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o1, A9

Table 1. Demographic characteristics in surveys and customer characteristics of optical shops

Assortment Frequency %’Z[; Assortment Frequency 1({;:;
Gender Male 120 53.6 less than 0.5 year 23 10.3
Female 104 46.4 | A period of 0.5-1 year 75 335
less than 25 23 192 exchange 1-2 years 63 28.1
lens 2-3 years 43 19.2

Age 26-40 54 24.1
(years old) 41-50 64 286 more than 3 years 20 8.9
more than 51 63 28.1 less than 0.5 year 29 12.9
Education High School 128 571 | A period of | 051 year >3 237
level University 96 429 purchase 1-2 years 73 32.6
glasses 2-3 years 37 16.5
White collar job 58 259 more than 3 years 32 14.3

Professional job 40 17.9
Occupation Self employrflent 47 21.0 less than 50,000 won 26 116
Housewife 38 17.0 A cost of 60,000~100,000 won 64 28.6
Students 41 183 purchase 110,000~150,000 won 64 28.6
glasses 160,000~200,000 won 48 21.4
more than 210,000 won 22 9.8
less than 1 51 22.8 progressive lens 18 8.0
Monthly income| 1.01~2 63 28.1 A lens type bifocal lens 13 58
(million won) | 2.01~4 64 28.6 | of purchase | toric lens 109 48.7
more than 4.01 46 20.5 recently spherical lens 59 26.3
reading lens 25 11.2
myself 84 37.5
Martial status Single 88 39.3 a?feg f(t)(l)) IShZ)V(i(; family or acquaintance 84 37.5
Married 136 60.7 . friend or lover 40 17.9

optical shop

co-worker 16 7.1

L AT} 47172

=4 T4 (hierarchical clustering analysisyS A5}

o] gelow BiF
™ F B AW 58.938%20 AoE YT
fQle 7+ afle] W&y S4& 7 2 4

T A=E HWHAS Fsiioh
448 #ID3= KMO(Kaiser-Meyer-
Olkin)®] 32 2473 AL A3} 09147 ehto B = Al
H Am7F Q@ At Aog wds = kP
g ZF adloll 3 A duAS glsh] S8 28
ulE 4akgk(Cronbach’s a)S E-7H SQIE=E FelE 4
I HAgEo] 0747602 2 W3 4SS AL e

Aoz vehst P

aeB g 20 7H#E AFES 9] 8910 £
She 21 AAsh, ol tisto] ztzke] a]lo] X3t
THE MFE WE-S XBHOF FHIEE 3] 9
st Q21 12 “}PFT- 8817, 8%l 2= “PEFT 231~

£9) 38 “SHRT 2Ql", 89 4= FAFT aQlnow
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o340 T A3} Hi Al R HAEHRMS STD: root-
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(46.4%)] STAE £3h31 QIg1ov], BE 299] H57}
BHEY =2 548 Btk 232 108(31.3%)°] &
YA} St AdQon, QPPFTR), BEFT0),
gF7a9le] VIA 89S B Hiroldel vl Fak
T-a8le] 53] ve 545 Bt
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12 PR, WERET, YT 3714 X a9l
A7} ol Wshe] B w3129} 23S WRET,
BET, 5YET) P B 29 A5 Bl
Hlgte] = Yehues 2e & vk JEE Mg
T BEET, FEET M R 89 F e 7}

J Korean Ophthalmic Opt Soc.



78] 7hA) 2ol w2 QA Lle] A AR slel Tt AT 409

Table 2. The reliability and validity according to values of customer in optical shops

Factor loadage
Variable Factor 1 Factor 2 Factor 3 Factor 4 Commun- Reliability

Stability Happiness Ability Religion alities

oriented oriented oriented oriented
Sense of responsibility 764 .687
Logical 724 .556
The power of self-control .621 532
Security of family 616 .546
Positiveness .601 525 8734
Magnanimity 570 553
Equality .553 .584
Sense of achievement .533 579
Wise living 516 537
Well rounded living 722 .697
Comfortable living 704 700
Love and volunteering .676 579 8150
Peaceful world .560 591 ’
Enjoying life 552 704
Freedom 514 456
Social recognition 765 .625
Independence .676 S18
Ability .643 .588 7476
Financial security .632 532
Practice religion .820 .697
Eigenvalue 7.883 1.500 1.246 1.159
Explanatory power of dispersion 21.030 16.622 14.811 6.475
Total explanatory power of dispersion 21.030 37.652 52.463 58.938

