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the others upder 20s

0% 0%
early 20s

25
25%

under 20s 0 (0.0%)
early 20s 5 (5.0%)
late 20s 20 (20.0%)
early 30s 35 (35.0%)
late 30s 15 (15.0%)
early 20s 25 (25.0%)
the others 0 (0.0%)

Fig. 1. Age group of merchant.
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2years™ 3years
5
5%

less than a year 25 (25.0%)

a year ~ 2years 30 (30.0%)

2years ~ 3years 5 (5.0%)

more than 3years 40 (40.0%)

Fig. 2. Sale career of merchant.

the others

10% 65 (65.0%)
20% 0 (0.0%)
30% 0 (0.0%)
more than 40% 15 (15.0%)
none 0 (0.0%)

the others 20 (20.0%)

Fig. 3. Goggle and sun-glasses sale in whole sale.
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spring 5 (4.8%)
summer 50 (47.6%)
fall 0 (0.0%)
winter 35 (33.3%)
none 15 (14.3%)

Fig. 4. The season when the sale is high of Goggle and sun-
glasses.

200,000~250,00 250,000~300,00 more than
0 0 300,000
10 0
10% 0%

less than 10,000

100,000~150,000

150,000~200,000

200,000~250,000

250,000~300,000
more than 300,000

30 (30.0%)
30 (30.0%)
25 (25.0%)
10 (10.0%)
5 (5.0%)
0 (0.0%)

Fig. 5. The price unit of the goods where the sales ratio is
high of goggle and sun-glasses.

7} JeRdt) o] A9E & 4 gEo] Fulse uE 2
A2er=E A-S /s Bel 3 2S¢ 5 Aok

Tfle oug AHS FHOE Amjsi=rtel thaliA
ZAKS AY= Fig. 69 2t} sl YARlS 34
o7 Av Fujdichr} 508 (43.5%) 0.2 7 Bk, Wk

A 7HAE S Aol SRS T Addtt
247} 1078 (8.7%) -2 71 A& A7t YEsitt. o] 7:‘?%
S & F Uxo] RIS °P7J‘7<l*‘ir+— ARels
HA o=z Avstar dulighs o 4 ok 1 5ol 715}

P‘% ole Fujle] ofel= 1*L8 i ghth= #ajclo]

4.3%)7F YEFSTH

Nl

J. Korean Oph. Opt. Soc.



optical the others

knowledge _,_..,--"'",f 5
10 4%
9%

opticaian's
inducement

eturn__exchange

the others doesnot

design 50 (43.5%) return 0 (0.0%)
price 10 (8.7%) exchange 10 (9.5%)
fashion trend 20 (17.4%) head office request 85 (81.0%)
age 20 (17.4%) opticaian's inducement 10 (9.5%)
optical knowledge 10 (8.7%) does not receive 0 (0.0%)
the others 5 (4.3%) the others 0 (0.0%)

Fig. 6. What kind of explanation important sale.

doesnot the others
manage
20

(- 17%

0%
than
you gifts
15
13%

Discount

DM dispatch 35 (29.2%)

Discount 10 (8.3%)

mileage reserving 40 (33.3%)

thank-you gifts 15 (12.5%)

does not manage 20 (16.7%)

the others 0 (0.0%)

Fig. 7. Custom administration after goods selling.
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Fig. 8. After selling service.

Yes 40 (40.0%)
No 60 (60.0%)
Fig. 9. Selling before was educated about optical knowledge,
Yes or No.
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internet
0
0%

price
comparison sale
10
16%

sale of
merchant
mind
10
15%

headquarters' training 30 (66.7%)
internet 0 (0.0%)
relation literature 10 (22.2%)
optician 5 (11.1%)
a journal 0 (0.0%)
the others 0 (0.0%)
Fig. 10. The medium which is educated.
30
25 -
20 - HYes
15 - HNo

10 A

© & & K &
&
Q"b
Yes No
VD 15 (37.5%) 25 (62.5%)
PD 15 (37.5%) 25 (62.5%)

25 (62.5%)
20 (50.0%)
20 (50.0%)
15 (37.5%)

15 (37.5%)
20 (50.0%)
20 (50.0%)
25 (62.5%)

Temple

nose pad fitting

temple fitting

pantoscopic angle

price comparison sale 10 (15.4%)

fashion trend sale 15 (23.1%)

sale of customer mind 20 (30.8%)

sale of merchant mind 10 (15.4%)

the others 10 (15.4%)

face - form 10 (25.0%) 30 (75.0%)

Fig. 11. Fundamental terminology of glasses.

AAMS a5
o Hl3) AAct.

BhARE 294 W E Temple(QPatH] = EE2TH(159
37.5%)7F LIATH25™, 62.5%)°l vl H YL, Fio)
AR Azol -2 LI AUTH20™, 50.0%)°F ZE
(2078, 50.0%)7} Whito] gl

o] AyollA & = Uxe] aF H ASep2e A<l
52 oF 71249 IHS EARY I FAAA w97
= ST 1 FHLE T Hlsta 4 JAIT sk

™, 37.5%)7F 20259, 62.5%)

Vol. 14, No. 4, December 2009

Fig. 12. Optical knowledge was not educated Sale method of
merchant.

