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Purpose: This study is to help assist in the management of optical shops by using the importance sequence of optical
shop selection attributes; which is related to the consumer's selection method of consumer, and by using the importance
sequence of optical shop information sources which is related to a route for optical shop selection. Methods: Customer
surveys were conducted from March 10 to March 31, 2015 targeting customers who have visited an optical shop in
Seoul and Northern Gyeonggi-do regions. The analys method was descriptive statistics and data were analyzed by
utilizing SPSS v.10.0 statistical package program. Results: The highest ranking five attributes among the importance of

optical shop selection are “friendliness and politeness of staff”’, “cleanliness of an optical shop”,

LRI

quick resolution of

customer's complaints by staff’, “eyes examination and glasses dispensing skill of staff”, “customer's complaints and
claims handling”. The lowest ranking five attributes among the importance of optical shop selection are “provide free

EEINN3 EEINNT3

gifts”, “scale or size of an optical shop”,

opening time and closing time”,

CLINNT3

convenient parking facilities”, “favorable

countenance of staff”. The two highestr ranking criteria among the importance of optical shop information sources are

CEINA3

“previous utilization experience”,

recommendation by a relative, a friend and a family etc”.

The two lowest ranking

criteria among the importance of optical shop information sources are “advertisement” and “spatial exterior view of
optical shop”. Conclusions: It is shown that the important thing in management of an optical shop is an inner caliber
like ability of ophthalmic optician, interaction with customers, and previous utilization experience rather than external

factors like advertisement, exterior view, and bonus gift.
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Table 1. Demographic characteristics in surveys

Frequency Rate

Assortment (people) (%)

Gend Male 120 53.6
N Female 104 46.4
Less than 25(years old) 43 19.2

Ace 26-40(years old) 54 24.1

& 41-50(years old) 64 286
More than 51 (years old) 63 28.1

Below Middle School Diploma 3 1.3

Education High School Diploma 125 55.8
level Graduate 94 42.0
Above a Master's Degree 2 0.9
Management/White Collar Job 28 12.5

Service 30 13.4
Professional Job 40 17.9

Occupation Self Employment 36 16.1
Housewife 38 17.0

Students 41 18.3

The others 11 49

Less than 1 51 22.8

Monthly  1.01~2.00 63 28.1
income  2.01~3.00 64 28.6
(million won) 3.01~5.00 38 17.0
More than 5.01 8 3.6

Martial ~ Single 88 39.3
status Married 136 60.7
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Table 2. Selection attributes of optical shop

Selection attributes of optical shop. Mean Std. Deviation
A friendliness and politeness of staff. 4.3571 0.8613
A cleanliness of an optical shop. 43214 0.8004
Quick resolution of customer's complaints by staff. 4.3125 0.8367
Eyes examination and glasses dispensing skill of staff. 4.2813 0.8557
Customer's complaints and claims handling. 4.2768 0.7890
Identifying customer's needs by staff. 4.1830 0.8667
Immediate response and explanation to customer's questions. 4.1830 0.8133
After-sales service about customer's complaints. 4.1696 0.8405
An interest of staff about customer's problem. 4.1473 0.8938
Glasses-related information and knowledge of the staff. 4.1429 0.8076
A newest eye examination equipment. 4.1339 0.8256
At the time the problem occurred, whether customer notices is taken or not. 4.1071 0.8665
Whether the service maintenance when staff is changed. 4.0982 0.8360
A treatment level of staff by owner. 4.0804 0.8271
A suitable price. 4.0446 0.8405
A variety of an equipped frame of glasses. 3.9420 0.8208
A convenient traffic. 3.9196 0.8998
A variety of an equipped glasses design. 3.9063 0.8603
Comfortable interior atmosphere. 3.8661 0.7635
Comfortable and relaxed latency. 3.8661 0.8523
Eyeglass price discounts. 3.8571 0.8613
A proposal capability of staff for a wide range glasses design. 3.8571 09119
Whether glasses design is showed or not, which is asked by customer. 3.8304 0.8564
A thorough customer cares by using loyalty card. 3.7946 0.8796
Whether credit cards can be accepted or not. 3.7768 0.9537
Close to home or workplace. 3.7500 0.9133
Whether new fashion styles is introduced or not. 3.7455 0.9435
An efficient space arrangement. 3.6875 0.8095
Whether a staff is changed frequently or not. 3.6785 0.9907
How many famous maker glasses are equipped? 3.5580 0.8865
Favorable features of staff. 3.5223 0.9468
Convenient parking facilities. 3.4063 0.9978
Opening time and closing time. 3.3705 0.8582
The scale or size of an optical shop. 3.3170 0.9529
Provide free gifts. 3.1607 1.0116
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Table 3. Information sources of optical shop
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Information sources Mean Std. Deviation
A previous utilization experience. 3.8973 0.9811
A recommendation by a relative, a friend and a family etc. 3.5982 1.1401
By accident detection in the path to come and go. 3.3304 1.0663
Because of reputation of optical shop. 3.1562 1.0994
Because of spatial exterior view. 2.9643 1.0194
Because of advertisement. 2.6562 1.1335
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