ISSN(print) 1226-5012
J Korean Ophthalmic Opt Soc. 31(2):145-153, June 2026

@0l

BY SA

"m Check for updates

http://dx.doi.org/10.14479/jk00s.2026.31.2.145

A Study on the Meaning and Characteristics of Optical Shop Brand Names
- Focusing on Domestic Franchise Optical Shop Brands -

Sung-II Hong>X<

Dept. of Webtoonanimationdesign, Kyungwoon University, Professor Gumi 39160, Korea
(Received May 4, 2026: Revised May 26, 2026: Accepted May 29, 2026)

Purpose: This study aimed to examine the meanings and characteristics of optical shop brand names and to provide
foundational data for developing effective brand-naming strategies. Methods: The study examined the meanings of
optical shop brand names, the words reflected in those meanings, and the words actually used in the brand names. It
further analyzed linguistic and structural characteristics, including language, syllable count, number of word combinations,
types of word combinations, and semantic types. Results: Among the words reflected in the meanings of optical shop
brand names, “eye” appeared most frequently, while “glasses” was the most commonly used word in the brand names
themselves. English was the predominant language, and five-syllable names were the most common. Brand names most
frequently consisted of two-word combinations. Structurally, word-to-word combinations were the most prevalent, while
semantically, the allusive type was the most common. Conclusions: Creative optical shop brand names should be developed to
evoke positive associations and enhance customer appeal while effectively reflecting both industry characteristics and the

unique identity of individual brands.
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Table 1. Optical shop brand names and their meanings
Brand name
- - Brand name meaning
Korean English Word mix
A= sl e e Grandprix optics grandprix(3Z )+ -
Eisaul Glassme Glass+tme -
Zefnpat Glassbaba Glasstbaba - 7P HekslA, 71 f-85H, 7P A7EHA B Sl
Sefuks Glassbox Glass+box -
Zole} Glastar Gla+star -
e Ty =t} Glassstory Glass+story -
=g et A=l Glassworld Glass+world -
AR Nunsarang ankyung  tEeARRobd - ghAle] S ARk
. JARS. Bl B =1l 2~ O aju)
s Davi BN N et ol s v o i
Z25EZ Lookoptical Look+optical -
107 IR Mooguk 5o o1 A - o] §1g, Aol itk
= optical T AN A e S Al gle] Bt
ISR 1 ] Barlkeunnun ankyung e +=+2H4 -
Hojets Vodaoptical ARSI O - 38 (vogue), 71¥] (origin), F(dream), 35 (action)
AA=H o]~ Secondface Second+ face - It U= T Wy IF
Aldoto] Seeoneeye Seet+one+eye -
A= Seechannel See+channel AS He A73 +
olo]u| = Eyedeco Eye-+deco & =@ o)A (decoration) St}
olo] Aoy Eyesaver Eyetsaver -
- (U2, ®iRk(avenue)
olold|8]FF Eyeavenue Eyet+avenue - Zo] old AL 71A] &=t
- Zieh Aol gickel $ejure] 1e v,
ofo]HE g Eyegentry Eyetgentry - xpdsbe AR|2= H9] o] 4S5 FHJo = ol
Ryt Ankyung nara et - QP e ARl THE 71| He TP 2 7Y
o AW U A Optical manager QF4+Manager -
Ve Revetmewenr 323 0T va s Ag, e aae cre o
=M Glass of today =945k ﬁﬂiﬂ ; g‘é‘}{‘%_g%% e
o 50014 Top50glasses ©=450+21H74 -
omz gy ol Topplusglass O Ztplus+QHE -
o) Inoti nottH fﬂﬁ%f}‘fgii{i; i;% (trand, - (identity)
o]eHA Leeoptical o]+eHE Y -
BEESNE 1001 optics AZTEYP - S Fesla e dFL At
KH] 2?73 Kvision optical Ktvisiont P - &1=-3 k= 7157 SHEAIQ)
. - QHAYS S0 33t}
Zg)ojorA Clearoptic Clear+273 ) 151; Ecg)?—jj_, ‘é’%’a%‘?]gtﬂi} 7:11]_,_7;1 _—2\1@?;‘ A5kck(clear).