KMO = 0.914, Bartlett’s Test of Approx. Chi-Square = 1973.653/d.f = 190/Sig =.000

Table 3. Market segmentation based on values

Cluster classification
. Significant
Factors in values Cluster 1 Cluster 2 Cluster 3 Total average F value probability
(n=50) (n=104) (n=70)

Stability oriented 3.34 4.24 4.26 3.95 81.346 .000
Happiness oriented 3.14 4.14 4.15 3.81 79.437 .000
Ability oriented 3.36 4.20 428 3.95 54.433 .000
Religion oriented 2.08 3.63 1.37 2.36 251.285 .000

AT 89S FasA Azdske w2 UmA 271Ae] oh o] ZEiA o] RES A VAR Yol AZs)
7R 8R1% F23H A7tehs 73‘?‘2 o] gE Ao A W YRBS A FarEA ¥ AR@H 1)y v
ZrEn), wEk PR, YPEET, SERT A AHE B FeAeRs JAYE@H2, T30 Yol Aztet

230 F UHAY 7A® 820E A T84 A e+ F Stk
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a4 &= Aol e Ao Adnt oldd wel A 2 4@29} T3 Alolo| AT A2 ==alsh xpo]

TAL e VI F BRFT, GBI, SAFPY Uehla e 5401 @ /b gded aRe
P A 2918 5Pl A4Sk TA% AFFT, e R tehdth #H2E Fud /K w
PEET, SAFT T F 090G T F8F  F8A S wE 23S Fad RS A9

A S e THOR s 9 o AE 8 et Zow Uk,
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Table 4. Characteristics of segmented market (unit : %)
Cluster 1 Cluster 2 Cluster 3
Assortment middle level value | high level value |high level value oriented |  Total
oriented cluster oriented cluster |and non-religious cluster
Less than 25 (years old) 14.0 13.5 314 19.2
Age 26~40 (years old) 18.0 26.9 243 24.1
((*=14.524") 41-50 (years old) 34.0 33.7 17.1 28.6
More than 51 (years old) 34.0 26.0 27.1 28.1
White collar job 20.0 29.8 243 259
Professional job 16.0 16.3 21.4 17.9
(;icl‘ggggﬂ) Self employment 40.0 144 17.1 21.0
Housewife 12.0 20.2 15.7 17.0
Students 12.0 19.2 214 18.3
Martial status Single 32.0 35.6 50.0 39.3
(x*=5.081") Married 68.0 64.4 50.0 60.7
Progressive lenses 18.0 5.8 4.3 8.0
A lens type of Bifocal lens 10.0 6.7 14 5.8
purchase Toric lens 34.0 53.8 51.4 48.7
(=16.9067) Spherical lens 26.0 22.1 329 26.3
Reading lens 12.0 11.5 10.0 11.2
() = Pearson Chi-Square, *p<0.1, **p<0.05
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A Study of Market Segmentation of Optical Shop Based on Customer's Values
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Purpose: We analyse characteristics of optical shop customer's segmented market by using clustering analysis,
and we expect it would be a useful indicator of marketing strategy for optical shops. Methods: Survey was
conducted from March 10 to March 31, 2015. The survey asked customers who have visited optical shops in
Seoul and Northern Gyeonggi-do regions, and analyzed by utilizing SPSS v.10.0 statistical package program. The
analysing methods are frequency analysis, factor analysis about variable of values, clustering analysis for market
segmentation, and crosstabs. Results: The market is segmented based on values. In the process of establishing
marketing strategy, it is useful to establish strategy by classifying customers into 3 types of cluster; “middle level
value oriented cluster”, “high level value oriented cluster”, “high level value oriented and non-religious cluster”.
In marketing strategy of progressive lenses, it turned out that the most important strategy is to target self-
employed person in “middle level value oriented cluster”. Conclusions: As a result of market segmentation by
using clustering analysis, it was classified into 3 types of cluster, and we found that most important customer for
progressive lenses is self-employed person in “middle level value oriented cluster” who is more than 41 years old.

Key words: Values, Clustering analysis, Market segmentation, Optical shop
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