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Consumer’s Behavior and Perceived Retail Store

Image by Stores’ Level

Teerasak Jindabot

Abstract

As the intensive expansion of international and national retail stores in Thailand, customers
tend to not patronize the local retail stores. This paper aims to compare consumer’s behavior
and perceived retail store image of the international, national, and local retail stores. The data
were collected from the target respondents who are used to be the customers of the Tesco-
Lotus, Big C, and SahaThai retail stores, located in Muang Suratthani. Tesco-Lotus is owned
by Tesco PLC from U.K. Big C is owned by the national entrepreneur named Central Group,
and SahaThai is the local retail store owned by Suratthani entrepreneur. The research result
shows that, there are differences of consumers’ behavior and perceived store image among
international, national, and local retail stores. As a result, the local retail stores must improve

their image through size, decoration, cleanness, display, and layout.

Keyword : Retail Store Image, International Retail Store, National Retail Store, Local Retail Store
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