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Abstract

This research aimed to study ; (1) personal factors of consumers who had
eyewear purchasing behavior; (2) eyewear purchasing behavior of consumers; (3) the
marketing mix factor affecting eyewear purchasing of consumers; (4) relationship
between marketing mix factor and eyewear purchasing behavior of consumers; and
(5) relationship between personal factor and purchasing behavior of consumers

This survey research was conducted in 400 eyewear purchasing consumers
selected by accidental sampling. A questionnaire was used as a tool to collect data.
The statistics used in the analysis included percentage, mean, standard deviation, the
F-Test and Chi Square.

The results was found that; (1) most respondents were female, aged
between 24 — 50 years, bachelor’s degree or equivalent, occupation as workers or
employees the 10,000 to 15,000 Baht income; (2) the consumers purchased eyewear
with goggles type (short/long/lilt). The cause of purchase was vision problems and
bought at general optical stores with price less than 1,000 Baht during sale promotion
with discount and free items; (3) marketing mix factors affecting level consumer of
purchasing behavior all factors were in the highest level by an average of 4.45. The
consumers focused on marketing promotion that did not related to finance from more
to less three sequences the staff / sales staff had knowledge appropriate with the task
(= 4.66), followed by the credibility of the staff (= 4.65), and the inquiries / problems
(= 4.65); (4) relationship between the marketing mix factor and purchasing behavior
marketing mix factors associated by item with the purchasing behaviors of consumers
with statistically significant level at 0.05; and (5) the relationship between personal
factor and consumer purchasing behavior were found the personal factors as age was
associated with eyewear purchasing behavior with statistically significant level of
0.05 while personal factors of sex, education level, occupation, monthly income were
not associated with eyewear purchasing behavior with statistically significant level of
0.05.
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