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THE BEST A LENS CAN OFFER:

STYLE, PROTECTION AND COMFORT!

How do the lenses you offer compare?

Do they darken
in the car for
protection
while driving?

O YES 0O NO

Did you know
about the
five style mlrrors'?

O YES O NO g

Are they available‘n up® W\ ﬂ Are they polarized?
to seven stylish colors? . . OYES O NO =N
O YES O NO |
Did you know h‘ y
Do they help protect from these lenses ' ,
blue light and UV rays? are fully clear ~ ™ =
O YES O NO indoors? .
O YES O NO

+ If you answered “yes” to most questions, you are a great

Transitions® lenses ambassador Tr a n Si ti /(-'n S

+ If you answer “no” several times, discover more
about the Transitions portfolio and find the perfect lens Light

for every patient at Transitions.com/en-canadapro 'L'r‘;ﬁgf:”‘

Transitia /)ns* ~ Transitigns Transiti

XTRACTIVE® XTRACTIVE

NEW GENERATION POLARIZED™

Signature”

Transitions, Transifions Signature and XTRActive are registered trademarks, and the Transitions logo, Transitions Light Intefligent Lenses, Transitions XTRActive Polarized and XTRActive Polanized are trademarks of Transitions Optical,
Inc. used under license by Transitions Optical Limited. GEN 8 is a trademark of Transitions Optical Limited. ©£2023 Transitions Optical Limited. Photochromic and polarization performance is influenced by temperature, UV exposure
and lens material, Frames by CAROLINE ABRAM PARIS® — Lenses Transitions® Signature® GEN 8™ Amethyst. Frames by ic! berlin — Lenses Transitions® XTRActive® new generation Brown. Frames by TALLA® — Lenses Transitions®
XTRActive® Polarized™ Grey.
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Biofinity’
Innovation Timeline
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2021
2020 Biofinity
2016 Biofinity XR toric expansion
2013 Biofinity* toric multifocal
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References; 1. CV| data on file. Based on stocked and MTO product range available in the US and Europe as of June, 2021, 2. CVI data on file, 2021, Rx coverage database; 14-70 years. 3, [Biofinity®] orders
includes [Biofinity® Energys, Biofinity® sphere, Biofinity® XR sphere, Biofinity® toric, Biofinity® XR toric, Biofinity® multifocal, and Biofinity® toric multifocal] product sold and distributed by CooperVision in
Canada. 4. Net plastic neutrality is established by purchasing credits from Plastic Bank. A credit represents the collection and conversion of one kilogram of plastic that may reach or be destined for waterways
globally. CooperVision purchases credits equal to the weight of plastic in [Biofinity™] orders in a specified time peniod. [Biofinity®] plastic is determined by the weight of plastic in the blister, the lens, and the
secondary package, including laminat dhesives, and auxiliary inputs {(e.g. ink). 5. Biofinity 1s the #1 most trusted monthly soft contact lens brand among Canadian ECPs. Ref. CV data on file 202 3, independent
research, Canada; online survey of 150 ECPs who prescribe contact lenses. Footnote: Based on 149 respondents to the guestion, *Which one brand of monthly replacement soft contact lenses do you trust the
mast for your patients?” ©2023 CooperVision. SA10408

To learn more, visit coopervision.ca
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66 You'll have

access to a network
of experts who will
support you every

step of the way. 9

Partner with us for comprehensive business
support in areas like marketing, accounting,
payroll, and clinical support — allowing you
to focus on caring for your patients.

Make ownership a reality today. Your
location start-up costs are on us when you
join as a business owner.

Limited opportunities remain. Secure your
location today at join.specsavers.com/ca


https://join.specsavers.com/ca/partnership/?utm_source=opticalprism&utm_medium=print&utm_campaign=2023_joinourteamcampaign&utm_content=partnership
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Dr Ellen Sun, OD
Optometry Partner
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EDITOR'S LETTER

SERVING CANADIAN

EYE CARE PROFESSIONALS

FOR OVER FORTY YEARS
YEARS

t’s always great news when ECPs can access informa-
tion and tools to help them be more successful, so the
recently released guide, “The Culture Calculation:
Data-backed Behaviors for Contact Lens Success” was
greeted with appropriate fanfare by the eye care community.

