ISSN(print) 1226-5012
J Korean Ophthalmic Opt Soc. 19(1):9-16, March 2014 http://dx.doi.org/10.14479/jk00s.2014.19.1.9

|'O

=419 ZEIX0|= READ IOl SEl kEA Aol tist
|

sMa|*, ZiEsh QMY Hisl2|, 0|5
23| B A Sk obdsela 94k 689-784
o149 19 319, 90149 39 69), AL 20149 39 159

B3 £ d7e 24k ME Wt 13 MEAE o2 sZaliRbo] Z(franchise) QP HY AR AN HH
el tigk Q141E vlnl BASte] ko Z PFAL E Qb le] Yolrtop & WEkS AAstaAl s Wl &
2be} Qb ES WHES 7 152 &4ke] A FAMAL 50 S Ul ® AEFRAINT A a7 o] Azte)

E ZApo)= ML AHLe AAA AlxEI Hulxs oz g 714, uAue] AERE 507 FALE
ATH AN 1 HEde AL uATe] e A%, 71, IR, @02 E MU QHE Y wH], o
o EE v, A|2E], 702 el AR} AZdehe Zilxjol= bA Y] A Aul, Al2H], 117
o] A%, QHEAL wE, B = FYS QIHE Y, =g oWE, T AFHE TOZ FAFUTE A
=2 oA AL An|a, AT A% o g s sZalxto]|= ehAd) HIS) A|A|Z o)A EEk A|2H], o]l
E 5%, delgo] wH] 5oz Yelyth A& BEARE 7HEA AR X923 Flo] olg} ZTalxto]= kg
Q) 59 ALY 49 AHE Huigh A JEAY AHE nigez AP AL T A HHAE 5 3l
= URks rhAshs Ao] vEAE Ao= Alg L)
FH0f: Zalzlo]= HEY, /9] 59 HAY, 7, AL
M B 3 FEFHelH, A W o] JldlM = o=
HEAEE FAOZ F43 AAE Rola Ul o]
ddje] 1AL AFe Fujol] oA thegst AEs 2 &l =) Az 2 FE3FAAME vEREdTeE
g 4= e, o] AF AE|Zof TS =7H A Zzto]| = AlzElol tigh #Alo] ARl ot
Tl A} FolRER Mu|2q] EoklAe FoETE AEAAY A5 vid M= E HEAS 7 STk
4o S Fa3HA AZtslof gtk Aul s FEL2 a1 3 Q= 7hed dA SEuvet e = 86004 T
A TSI 2E 2 ojojA a1 1 TSI 4lEe 3174 9 o o]2t}t. 1 F /A 1 MEY Lol 1997d AAd
FAEE o]F F 7] WEo|tt. E Y A5 52k QHo] ] HE=E Zalxfo]= 71ES A12FgE o] YAl
I U240 3 BokZ Hufj o} AS AAIE wf A& Zaixto) = HFYL oF 30% 71 AFA|SaAL o 1 H)
B2t} A tf-g-o] o]FoiA] 7] wiFol el tigh A &2 sttt S71skaL e FAolt)
H| 2 S53) nHA|E] E-5o] E719sitt. mebs] e AT dee ofojA] bEUS] 71 2000 THE o
19 Q7S A3 olajala A MRS AH] 3] TS} Aeoln, 1 F xdlRo]= AU S
A A AT A2 P AE| 2o gjE) SRS of3)] 2 7099702 35%= 2A|Skar Aok
TH7F a3t Z@zPo]= Ao w2, M ERE= Mg sl
g U9 AAdbdol AulzAtde] vlFo] ulS- A Yol Mol 542 dFde F= il 7PERs} F
AR Qom, nPALSldE A& o R FIHE Fo= Fohs Ee] 57, FXE UJHE A, FaL, AHlx 58 F
ASEH o]t MRk o] gAY ShE A} A A8 BEske AL E2 7Pl wsxY, FY
o]z AlxHlo] b3 gty Zizto]= A|E] A @ AFAY T 4F HI=shE AFser v,