Yes 60 (60.0%)
No 40 (40.0%)

Fig. 13. Professional necessity of optical knowledge about
goggle and sun-glasses sale.
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the others under 20s
28 9

early40s
52

under 20s 0 (0.0%)
early 20s 80 (38.5%)
late 20s 32 (15.4%)
early 30s 8 (3.8%)
late 30s 8 (3.8%)
early 40s 52 (25.0%)
the others 28 (13.5%)

Fig. 14. Age group of purchaser.

more than
300,000
36
17%

150,000~300,00

0
28

18%

less than 50,000
50,000~100,000
100,000~150,000
150,000~200,000
200,000~250,000

20 (9.6%)
40 (19.2%)
36 (17.3%)
20 (9.6%)
28 (13.5%)
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sports _fishing the others

20 4
9% 0% 2%

beauty 80 (37.7%)

36 (17.0%)

drive

block ultraviolet rays 72 (34.0%)

sports 20 (9.4%)
fishing 0 (0.0%)
the others 4 (1.9%)

Fig. 16. Purchase purposes of goggle and sun-glasses.

duty-free shop the others

12 _\ g 2 astall
20

6%

sports shop

internet 24 (11.5%)
a stall 20 (9.6%)
sports shop 24 (11.5%)

a department store

0,
(except for optical store) 120 (57.7%)

250,000~300,000 28 (13.5%)

duty-free shop 12 (5.8%)

more than 300,000 36 (17.3%)

the others 8 (3.8%)

Fig. 15. Goggle and sun-glasses the price which purchases.
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Fig. 17. Purchase place of goggle and sun-glasses.
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viaual field  the others
proofreading

design 136 (58.6%)
service 0 (0.0%)

price 20 (8.6%)

brand 24 (10.3%)

fashion trend 16 (6.9%)
viaual field proofreading 16 (6.9%)
protect eyes 20 (8.6%)
the others 0 (0.0%)

Fig. 18. When purchasing for goggle and sun-glasses most
consideration.

the others
4
2%

optical shop
admonition
28

14%

exchange 4 (2.0%)

optical shop admonition 28 (13.5%)

head office request 84 (40.4%)

Does not receive 88 (42.3%)

the others 4 (2.0%)

Fig. 19. After selling service.

a= 9 dgEks Ful A 7R sk Al oiEl
Al ZAKSE AY= Fig. 189 2t 118 A txielo]
1367 (58.6%) -2 714 ©okar, AH|2~7}F 07(0.0%) 0.2
71 e A9 el o] 2RE & 5 %ol AlE
WY QFRTI} T2 M WRE AMEShs 1E Y
AZepo| A ek FuflEe YAl F oA of7)ar Q)
= AE Y S Utk

= 9 AIEaE g XA A/S BEEke W
o thali A ZAKS A= Fig. 199 2th A/S B W
2 ukx] okoo] 88%H(42.3%)0.F 7P Wkl wdto] 4

2y

o oF rE

Vol. 14, No. 4, December 2009

the others
16
8%

thank-you gifts
16
7%

DM receipt 32 (15.1%)
discount coupon 8 (3.8%)
mileage reserving 44 (20.8%)
thank-you gifts 16 (7.5%)
does not receive 96 (45.3%)
the others 16 (7.5%)

Fig. 20. Goggle and sun-glasses custom administration method.

Yes 92 (44.2%)
No 116 (55.8%)

Fig. 21. Did the optical knowledge of merchant become help?.
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the others
0
0%

professional
4
2%

astall the others

3 12
department 5%
store(except
for optical
store)

2%

professional 4 (1.9%) optical store 140 (62.5%)
proper 72 (34.6%) internet 16 (7.1%)
common 72 (34.6%) sports shop 8 (3.6%)
i 90 5T (exiedfpfil;ugeﬁ:;ltosrg)re) 40 (17.9%)
the others 0 (0.0%) pt jor op
- duty-free shop 12 (5.4%)
Fig. 22. When the purchaser feels, merchant optical knowledge -
of purchase place. a stall 4 (1.8%)
the others 4 (1.8%)

Yes 88 (42.3%)
No 120 (57.7%)

Fig. 23. After purchasing with inconvenient optical shop visit
experience.

the others
12

11%
stability

fatigue
20
18%

a rim's slope down 36 (32.1%)

nose and ear pressure 20 (17.9%)

inconvenient vision 24 (21.4%)

stability fatigue 20 (17.9%)

the others 12 (10.7%)

Fig. 24. The reason which visits optical shop.
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Fig. 25. When re-purchasing, purchase place.

the others
16
7%

24 (11.1%)
64 (29.6%)
44 (20.4%)
68 (31.5%)
16 (7.4%)

Due to high price

Due to a little design

Due to not difference

Due to the brand which prefers

the others

Fig. 26. The reason which does not purchase from optical

shop.
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Study and Research of Seller's Optical Knowledge About Sale
of Goggle or Sun-glasses

Ji-Min Lee, Hyun-Rae Jo and Woo-Yeong Jang
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Purpose: Recently because goggle and sunglasses is industrial products, unprofessional is selling in store what is
not optical store. Due to layman's sale, check of frames or lens, the quality, curve, A/S, is impossible. Therefore
layman's sale threated national eye-health. So we investigated in order to know them, merchant of goggle and
sunglasses except for optician, about “how many they have optical knowledge?” and “What can they give a
service us?” Methods: Regardless age, we get a survey of 208 person who purchased goggle and sunglasses in a
store that it is not optical store and 100 of goggle and sunglasses except for optician. Results: Most merchant
who havenit knowledge about glasses sells goggle or sunglasses. Even though merchant has knowledge about
glasses, It was very littles, now. Conclusions: Optician who have expert knowledge need method that it was very
littles. So goggle and sunglasses that it is registered industrial products need method to transform into health

instrument.

Key words: Merchant, Sports goggle, Sunglasses, Optical knowledge
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