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Table 1, Distributions of general aspects of non—expert group
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Table 3, Brand recognition, brand trust, and a merit of favorite brand

AR 2 X%
Hjo 2 ob= U EREY) Qlot 7 ofs s ERET) glot & okz sjeEIIET) it A ok SejEAET} ok
U= 21.7 78,3 29.0 71.0
orHmCo) Zlgo] op ek EAlgho] ot HeZck e
A 447 7.4 479

=) oo TEEE AR g 7 ARoE
EA)7} olg- 1 2o} 2o

37.5 20.8 20,8 12,5 8.4
Hspaese]  HAR S5 A 9 A/S =Y A&st 7bd BEE oju)a] 94 2Rgr) ek
A4 32.4 1.8 43 20.6 7.4 23.5




(=i - o] oAAIEES tiakel E BAE QAme} ~ - 2Hw - 2HY

ek

2

A T A 211

1

Table 4. Difference between domestic goods and foreign ones, and suitable prices of domestic goods and

foreign ones
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Table 4, Distribution of optician career and their buying poinis
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Table 5, Brand recognition, brand trust, and a merit of favorite brand
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Table 8. Difference between domestic goods and foreign ones, and improvement of domestic brands
against to foreign ones
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Table 7, Buying irand of a customers, effects of advertisement, and coming trands of eye—glasses
estimated by opticians
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Survey of the Brand and Design Recognition
Domestic Goods ond Foreign Ones in the Eye
Glasses |

Hyun—Gug Cho, Byeong—yeon Moon, Ho-Weon Kwak,
Jeong—5Sik Son, Ki—-Hong Kim, and Dong-Sik Yu
Department of Visual Optics, Kyungwoon University

(Received May 9, 2006 : Revised manuscript received July 5, 2006)

This study surveys the brand and design recognition by an expert vs, non—expert group in the eye
glasses industry, This survey is to search for a way for domestic brands to compete and win foreign
ones,

The non—expert group chose design as the most noteworthy difference between domestic and for—
elgn brands; likewise, the expert group appeared to first consider design on their choice, Brand rec—
ognition by the non—expert group appeared very low; on the other hand, expert group's recognition
was higher with domestic brands than with foreign ones,

In conclusion, the bounce back of domestic eye glasses business does not seem to be possible in a
snap by a special recipe; rather, it is necessary to invest and make efforts to develop new techniques

for better quality on the one hand, and tc increase brand and design recognition on the other,

Key words: Eve Glasses Design, Eye Glasses Brand, Survey of Recognition