Table 2. Keywords in optical shop brand name meanings

Brand name meaning keywords

(5), HAL(2)/RA7E A A8 (3), AR /B /-3 FAEI Al /EAL(2), AWM, A, T, =, AR 7154, 718, V1%, 7
A, 4, =, 24l s, gl gi=Zd|o)A, T RAL vk, R, WA, B BIE, AR, AR, AlE, Al AIZE AL, P89,
PBAR], -8, &, 183, &5, o1, Y, AT, A9, Algh, EF, APEs), 28, F, 5, FF, Felo], e $4, g4, 9

5, 933}
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Table 3. Words in optical shop brand names

Word
- N %
Korean English

Optical 5

Ankyun; 3
o174 - yune 15 273

Optics, glass 2

Optic, glasses, eyewear 1
Zef2, o}o] Glass, eye 5 9.1
T, 0%, A[A) Nun, top, see 2 3.6
Other 33 60
Total 55 100

Table 4. Characteristics of optical shop brand names
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Word Descrip- . .
+Word Other tive Allusive Coined
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o
o
O O
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O O
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Leeoptical O
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150 Sung-11 Hong

Table 5. Languages used in optical shop brand names

Language Brand name N %
. Glassme, Glassbox, Glastar, Glassstory, Glassworld, Lookoptical, Secondface, Seeoneeye,
English . 14 452
Seechannel, Eyedeco, Eyesaver, Eyeavenue, Eyegentry, Inoti
Nunsarangankyung, Davich, Moogukoptical, Barlkeunnunankyung, Vodaoptical, Ankyungnara,
Korean X 9 29
Respecteyewear, Glassoftoday, Leeoptical
Korean+English Glassbaba, Opticalmanager, Kvisionoptical, Clearoptic, Topplusglass 5 16.1
Other Grandprixoptics, Top50glasses, 1001optics 3 9.7
Total 31 100
Table 6. Syllables in optical shop brand names
Syllable Brand name N %
5 Glassbaba, Glassbox, Glassworld, Nunsarangankyung, Barlkeunnunankyung, Eyesaver, 1 355
Eyeavenue, Eyegentry, Opticalmanager, Glassoftoday, Clearoptic )
4 Glassme, Glastar, Lookoptical, Moogukoptical, Vodaoptical, Seeoneeye, Eyedeco, 9 29
Ankyungnara, Respecteyewear,
6 Grandprixoptics, Glassstory, Secondface, Top50glasses, 1001optics, Kvisionoptical 6 19.4
Davich, Seechannel, Inoti, Leeoptical 4 129
Topplusglass 1 32
Total 31 100
Table 7. Word mix (N) in optical shop brand names
Word mix N Brand name N %

Grandprixoptics, Glassme, Glassbaba, Glassbox, Glastar, Glassstory, Glassworld, Lookoptical,
2 Moogukoptical, Secondface, Seechannel, Eyedeco, Eyesaver, Eyeavenue, Eyegentry, 21 67.7
Ankyungnara, Opticalmanager, Respecteyewear, Leeoptical, 1001optics, Clearoptic

3 Nups_arange_lnkyung, Barlkeunnunankyung, Seeoneeye, Glassoftoday, TopS0glasses, Inoti, ] 258
Kvisionoptical, Topplusglass
1/5 Davich / Vodaoptical 1/1 3.25
Total 31 100
Table 8. Word mix types in optical shop brand names
Word mix types Brand name N %

Grandprixoptics, Nunsarangankyung, Lookoptical, Moogukoptical, Barlkeunnunankyung,
Word + Word Secondface, Seeoneeye, Seechannel, Eyesaver, Eyeavenue, Eyegentry, Ankyungnara, 16 51.6
Opticalmanager, Respecteyewear, Clearoptic, Topplusglass

Word + Word part  Glassme, Glassbox, Glastar, Glassstory, Glassworld, Eyedeco 6 19.4
Word + Initials Vodaoptical, Leeoptical, Kvisionoptical 3 9.7
Word part + Initials Inoti 1 32
Other Glassbaba, Davich, Glassoftoday, Top50glasses, 1001optics, 5 16.1
Total 31 100
Table 9. Types of meanings in optical shop brand names
Meaning types Brand name N %

Grandprixoptics, Glassme, Glassbox, Glastar, Glassstory, Glassworld, Moogukoptical,
Allusive Secondface, Seeoneeye, Eyedeco, Eyesaver, Eyeavenue, Eyegentry, Ankyungnara, 17 54.8
Opticalmanager, Top50glasses, Topplusglass

Nunsarangankyung, Lookoptical, Barlkeunnunankyung, Vodaoptical, Seechannel, Respectey-

Descriptive ewear, Glassoftoday, Leeoptical, Kvisionoptical, Clearoptic 10 323
Coined Glassbaba, Davich, Inoti, 1001optics, 4 129
Total 31 100
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