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The objectives of the current research were to study: 1) effects of consumer
expectations on brand equity, 2) effects of firm responses on brand equity, and 3)
interaction effects of consumer expectations and firm responses on brand equity. Four
hundred and ninety-five Thaiminasat University's students participated in two 2x3
experimental studies. The first study was focused on crisis generated from an external
factor (250 participants). The second study was focused on crisis developed from an
internal factor (245 participants). Both were conducted in February 2004,

The results from Study one showed that brand equity of consumers with high
expectation were significantly greater than that of consumers with low expectation.
Different types of firm responses also generated different levels of brand equity.
However, there was no inleraction effect between consumer expectation and firm
responses on brand equity.

In Study two, consumers with high expectation yielded higher level of brand
equity than those with low expectation. Firm responses, however, did not generate
significant effects on brand equity. Finally, no interaction effect on brand equity was

found between consumer expectation and firm responses.



