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Wholesale frames in the company distrubution channel analysis
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Abstract

In this study, focusing on workers wholesale optical frame, analyze the distribution of the optical frame, we
studied the improvement of distribution. Has a work in the distribution industry and education in the various
age groups, size of the company was small-scale. For the inventory management of the optical frame,
systematic management is not performed, expectations for a better distribution system also was not large. In
order to ensure better sales, wholesale optical frame company role intermediate of the spectacle
manufacturers optical frame consumer deemed it is necessary to ensure the activation of internet sales and

joint sale.

Keyword : E=0H(wholesale), 9tZiH|(optical frame), +S(distribution)
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<Fig. 1> wholesalers gender
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<Fig. 2> wholesalers age
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<Fig. 3> wholesalers academic ability
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<Fig. 4> wholesalers career
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<Fig. 5> wholesale company scale
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<Fig. 6> wholesale company employee
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<Fig. 7> scale store
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<Fig. 8> manufacture correspondent
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<Fig. 9> optical shop correspondent
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<Fig. 10> annual scale
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<Fig. 11> appropriate margin
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<Fig. 12> optical frame cause of price

competition
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<Fig. 13> optical frame clistribution
channels
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<Fig. 14> optical frame price system

Dcurrent

optical frame
price system

Binstitutional price

Dmanufactured price

Dhealth insurance

coverage price

Bothers

11) sHEdellx o] et uj7bA 7 A

b Aol Aol HgH A AAo] oW
B vhebdua ekt s “EEzulvh
Auk @ W ool $RAEE0T, 46.9%)°)
s, vl Wlede wels gdne
SHE AP 15(23.4%), “RE2mHE 2

Aol @ BRn Qs SE A}
(21.9%), “FE=2m7HARG | @e] ¥
AT L S A 4H(6.3%)9] wow
Ebtar, 71ERL 19 (1.6%) 2.2 YERRTh o] A
Il e P delA Az d 7HEE
WA e Ao A4S e Ao w yEwTh

<Fig. 15> sale price competition for optical

SO U P O U
g
B
bt
j=|

shop



94 S=FFYBAHMASS|=FEX((2013.12)
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<Fig. 16> optical shop selection
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<Fig. 18> frame clearance
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<Fig. 20> business management
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