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ABSTRACT

This independent study aimed to study the services marketing mix factors
affecting customer purchasing decisions of eyeglasses from optical chain stores in Bangkok
metropolitan. The data were collected from 400 respondents who had ever bought glasses from
optical chain stores in Bangkok. The respondents were selected equally from 4 areas , Seelom
Patoomwan, Sukumvit and Ladprao which were most density of chain store optical shops.
Statistical approach used in this study included frequency, percentage and mean.

From the study, it was found that most of respondents were male , in age range
21-30 years old , single with bachelor degree. Most of them worked as employees in private
company and had 10,001-20,000 baht/month average income

From the behavioral study , the study found that most of respondents acquired
information of optical chain stores from advertisement on television. Most of them purchased
eyeglasses for vision correction in every 3 years. Each transaction was not over 3,000 baht on
average. The reason of purchasing glasses from optical chain store was the confidence in quality.

The marketing mix factors affecting purchasing decision were overall rated at
high level of average scores which were people, place, process, price, product, physical and

promotion, respectively. The first-rank sub factors in each category were as follows:



The sub-factor of product that had highest score of important level at first
priority was the quality of eyeglasses

The sub-factor of price that had highest score of important level at first priority
was the clarity of price label.

The sub-factor of place that had highest score of important level at first priority
was the convenience of traveling to store.

The sub-factor of promotion that had highest score of important level at first
priority was the special discount for customers.

The sub-factor of physical that had highest score of important level at first
priority was the standard of eye examination room.

The sub-factor of people that had highest score of important level at first
priority was the eye examination ability of optometrist.

The sub-factor of process that had highest score of important level at first

priority was the accuracy of price calculation.