YA
(franchise system) AZI=rol|A] QI71E &AL e AX= 7187 7P R 7

fru
e
o
ol
o
e
oxl
o
=2
N
I

*Corresponding author: Sun-Hee Han, TEL: +82-52-270-0333, E-mail: hansh@ch.ac.kr



e

ot

10

AEstarl 7HA Aol Badt S A3 FAsNA 7t
WEe] Aot Fxob EHE A I o] &
< 7FYRTo 7P AEAR] BAE Zalatol =zt
& 5 glom, Aa mazte| = 7pRR-} 7Rt
A Alsdolal & 5 e
7 501 89)7Iek FE917IE AR qFE A
AZzo] wEAZo T FAEEA T2 ol He 2

o?_ﬂ,

32

©2 el AIE FshA she A7t 24 5
o} o] = AR 19 =W AYe FAsAT AR

o I3t AT HMEX| 2 o] BREZ3AA HAE AFPsh=

olxd ZELule}t J—E.JJ—UH 2ol 59 3R g

2 EAe) A9 5 vigoz @ Zazelx A4 A
A 22e] 19 53] epAelee T kel
714 gele] eb7fle] 2 g FelE S5 g

o thal A7refaral &4ke] s HJ%& ELE
o8 AEEARE A SIS0t 8, 24k
TARRAL Qe A B wiuAE PAARE ddo® i
Aol bRz AR FY ol e
=S AREASIAL 7HA 7 A 293

g &Aooz HATE Holrtol &

B Bzl A5 AASHA H3i

“Jfrﬁt‘rﬂ'
°

Z ooy
>

Akl AFFHEA 4+e] ohAYS WES 1 F
15293 &4k] G, T, T AY A 9
U F oHAAL 508 S e g AEFALE AAE)
Si=

2. oy

2012 39~6¥€71A] 223ke] 19 40 vl oS
24 WEsle] AEZALS AAEFE, HEYS
St 17 15297} QHAAF 50O ZHE] F£AE HAEA £
20285 A5 B Aol ALEEH AEA= A

op

T lerdt WAR Aol ALsislen, 2E
& Eake] Zairtol= b9l ]l =1 Qbdele] ‘ﬂél
= FALES 9 FEEA 158, AL 4B s
=0t

Vol. 19, No. 1, March 2014

2138, Aeg, 4419, vtal e, ol3Hd

2014} 46%, 30tH 29%, 401‘41 11%, 501‘41 8%
& AR Yepdth. B AQRER= Y 37.5%, Sk
243%, FF-A 10.5%, AEH 8.6%, T
5.9%, MBI~ 2.6%, 7TE} 3.3%=Z YERSTHTable 1).

2) OHZAle| UHIY SN
SFAAL 507 o] AHETE A 86%, A 14%= HA

=
517_“, 1527 9] AHEX = A 48.7%,
Jo] = HEIE

10t 6%,
20007} 714 e

6.6%, A9 A

Table 1. General characteristics of the customer

(n=152)
Characteristic Classification Frequency(%)
Male 48.7
Gender
Female 51.3
10~19 yrs 6
20~29 yrs 46
Age 30~39 yrs 29
40~49 yrs 11
50~59 yrs 8
Student 37.5
Businessman 243
Public official 10.5
Profession 8.6
Job
Housewife 6.6
Self-employed 5.9
Service industry 2.6
Others 33
Table 2. General characteristics of the optometrist
(n=50)
Characteristic Classification Frequency(%)
Male 86
Gender
Female 14
Below 5 yrs 34
Total working 5~10 yrs 36
experience as 11~20 yrs 24
More than 20 yrs 6
Franchise optical shop 46
Workplace
Independent optical shop 54
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Table 3. The reason for regular visits thinking customer

(n=152)
Classification Number of person
Number Frequency(%)
Brand identity 8 5
Close distance 51 34
Familiarity 9 6
Interior 5 3
Others 6 4
Price 24 16
Professionalism 9 6
Service 35 23
System 5 3
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Table 4. Advantage of franchise optical shop thinking customer
(n=152)
Classification Number of person
Number Frequency(%)

Communication 3 2

Interior 15 10

Others 6 4

Price 15 10

Professionalism 14 9

Service 37 24

System 41 27

Trend reflection 21 14

Table 5. Disadvantage of franchise optical shop thinking customer

(n=152)
Classification Number of person
Number Frequency(%)

