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Erinn Morgan:
Nothing to disclose

Diana Canto-Sims, OD
Owner of La Vida Eyewear

Glenda Aleman-Moheeputh, OD:
Consultant for: Johnson & Johnson, Euclid, Topcon, Walmart

Harbir Sian, OD:
Nothing to disclose

Sheena Taff, Opti
Nothing to disclose

...the Big Question?

How Can Practices Find Retail Success Today?

This Part 2 of today's two-part educational panel
discussion covers optical refail strategies for
opfomefiic practices. In Part 2, our panel wil provid
attendees with inteligent business strategies to
maximize the dispensing/optical retail side of their
business and position their practice for

growth in the future. It willinclude usable, £
actfionable fips that can be put info play
immecdiately for maximizing a practice's
retail business.
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...Eye Care Professionals Awake at Night?

ODs and practice staff are operating in a reality today.
Our discussion focus today is on

Exploring what retailing looks like today—new
services, new conveniences, showrooming, omni-
channel.

Looking at the new retail experience consumers
+ patients expect. 4

Innovative retail strategies + business ideas
to putin play to position your practice for
growth—and supersede online competition
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What is the one biggest
challenge right now on the
optical/retail side of your

practice? e
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The Good News...

“My best advice for how to compete
with online competition is—don’t!
Instead, embrace everythin can
do that a website cannot.” s
—Jennifer Lyerly, 0.D., Triangle
Visions Optometry

“Recognize that we can never win the low-
price game, and that those attempting to be

all things to all people are the most
wvulnerable.”
—Mick Kling, 0.D., Invision Optometry
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...the Real Numbers?

~ONLINE SHOPPING. More than half of survey
'have made an online ey, purchase,

with most purchases being made on their smartphones.

+ 56 percent of American adults said they have made an

online eyewear purchase.

- 35 percent of prescription glasses wearers have bought

their glasses online at least once and 53 percent of those

who use non-prescription products have bought their

eyewear online.

+ Among those who have ever purchased eyewear online;:

80 percent looked for reviews online and 61 percent of

those say the reviews influenced their selection.

+Among those most recently purchasing any eye

online, 47 percent made their previous eyewear

in-person.

Source: The Vision Council Focused inSights 202

Habits Report, 3,102 U.S. Adults
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The pandemic ushered in the
rise of online sales,
omnichannel solutions,
telemedicine, and other virtual

platforms like virtual fittings Menygry,
and virtual eyewear try-on. E MONTAND i

s '«EE
" W
iy

B e
i

RETAIL OPPORTUNITIES

What is the one biggest

area of opportunity right

now on the opticallretail
side of your practice?
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EXAMPLES of Success

> How are you succeeding in
today’'s new eyewear
retailing environment?
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QUESTIONS

Eyecare Business
Optical Retail Strategies Panel
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