20] Previte, J., Bennett, R., R., Mulcahy, R., Hartel, C. (2019). The role of emotional value for  reading and giving eWOM in
altruistic services. Retrieved from https://www.sciencedirect.com/science/article/abs/pii/S0148296319301201

[21] Ravi, N., Subramoniam, S., VR, R., Chinta, R. (2019). Consumer purchase intention of social enterprise  products:
mediating role of emotional value. Retrieved from  https://www.emerald.com/insight/content/doi/10.1108/SEJ-02-
2022-0019/full/html

[22] Ruiz-Roqueiii, M. (2022). The emotional dimension of value: a proposal for its quantitative measurement. Retrieved from
https://www.frontiersin.org/articles/10.3389/fpsyg.2021.807412/full.

[23] Sambo, E., Ukpata, S., I., Mary, A., M., John, F. (2022). Impact of product quality on customer satisfaction and loyalty.
Retrieved from https://www.researchgate.net/publication/358148929.pdf

[24] Setiawan, P.Y., Pramudana, K.A. (2018). Customer perceived value as a predector of e-wom on online shopping. Retrieved
from http://iosrjournals.org/iosr-jbm/papers/Vol20-issue2/Version-9/A2002090107.pdf.

[25] Sevilmis, A., Ozdemir, I., Fernandez, J. G., Zhang, J. J. (2022). Examining the relationships among perceived
quality, perceived value, customer satisfaction, and behavioral intention in Turkish fitness centers. Retrieved from
https://doi.org/10.2478/pcssr-2022-0018.pdf.

[26] Shao, Z., Guo, Y., Ge, C. (2019). Impact of perceived value on customer satisfaction and continuance intention of bicycle
sharing service. Retrieved from https://doi.org/10.24251/hicss.2019.114.pdf.

[27] Singh, V., Sharma, M. P., Jayapriya, K., Kumar, B. K. (2023). Service quality, customer satisfaction and customer loyalty: a
comprehensive literature review. Retrieved from https://www.researchgate.net/publication/371809524.pdf.

[28] Slack, N. J., Singh, G., and Sharma, S. (2020). Impact of perceived value on the satisfaction of supermarket customers:
developing country perspective. Retrieved from https://www.researchgate.net/publication/342623468.pdf.

[29] Suttikun, C., Meeprom, S. (2021). Examining the effect of perceived quality of authentic souvenir product, perceived value,
and satisfaction on customer loyalty. Cogent Business&Management. Retrieved from
https://www.tandfonline.com/doi/full/10.1080/23311975.2021.1976468

[30] Pearl Lemon Team. (2023). Bubble Tea Consumer Demographics | Know Your Market [web blog]. Retrieved from.
https://pearllemonboba.com/bubble-tea-consumer-demographics/.

[31] Wang, F. Hsiao, C. Shih, H. Chiu, W. (2019). Impacts of price and quality perceptions on individuals’ intention to participate
in marathon events: mediating role of perceived value. Retrieved from https://doi.org/10.1177/21582440231181431.pdf.

[32] Yingyue, Z. (2020). How customer value affects customer loyalty in milk tea market in China? Retrieved from
https://wkuwire.org/bitstream/20.500.12540/470/1/wku_etd001_cbpm01_000431.pdf.

[33] Yussoff, N. M., Nayan S. M. (2020). Review on customer satisfaction. Retrieved from
http://www.abrn.asia/ojs/index.php/JUSST/article/view/80.

[34] Yu, S., Lee, J. (2019). The effects of consumers’ perceived values on intention to purchase upcycled products. Retrieved from
https://www.mdpi.com/2071-1050/11/4/1034

[35] Zulvianti, N., Aimon, H., Abror, A. (2023). Perceived environmental value, destination image, and tourist loyalty: the role of
tourist satisfaction and religiosity. Retrieved from https://www.researchgate.net/publication/37082,pdf.

IJNRD2402010 ‘ International Journal of Novel Research and Development (www.ijnrd.org) a79



http://www.ijrti.org/