Communication 38 25
Interior 3 2
Others 15 10
Price 62 41
Professionalism 15 10
Service 5 3
System 6 4
Trend reflection 8 5
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Table 6. Advantage of independent optical shop thinking

customer
(n=152)
Classification Number of person
Number Frequency(%)
Communication 64 42
Interior 1 1
Others 5 3
Price 48 31
Professionalism 18 12
Service 14 9
System 1 1
Trend reflection 1 1

Table 7. Disadvantage of independent optical shop thinking

customer
(n=152)
Classification Number of person
Number Frequency(%)
Communication 9 6
Interior 26 17
Others 12 8
Price 19 13
Professionalism 11 7
Service 32 21
System 20 13
Trend reflection 23 15

i %‘ XﬂEJ Eé_], %’é] 1 ASS, -4’\] "“HV‘] A gR, Ay
g Aul2 T3 dze] A AR S B AR
ol Ziato|= QHEde] Ao, 38 T8 A
D73} AR = 71 59 oo

7C:)] ‘O]:I__:'_‘ E%E}i 6]’]:]— ‘:E‘(S"'— J-LEHX]—O]Z 91-76]%_

ZHAl
Aau, 714 AAAE B3 F94 183 18k o
Az So] mAe)A AH o NES Fivky 1 E
t}. ofol] HIg] iR =9 e Z]:-ELU,] AN FEE 11
Mol A A7k Horske = Ealo] AEA|2) ko] 7}
53 Ao Veh} Zalajo)= L}ﬁo%_q_ ApEg mE

2 AFshe Zlow e

rr Hd
gy
0r .
2
\af

(3
j\:_,
L}o\'

Vol. 19, No. 1, March 2014

, e, dAM G, a2, o3k

Table 8. Advantage of franchise optical shop thinking optometrist

(n=50)
Classification Number of person
Number Frequency(%)
Communication 9 18
Education 6 11
Interior 4 8
Others 1 3
Price 4 8
Service 17 34
System 9 18

Table 9. Disadvantage of franchise optical shop thinking

optometrist
(n=50)
Number of person
Classification
Number Frequency(%)

Communication 6 13
Events 11 21
Interior 11 21
Others 14 29
Price 2 4
Service 2 4
System 4 8
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Table 10. Advantage of independent optical shop thinking
optometrist
(n=50)
Number of person
Classification
Number Frequency(%)
Communication 21 41
Education 1 3
Interior 1 3
Others 3 6
Price 2 3
Service 22 44

Table 11. Disadvantage of independent optical shop thinking

optometrist
(n=50)
Classification Number of person
Number Frequency(%)

Communication 3 6

Interior 9 17

Others 4 8

Price 6 13

Professionalism 4 7

Service 11 21

System 6 13

Trend reflection 15
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A Comparison Study on Customer and Optometrist Perception toward
Franchise and Independent Optical shop in Ulsan
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Dept. of Optometry, Choonhae College of Health Sciences, Ulsan 689-784, Korea
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Purpose: In this study, we have compared and analyzed customers’ and optometrists’ notions regarding franchise
optical shops and independent optical shops, so that this research proposes a new direction for the optical
industry. Methods: A survey was conducted on 152 customer who visited optical shop and 50 optometrist in
Ulsan. Results: With regard to franchise optical shop, customers answered as advantages the well-organized
system and service, while as disadvantages high prices and lack of communication. The advantages of
independent optical shop, on the other hand, were good communication, fair prices, professionalism, while the
disdvantages were lack of service, poor interiors, old-fashioned trends. Optometrists answered that advantages of
franchise optical shop were service, system, communication, and successive education, while the disadavantages
were monotonous interiors, excessive events, and lack of communication. Optometrists also answered that
advantages of independent optical shop were service, and communication, while the disadvantages were poor
system, lack of events, poor interiors. Conclusions: We could conclude that it is reasonable for optometrists to
consider the advantages of their competitors in order to enhance their communication skills and professionalism,
which will promote a healthy competition between them.
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