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Table 1. Demographic characteristics

. Frequency o
Variables (number) Rate(%)

Male 94 46.1

Gender | pemale 110 53.9

less than 30(yrs.) 54 26.5

31-40(yrs.) 34 16.7

Age 41-50(yrs.) 59 28.9

51-60(yrs.) 46 22.5

more than 60(yrs.) 11 54

less than 1 (million won) 42 20.6

1.01~2 (million won) 59 28.9

1\1/1112221:11;/ 2.01~3 (million won) 59 289

3.01~4 (million won) 36 17.6

more than 5.01(million won) 8 39

Management/White collar job 27 13.2

Service occupation 28 13.7

Professional job 35 17.2

Occupation| Self employment 34 16.7

Housewife 33 16.2

Students 38 18.6

The others 9 44

Mddle School 3 1.5

Education | High School 112 54.9

level University 87 42.6

Graduate school 2 1.0

Martial | Single 79 38.7

status Married 125 61.3
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AR=] A
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Table 2. Reliability evaluation of factors effecting on lifestyle

0.639 oPFo 7 =ZEo] /i Q19 A= Fadt A

Y A8 tiste] Table 39} Zo] W2]# 2 (varimax)

A5 Aol mE FAE A4S AXIg 23, 813

= 1471 =R 2

A, AR R 29171, HA A1 A ], A2 g

, R grEY 27, 54 = A
l

=
A e, Ao 2R A, A9l WAEA] T ARl
el

3. 7189l A&

1) 2fo|=AElQlnt oFAR ME{Ol A

2 ATl A% I 1> A E9] glo]Z e
o] )bEd e m 3

W

Factor Items Factor loading | Eigenvalue Variance (%) Reliability
Reading in his spare time .803
Knowledge oriented | cading for acquiring knowledge 771 3.226 15.364 73
Travel for educational purposes .648
Contemplative life .616
Frugal life 708
Stability oriented Life for home .696 2.738 13.039 .639
Understanding the poor .645
Although poor, but enjoy life .806
Goal oriented Work hard .802 2.504 11.926 745
Higher goals for life .643
Health oriented Regular excrcise 821 2.005 9.550 821
Easing tension as a movement .819
.. Enjoy art activities .669
Cul_tural activity Interested in cultural activities .649 1.928 9.185 731
oriented . .
Enjoy trip .614

Methods of extraction : Principal Components, Rotation : Varimax, Eigenvale : 1, Cumulative % : 59.063
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Table 3. Reliability evaluation of factors effecting on store selection

Factor Items Factf)r Eigenvalue | Variance (%)| Reliability
loading
Quick resolution of customer complaints 756
Identifying customer needs by staff. 746
Dealing with The friendly and polite staff. 732
customers Staff have interested in customer issues. 701 3843 18.260 A1l
Immediate response and explanation to customer questions. .595
Customer complaints and claims handling. 556
Glasses design rendering by staff. 738
Ability of glasses design proposal. .655
L Eyes examine and glasses dispensing skill. 616
Professionalism Glasses-related information and knowledge. .606 3:978 12432 850
At the time the problem occurred, whether customer 581
notices is taken or not.
How many famous maker glasses are equipped? .789
The latest fashion New fashion styles introduced? 671 2.723 8.509 759
A variety of glasses design degree. .666
Close to home or work. .657
Promotion Giving away free gifts. .647 2.639 8.248 712
Customer management by using such as customer card. 589
- An efficient spatial structure. .664
Facility Comfortable and relaxed latency. .569 2481 7732 611
. Eyeglass discounts. 783
Price Whether credit cards can be accepted or not. 11 2416 7:330 722
Methods of extraction : Principal Components, Rotation : Varimax, Eigenvale : 1, Cumulative % : 62.752
Table 4. Property of store selection based on lifestyle factors
Non-Standardized coefficients Standardized
. t p
B Standard error coefficients
(Constant) —2.840E-017 .024 .000 0.000
Knowledge oriented —.044 .024 —-.107 —-1.842 .067
Stability oriented .160 .024 393 6.759 .000
Goal oriented 132 .024 325 5.581 .000
Health oriented .046 .024 114 1.956 .052
Cultural activity oriented .088 .024 215 3.691 .000

R?=0.330, Modified R*=0.313, F=19.533 p<0.000

*p<0.001
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Table 5. Property of recommendation intention based on lifestyle factors
Non-Standardized coefficients Standardized
B Standard error coefficients ‘ P
(Constant) 3.373 .065 51.913 .000
Knowledge oriented .003 .065 .003 .051 959
Stability oriented 270 .065 278 4.143 .000
Goal oriented .076 .065 .078 1.161 247
Health oriented .160 .065 165 2.462 015
Cultural activity oriented -.016 .065 -.016 -.244 .808
R?*=0.111, Modified R*=0.088, F=4.927 p<0.05
*p<0.001, **p<0.05
Table 6. Property of recommendation intention based on store selection factors
Non-Standardized coefficients Standar.dized . o
B Standard error coefficients
(Constant) 3.373 .067 50.399 .000
Dealing with customers 204 .067 210 3.038 .003
Professionalism .013 .067 .013 195 .846
The latest fashion .080 .067 .082 1.194 234
Promotion 075 .067 .078 1.123 263
Facility .029 .067 .030 433 .665
Price .056 .067 .058 .834 405
R?=0.061, Modified R*=0.33, F=2.139 p<0.005
*p<0.001
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Purpose: This study was performed to offer some more effective marketing strategies for optical shops on a basis
of analyses of what lifestyles influence most on ‘store selection’ and ‘recommendation intention’ and of what
properties of ‘store selection’ influence most on ‘recommendation intention’. Methods: Questionnaire surveys
were conducted from the customers who visited the optical shops in Seoul and northern Gyeonggi-do region from
January 1 to June 30, 2014. It was analyzed via utilizing SPSS v.20.0 statistical package program. Results: The
results in lifestyle-factors which influence on store selection were arranged in order as follows: ‘stability oriented’,
‘goal oriented’, ‘cultural activity oriented’. And the results in value-factors which influence on ‘recommendation
intention’ were arranged in order as follows: ‘stability oriented’, ‘health oriented’. The most positive factor for
‘recommendation intention’ was revealed as ‘dealing with customers’ among several factors of ‘store selection’.
Conclusions: Today’s marketing activities for customers should be suited for different lifestyles of customers.
Customers who have ‘stability oriented’, ‘goal oriented’, and ‘cultural activity oriented’ lifestyles tend to select
optical shops in consideration of 21 items when selecting an optical shop. Customers who have ‘stability
oriented’, and ‘health oriented’ lifestyles have positive influences related to ‘recommendation intention’. Also, it
is likely for customers to recommend optical shops to others when the factor ‘dealing with customers’ meets their
expectations.

Key words: Lifestyle, Select store, Recommendation intention, Optical shop
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