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Factor Analysis of Service Quality in Pearl Milk Tea
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Abstract

The purpose of this research is to analyze the service quality factors of

the Beverage Business’s Pearl Milk Tea for Generation Y in Bangkok by using the
quantitative research methodology. The samples were generation Y consumers
four hundred who bought pearl milk tea drinks. The data were collected by using
questionnaires. The statistics used for data analysis were frequency, percentage,
mean and exploratory factor analysis (EFA).

The results of this research were as follows: The analysis’s result of
exploratory factor analysis: Kaiser-Meyer-Olkin Measure of Sampling Adequacy
(KMO) = 0.878 and Bartlett’s Test of Sphericity as Chi-Square = 34192.093, df= 630.
The factor extraction by using EFA indicated that the five factors including purity
(P), experience (E), agility (A), resolution (R), and level of service (L), respectively.
These could be interpreting 78.62% of variance.

Keyword : Service Quality Beverage Business’s Pearl Milk Tea Generation Y
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A1519%7 1 h@nan1sInA1 KMO wazn1svaaeau Bartlett’s test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.878
Bartlett’s Test of Sphericity Approx. Chi-Square 34192.093

df 630

Sig. 0.000

3 1 Y

NA9199 1 K8INNIATIAABUAINEURUS TENT9FUUS FeAada
Bartlett’s Test of Sphericity #u31 fuusiiamuduiudiu Aiszsuledidey 0.05
(Hair et al,, 2010) wagAana KMO veslnwes-lulwes-seafu (Kaiser-Meyer-Olkin
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Principal Component Analysis LLasmyuLLﬂuﬂai’aﬁﬁﬂﬁﬂﬁaé’aﬂqé?qmﬂﬁuéha"i'%
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15199 2 Alelnu (Eigen Values) A3pearanuwususiu (Percentage of Variance)
uazASesarANLUTUTINEYEL (Cumulative Percentage of Variance)
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1 21.252 59.034 59.034 21.252 59.034 59.034 8.319 23.108 23.108
2 2.348 6.521 65.555 2.348 6.521 65.555 5.605 15.570 38.678
3 2.227 6.185 71.740 2.227 6.185 71.740 5.604 15.568 54.246
4 1.393 3.871 75.610 1.393 3.871 75.610 4.825 13.401 67.647
5 1.084 3.010 78.620 1.084 3.010 78.620 3.950 10.973 78.620
36 .000 .001 100.000
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