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Abstract

Modern trade business plays a significant role
in economy and consumer lives. In order to be a
sustainable organization, stakeholder expectations must
be responded. Tesco Lotus, one of hypermarkets,
is a key player in retail industry. Therefore, this
research aims to study the level of sustainable output
expectation of Tesco Lotus consumers in Bangkok. The
samples were 437 Tesco Lotus customers in Bangkok.

Data were collected by questionnaires. The statistics
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used to analyze data were frequency, percentage,
mean, standard derivation, t - test and F - test. The
results showed that the overall sustainable output
expectation level is high. The social and environmental
dimensions have the

same high level of mean at 3.94. The economic
dimension level mean is 3.93 and the brand
equity dimension level mean is 3.92. In terms of
demographics at the 0.05 level, the sustainable output
expectation of the economy is significantly different
between the occupation groups. The sustainable output
expectations of the environment and the brand equity
are significantly different between the income groups.
In terms of consumer behavior at the 0.05 level, the
sustainable output expectation of the environment is
significantly different between the club card members
and non-members. The sustainable expectations of the
brand equity and economy are significantly different
between the groups whom a person or group of

people influencing to product purchasing.

Keywords: sustainability, expectation, sustainable

output, consumer behavior, modern trade
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