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This study is aimed to study consumers’ behavior whe;a purchasing eye glasses in the
shopping center in Mueang District, Chiang Mai province in term of the expectation of the
consumer to this shop. The study also investigates factors affecting the decision making of
consumers in purchasing eye glasses in shopping center in the area of Mueang District, Chiang
Mai Province. Information is collected from 500 samples. The analyses used are descriptive
statistic and Logit Model under the technique of Maximum Likelihood Estimate: MLE and
Marginal Effects.

The study results shows most of samples who bought eye _glasses from this shop is male
(58.2%) The age befween 21-30 years old (43.6%) 54.7 percent of the samples are single. These
groups of people run their own business; with an income of between 10,001-20,000 Baht
Looking at education; 66.9% of samples are at a Bachelor degree level. The consuﬁers’ behavior
who bought eye glasses in shopping center in the area of Muang District, Chiang Mai Province
shows that most of them have got optical problems. The frequency in buying eye glasses from

this shop is less than once a year.

The factors that influence decision making in towards buying eye glasses, include
displaying up-to-date equipment as well as high standard of optical procedure as the main factors
influencing decision making of consumers. These factors impact to decision making of consumers
to buy eye glasses from this shop at 28.3%. 20.1-23.4% of the sample mentioned factors which
influence decision making when buying eye glasses are; the professionalism of staff, post-sales
services, installment offer. 18.6-19.5% of the sample mentioned factors which influence decision
making when buying eye glasses are; mobile unit, various glasses frame with the modern style.
The strategy of promotion in premium offer and time of eye glass completion and payment made
through credit card impact to decision of consumers to buy eye glasses more than 11.1-15.3
percent. Attractive package of eye glasses and income are the factors which impact decision of

consumers to buy eye glasses with only 0.0001-1 percent.





