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ABSTRACT

To achieve sustainable operations under ever-intensifying competition in the optical
industry, business owners shall develop an in-depth understanding on consumer's behaviors
in choosing glasses, thereby creating a business model that meets the needs of consumers.
Whether glasses-related products are different from general goods in terms of consumers’
choice? How are they different? These are issues worth exploring. This study examines
consumers’ behavior in choosing glasses through the lens of brand image, product quality,
and word-of-mouth communication. Consumers who are aged of 20 years and above and
have visited glasses shops in past six months have been surveyed with regard to their
consumption behaviors choosing glasses. A total of 297 valid questionnaire responses were
collected in this study. Analytical results show that there are indeed differences in
consumers’ behaviors in the optical industry compared to general consumption industries.
The results indicate that brand image has a positive impact on purchase intention and word-
of-mouth communication, word-of-mouth communication has a positive impact on purchase
intention, and product quality has a positive impact on purchase intention and word-of-
mouth communication. The findings of this study may be used as a guideline for current and
future business operations in the optical industry. Finally, this study provides insights on

management implications.

Keywords: Consumer Behavior, Purchase Intention, Brand Image, Word of Mouth

Communication
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