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Table 1. General characteristics of the population surveyed

Parameter Distribution Frequency (%)
10~19 78 (25.4)
20~29 87 (28.3)
30~39 48 (15.6)
Age 40~49 59 (19.2)
50~59 35 (11.4)
total 307 (100.0)
male 162 (52.8)
Sex female 145 (47.2)
total 307 (100.0)
Seoul 86 (28.0)
Gyeonggi-do 88 (28.7)
) . Chungcheong-do 126 (41.0)
Re(si1-d:rl?t}[al Gyeongsang-do 2 (0.7)
e Jeolla-do 3 (1.0)
Gangwon-do 2 (0.7)
total 307 (100.0)
Students 149 (48.5)
House wives 20 (6.5)
Specialists 34 (11.1)
Job General clerks 68 (22.1)
Self-employed 17 (5.5)
Other 19 (6.2)
Total 307 (100.0)
Less than 1,000,000 won 5 (1.6)
1,000,000-2,000,000 won | 36 (11.7)
Adult  |2,000,000-3,000,000 won | 46 (15.0)
3,000,000-4,000,000 won | 26 (8.5)
More than 4,000,000 won| 44 (14.3)
Monthly Less than 100,000 won | 60 (19.5)
Income 100,000-200,000 won 31 (10.1)
Student 200,000-300,000 won 26 (8.5)
(Pocket 300,000-400,000 won 19 (6.2)
money) 400,000-500,000 won 10 (3.3)
More than 500,000 won 4 (1.3)
Total 307 (100.0)
Less thanl year 30 (9.8)
1-3 years 36 (11.7)
Duration of 3-5 years 38 (12.4)
spectacles womn 5-10 years 79 (25.7)
till present
More than 10 years 124 (40.4)
Total 307 (100.0)
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Table 2. Analysis of purchasing spectacles High .quahty_ 13 (44.8)
Peculiar design (logo) 14 (48.3)
Parameter Distribution Frequency (%) Brand 29 (4.7) After Service 1 (3.4)
Less than 3 months 6 (2.0) Other 1 (34
Average 3-6 months 23 (7.5) Sub-total 29 (100.0)
period of 6~12 months 95 (30.9) Less than 10,000 won 16 (1.7)
replacing 1~2 years 113 (36.8) 30,000~50,000 won 50 (23.9)
spectacles Less than 2 years 70 (22.8) 50.000~100.000 won 88 (42.1)
Price 209 (34.0) ~ ’ '
Total 307 (100) 100,000~200,000 won 38 (18.2)
Change in power 98 (31.9) More than 200,000 won 17 (8.1)
Scratch of lens 75 (24.4) Sub-total 209 (100.0)
Reason for
replacing Breakage of the spectacle 56 (18.2) Other 15 (2.4) 15 (2.4)
the Change in design 65 (21.2) Total 614 (100.0) 614 (100.0)
spectacles Other 13 (4.2)
Total 307 (100)
Self 211 (68.7) H@4.7%) 2 TRTARI(ZE )T 58 FAS FAIS
Influences in optician 61 (19.9) © 3o & Yehgon Hss= E%_i-— sjejuali=r)
selecting Friends/families 33 (10.7) 2.4%%2 =2 HNEE AP 714 d ?l’ N
spectacles Other 2 (0.7) 2090 2 5-109HY wwho] 42.1%% 7]. 3 SU s RN}
Total 307 (100) = 3~5%H w|Rko] 23.9%% UrE‘rkM(Table
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Fig. 4. Purchase satisfaction while buying spectacles.
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A Plan to Improve Consumer Satisfaction and Reliability of Opticians
by Analyzing Consumers' Spectacles Purchasing Behavior
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Purpose: To plan and improve consumers' satisfaction by analyzing consumers' purchasing behavior of spectacles.
Also this will show the need of improvement in reliance of an optician. Methods: A total of 307 people (10 to 60
years) participated in individual questionnaires. Questionnaires comprised of general characteristic of surveyed
people, purchasing spectacles behavior, satisfaction after purchasing spectacles, reliability of optician, and
improvement points of optician. Results: Most important points in selecting the product were the design and the
price of the spectacles. 142 people (46.3%) replied “average” and 140 people (45.6%) replied “satisfying” out of
maximum point of satisfaction level which was 5 points. 72.3% of people have regularly visiting optical shop due
to the high accessibility, after-sales care, and courteous optician. On the contrary, 27.7% replied “never visit same
optician shop again” because of the low accessibility, minimal range of products, and high price. Data showed
that people had high reliability about the opticians' knowledge of product, and their technique of eye refraction.
Data revealed that people did not show high satisfaction about opticians' knowledge of ophthalmology, and price
of products. Most important improvement points were accurate spectacle prescription by Opticians rating 42% of
reply. Factors most considered during spectacle selection among the 10 to 20 age group were design by 34.8%
and price by 10.1%. Among the 40 to 50 age group, most considered factors were design by 14% and spectacle
frame material by 10.1%. Conclusions: Satisfaction rate of purchasing spectacles for the total participant group
was 4.2 average grades. Reliability of opticians' eye refraction result and prescription was 50.5%. However
consumers wanted to obtain more accurate eye refraction result and prescription with more comprehensive
explanations. Also, consumers wanted opticians to be sensitive and have appreciative eye in select spectacles for
customers, and to offer precise spectacle dispensing services and courteous after-sales care.

Key words: Purchasing spectacles behavior, Consumers' satisfaction, Optician improvement, Optician reliability
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