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Table 1. Population of the sociological characteristics

Frequency | Rate

(numbers) (%)

Male 181 423

Gender

Female 247 57.7

20 (yrs.) below 100 233

20-39(yrs.) 181 42.1

Age

30-39(yrs.) 74 17.2

40 (yrs.)over 75 17.5

Middle school under 34 8.0

High school 177 41.8

Education level

College 184 435

Graduate school 28 6.6

1 million won under 162 414

1-1.99 70 17.9

Income level | 2-2.99 66 16.9
3-3.99 41 10.5

4 million won over 52 13.3

*No response was treated the missing value

(16.9%), 4007+ 1T+ 4175(10.5%), 5005+ o] 4 307
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Table 2. The difference in purchase decisions according to sociological factors of population characteristics
Customer service Product Contents and Purchase Sale
and Design Characteristics | community experience promotion
M(SD) M(SD) M(SD) M(SD) M(SD)
Male 3.77(.63) 3.64(.63) 3.43(.70) 3.68(.84) 2.87(.87)
Gender Female 3.76(.51) 3.66(.55) 3.47(.59) 3.76(.69) 3.07(.81)
t value 0.182 —0.356 —0.744 -1.135 —2.392%*
20's yrs. below ,a) 3.64(.53) 3.62(.57) 3.43(.57) 3.57(.75) 3.03(.80)
20's yrs. b) 3.74(.53) 3.66(.56) 3.44(.66) 3.76(.72) 2.96(.84)
30's yrs. ¢) 3.86(.53) 3.68(.60) 3.46(.66) 3.75(.78) 2.85(.84)
Age 40's yrs. d) 3.90(.52) 3.68(.56) 3.54(.59) 3.84(.81) 3.26(.84)
50's yrs. over, e) 3.78(.97) 3.47(.84) 3.36(.80) 3.77(.91) 2.90(.98)
F value 2.214* 0.766 0.376 1.448 1.891
Post-hoc a<c,d
Middle school under, a) 3.63(.49) 3.58(.57) 3.48(.49) 3.69(.83) 2.77(.88)
High school, b) 3.68(.59) 3.60(.58) 3.39(.70) 3.73(.71) 3.00(.83)
Educations College, c) 3.83(.54) 3.70(.59) 3.47(.61) 3.72(.77) 3.01(.83)
Graduate school, d) 4.00(.59) 3.64(.55) 3.64(.58) 3.70(.87) 3.07(.90)
F value 4.310%** 0.99 1.401 0.030 0.853
Post-hoc a<d
1 million won under, a) 3.63(.54) 3.56(.55) 3.35(.66) 3.67(.70) 2.98(.77)
2 millin under, b) 3.79(.55) 3.74(.63) 3.54(.54) 3.70(.71) 2.95(.84)
3 million, c) 3.88(.46) 3.68(.50) 3.56(.64) 3.84(.81) 2.95(1.00)
Income level 4 million, d) 3.93(.49) 3.81(.39) 3.60(.55) 3.77(.64) 3.07(.72)
4 million over, e) 3.81(.77) 3.51(.80) 3.35(.79) 3.68(.98) 3.00(.93)
F value 3.94%%* 3.03% 2.85% 0.665 0.165
Post-hoc a<b, c, d a,e<b,c,d a<b,c,d

£p<0.05, **p<0.01, ***p<0.001
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Table 3. The difference in brand assert's factors according to sociological population characteristics

Brand image Brand awareness Perceived quality
M(SD) M(SD) M(SD)
Male 3.15(.88) 2.66(.90) 3.50(.83)
Gender Female 3.11(.82) 2.60(.77) 3.30(.82)
t value 429 .683 2.302%
20's yrs. below ,a) 3.04(.81) 2.56(.89) 3.41(.80)
20's yrs. b) 3.05(.86) 2.60(.86) 3.25(.80)
30's yrs. ¢) 3.35(.75) 2.84(.65) 3.56(.75)
Age 40's yrs. d) 3.25(.90) 2.69(.85) 3.58(.90)
50's yrs. over, e) 3.11(.92) 2.39(.60) 3.46(1.08)
F value 2.196 2.099 2.762%*
Post-hoc b<c,d
Middle school under, A) 2.77(.89) 2.28(.82) 3.29(.88)
High school, B) 3.06(.85) 2.50(.83) 3.31(.86)
Educations College, ¢) 3.24(.84) 2.81(.81) 3.44(.77)
Graduate school, d) 3.30(.72) 2.79(.54) 3.66(.90)
F value 3.806* 6.891%* 1.808
Post-hoc a,b<c,d
1 million won under, a) 2.98(.83) 2.52(.85) 3.25(.79)
2 millin under, b) 3.14(.85) 2.58(.83) 3.31(.75)
3 million, ¢) 3.26(.78) 2.89(.78) 3.56(.80)
Income level 4 million, d) 3.27(.86) 2.69(.76) 3.63(.75)
4 million over, e) 3.25(.94) 2.72(.75) 3.56(1.06)
F value 2.161 2.676* 3.556%*
Post-hoc a,b<c a<c,d,e

#p<0.05, **p<0.01, ***p<0.001
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Table 4. The differences of purchase satisfaction, boating
prouducts according to the sociological population

characteristics
Purchasing | Boating
satisfaction | products
M(SD) M(SD)
Male 3.85(.55) 3.72(.72)
Gender | Female 3.82(.58) 3.78(.65)
t value 0.414 -0.923
20's yrs. below ,a) 3.87(.43) 3.77(.40)
20's yrs. b) 3.77(.60) 3.65(.75)
Education 30's yrs. ¢) 3.88(.54) 3.83(.65)
40's yrs. d) 3.82(.54) 3.76(.63)
50's yrs. over, e) 1.321 2.117
F value
Post-hoc 3.82(.54) 3.72(.64)
Middle school under, a)| 3.77(.57) 3.70(.69)
High school, b) 3.95(.56) 3.88(.62)
Age College, ¢) 3.99(.39) 3.89(.62)
Graduate school, d) 3.65(.90) 3.57(1.03)
F value 3.012%* 1.874
Post-hoc b,e<c,d
1 million won under, a)| 3.73(.55) 3.62(.66)
2 millin under, b) 3.90(.59) 3.90(.68)
3 million, c) 3.89(.47) 3.74(.61)
Income | 4 million, d) 3.93(.45) 3.83(.54)
4 million over, e) 3.76(.78) 3.72(.87)
F value 2.114 2.752%
Post-hoc a<b

*p<.05, **p<.01, ***p<.001
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Comparison of Purchasing Decision Factors for Eyeglasses Buyer according
to Demographic Characteristics
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Purpose: We study the eyeglasses consumer's purchasing decision, brand equity, purchase satisfaction and word
of mouth. Methods: For two month, from October to December, 437 questionnaires distributed through
eyeglasses shops. Sampling was performed using a convenience sampling, participants in the survey-based self-
legislation (self-adminstration method) were to answer. Results: It was found that demographic characteristics -
gender, age, education, income - acts as parameters representing difference of purchase decision, brand equity and
word of mouth. Conclusions: Consumer's demographic characteristics such as gender, age, education, income
serve as parameters that represents the differences. Purchase satisfaction by age is statistically significant. Word of
mouth is also classified according to their income level is statistically significant.

Key words: Purchase satisfaction, Word of mouth, Purchase decisions, Brand equity

Vol. 17, No. 2, June 2012

J. Korean Oph. Opt. Soc.



QT A8 84 o] me ol el e] Toj A f )i

113

Appendix: Pre-test of comparison of purchasing decision factors for eyeglasses buyer according to demographic

characteristics
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