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Purpose: The purpose of this study is to examine g difference of selection attributes based on sunglasses purchasing
behavior and thereby to suggest marketing implication for optical shops. Also the aim is to find a relationship between buyer's
sunglasses selection attributes and their sunglasses purchasing satisfaction. Methods: Customer surveys were conducted from
June 20 to September 30, 2016, targeting general public living in Seoul, Gyeonggi-do, Pusan, and Gyeongsangnamdo regions.
Questionnaire forms were made with Google questionnaire program, and then the surveys were conducted by SNS. Results: As
a result of factor analysis, sunglasses selection attributes are shown to be classified into 4 kind of factors, which is ‘Function
oriented’, ‘Design oriented’, ‘Image oriented’, and ‘Convenience oriented’. A customer who buys sunglasses lens with visual
power correcting function prioritizes ‘Function oriented’ and ‘Convenience oriented” more than orthoptic sunglasses lens
customer. As the purchase period got shorter, the average importance of ‘Image oriented’ tended to be higher. A sunglasses
customer with 6 month~3 year purchasing span thinks ‘Image oriented’ is more importantly than an orthoptic sunglasses lens
customer. As the purchasing price got higher, the average importance of ‘Function oriented’, ‘Image oriented’, and ‘Convenience
oriented’ were shown to be higher. A sunglasses purchasing place which has the highest average importance of ‘Function
oriented’ and ‘Convenience oriented’ is optical shop. A sunglasses purchasing place which has the highest average importance of
‘Image oriented’, is department store. An optical shop sunglasses buyer considers ‘Convenience oriented’” more importantly than
internet sunglasses buyer. ‘Design oriented’ turned out to have a positive affect on the satisfaction of sunglasses purchasing.
Conclusions: ‘Function oriented’ and ‘Convenience oriented’” must be emphasized to a customer who needs visual power
correcting sunglasses lens. As the purchase period got shorter, the ‘Image oriented’” was more importantly considered, and it
needs to be separated by every 3 years of purchasing span. ‘Function oriented’, ‘Image oriented’, and ‘Convenience oriented’
must be emphasized to a customer who pays higher purchasing price. Customers who buy sunglasses in optical shop considers
‘Convenience oriented” most significantly ‘Design oriented’ is important for a sunglasses customer's satisfaction.
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Table 1. Demographic characteristics in surveys
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Frequency

0,

Assortment (people) Rate(%)
Male 98 452
Gender Female 119 54.8
Less than 20 (years old) 56 25.8
Ace 21-30 (years old) 57 26.3
& 31-50 (years old) 78 359
More than 51 (years old) 26 12.0
. Below High School Diploma 120 553
Edlucatllon Graduate 73 33.6
eve Above a Master's Degree 24 1.1
Less than 0.5 79 36.4
Monthly income 0.51~1.00 26 12.0
(million won) 1.01~3.00 50 23.0
More than 3.01 62 28.6
. Single 123 56.7
Martial status Married 94 433
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Table 2. The reliability evaluation of factors effecting on sunglasses selection attributes

Factor _. Variance  Reliability
Factor Items loading Eigenvalue %) (Cronbach a) Mean
Raw material of lens 758
Optical performance of lens 756
Raw material of frame 736
; Impact resistance 721
Function — 439 23.11 828 3.18
oriented Darkness of lens tinting .644
Degree of cut-off UV light 634
The place of origin (not a brand but a country of made) 579
A color and function along purposes 539
Design 814
; Lens color 739
Design 2.86 15.06 785 4.20
oriented Frame color 734
Price .623
Brand .674
Official import or parallel import 626
Image pororp l 2.43 12.77 722 3.35
oriented Trend .568
Purchase place .556
Whether after-sale service is possible or not 723
Conveni-ence (damage recover, gloss recover etc.) ’
2.34 12.29 724 3.68

oriented

Whether adaptation in excessive curvature lens is possible or not.  .688

Wearing sensation

.642

KMO = 0.888, Bartlett's Test of Approx. Chi-Square = 2021.234/d.f=171/Sig=0.000

Total explanatory power of dispersion : 63.23%
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Table 3. A difference analysis of sunglasses selection attributes based on visual power correction or not

Factor Categories Mean Star}dallrd
deviation
Visual power correction lens 3.36 .53
Function oriented .015
An orthoptic lens (general sunglasses) 3.12 .66
Visual power correction lens 3.90 .63
Convenience oriented .017
An orthoptic lens (general sunglasses) 3.60 .83
Table 4. A difference analysis of sunglasses selection attributes based on a purchase period
Factor Purchase period N Mean  Standard deviation F p
Less than 6 month 13 345 45
6 month~1 year 28 3.36 .59
1 year~2 years 63 3.13 .68
Function oriented 2.352 .055
2 year~3 years 50 3.26 .63
More than 3years 63 3.03 .62
Total 217 3.18 .64
Less than 6 month 13 3.54% .96
6 month~1 year 28 3.65° .67
1 year~2 years 63 3.43° .76
Image oriented 3212 .0011
2 year~3 years 50 3.48¢ .66 (bc.d>e)
More than 3years 63 2.98° .90
Total 217 3.35 .82
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Table 5. A difference analysis of sunglasses selection attributes based on a purchase price

Function oriented (fl?;i};:rslz lziiff) N Mean S;i?i?;i F p
Less than 50 34 2.61* .52
50~90 27 3.12° 38
Function oriented 100=209 2 2 ol 10.953 .000
200~300 53 3.26¢ 56 (bc,d,e>a)
More than 300 31 3.46° 73
Total 217 3.18 .64
Less than 50 34 2.64° 72
50~90 27 3.19 65
, 100~200 72 3.43¢ 79 11.081
Image oriented . .000
200~300 53 3.53" 72 (gh,i>)
More than 300 31 3.75 .80
Total 217 3.35 82
Less than 50 34 2.82 85
50~90 27 3.72" 56
Convenience oriented 100=209 2 387 7 15'898. .000
200~300 53 3.76™ 67 (k,l,m,n>j)
More than 300 31 4.01" .63
Total 217 3.68 79
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Table 6. A difference analysis of sunglasses selection attributes based on a purchase place
Function oriented Categories N Mean Set?/rilai?(r)i F p
Optical shop 91 3.28 .63
Internet 32 3.04 .64
Function oriented Duty-free shop . >0l i 2.628 .036
Department store 63 322 .56
Etc. 7 2.68 44
Total 217 3.18 0.64
Optical shop 91 3.28 81
Internet 32 3.07 .86
Image oriented Duty-free shop 24 3.68° .85 4.809 001
Department store 63 3.54 .70 (a>b) 001
Etc. 7 2.57° 79
Total 217 3.35 0.82
Optical shop 91 3.85°¢ 77
Internet 32 3.31¢ .86
Convenience oriented Duty-free shop . 346 7 5081 .001
Department store 63 3.78 .67 (c>d)
Etc. 7 3.00 0.98
Total 217 3.68 0.79
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Table 7. Satisfaction based on sunglasses selection attributes
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Non-Standardized coefficients

Standarfiized i P
B Standard error coefficients
(constant) 1.857 .386 4.811 .000
Function oriented .042 121 .033 349 727
Design oriented 362 .096 283 3.783" .000
Image oriented .040 .087 .041 466 .642
Convenience oriented .066 .095 .064 702 484

R?=0.124, Modified R*=0.107, F=7.482, p=0.000

#p<0.001
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