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The relationship between brand equity and consumers’ decision to buy and
consumer satisfaction with house brand products: a comparative case study of

Tesco Lotus Extra and Big C Extra in Bangkok
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Abstract

The objective of this study was to examine the relationship between brand equity and
consumers’ decision to buy as well as brand equity and consumer satisfaction of the house
brand products comparing between Tesco Lotus Extra and Big C Extra in Bangkok. This study
used a quantitative survey. The sample group included 200 consumers bought house brand
products at Tesco Lotus Extra and the other 200 consumers bought house brand products at Big
C Extra. The statistical data analysis was conducted by Pearson Correlation Coefficients. The
findings revealed that there was unidirectional relationship between brand equity and decision
to buy, and between brand equity and consumer satisfaction with a statistical significance of .01.
Additionally, the consumers who bought house brand products at Big C Extra seemed to have

lower average scores of brand equity than those at Tesco Lotus Extra.
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