Published by the Contact Lens Institute and The Vision Goun-
cil, the in-depth guide is designed to help practices enhance
their contact lens cultures, in turn increasing patient satisfac-
tion and business outcomes.

In this issue, Assistant Editor David Goldberg presents some
of the findings from this quantitative research, along with
practical insights and recommendations from forward-
thinking optometrists and opticians to help you reap the ben-
efits of adopting a contact lens culture in your practice. Selling
more contact lenses can be as simple as identifying which
patients might be interested in contact lenses as well as
glasses, and making it easy for them to purchase their lenses
from you rather than online. While respondents reported
seeing online retail as the greatest perceived threat to contact
lens culture, the research indicates that convenience is the
primary reason for online contact lens purchases (52%), well
ahead of price (39%). And with online buyers reporting similar
spending to in-person buyers, there’s good reason for eye care
practices to market themselves as a convenient alternative for
contact lens patients.

By recognizing contact lenses as an important part of your
practice and making it a matter of course to offer them to
your patients in an easy and convenient way, you'll not only
increase business outcomes, but also patient satisfaction.
David’s article contains the highlights, and includes a link
to the full report and infographics that you may find helpful.

In other exciting contact lens news, we also bring you a story
about a new “smart” contact that contains an ultra-thin
glucose battery powered by tear fluid. How amazing is that?!

It’s still in the development stages, but no doubt we’ll start
seeing smart contacts on the market in the near future.

There’s no question that contact lenses can and should be
an important part of your business, and we hope this issue
gives you the motivation and tools to help you bolster your
sales and position your practice as a one-stop shop for both
glasses and contacts.

Finally, since this is our last issue of the year, we'd also like
to thank all of our readers and advertisers for your support
in 2023, and we look forward to bringing you more thought-
provoking articles and showstopping eyewear in 2024.
Happy Holidays!

L]
f in opticalprism.ca/subscribe-now

Follow us on social media and subscribe to our mailing
list for the latest eyewear and eye care news.

SHILLING
(Qprtéceel

Colourful Cases from Shilling Optical

=
>

416.630.4470 | 1.800.'263.1402 | www.shillingoptical.com
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Long-lasting
protection for your
eyes and lenses.”

© September 2023 Essilor Canada. Al rights reserved. All frademarks and registered trademarks are and will remain the property of their respective owners and/or their subsidiaries in Canada.
*Quantitative research conducted among a representative sample of 958 independent ECPs by CSA in February 2019 - France, UK, Germany, Italy, Spain, US, Canada, Brazil, Ching,
India. **Front and back side UV protection up fo E-SPF 50™ index.

Essilor®

#1 lens brand

recommended by eyecare
professionals worldwide*

essilor


https://www.essilor.ca/en/products/crizal/crizal-prevencia
https://www.essilor.ca/en/products/crizal/crizal-prevencia

FRESH LOOKS

LAIBACH & YORK »

Part of the brand'’s Capital collection,
the Valletta frame is named after the
capital city of Malta. This bold style has
a thick, round shape, and is available in a
variety of colours and materials.

For more information, contact your
Laibach & York sales representative
or visit: laibach-york.com

Extreme

\ /

Illusion
GIGISTUDIOS A

GIGl's new Black & White capsule collection
captures the contrast between these two shades.
The limited edition includes six models in black
and white acetate laminations that pay homage
to Optical art and illusion.

The new optical designs are the square-shaped
Extreme, the round-shaped Analog and the
geometric lllusion. Each of these models is availa-
ble in two combinations of the starring shades.

For more information, contact your GIGI Studios
sales representative or visit: gigistudios.com

Valletta
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Change what’s
possible for your

7~-) Theinnovative 3 add multifocal CooperVision® Binocular Progressive System™ in MyDay
L daily disposable multifocal to help your patients see like they used to'

Q 98% fitting success rate with two pairs or fewer-

For early, advancing, and later-stage presbyopes’

()0 ~
/’* Designed with the wearer comfort in mind
{_/_j, Featuring natural wettability designed Aquaform technology
for incredible all-day comfort

L
.

daily disposable multifocal CooperVision'


https://coopervision.ca/practitioner/our-products/myday-family/myday-multifocal

FRESH LOOKS

LANVIN p

These vibrant LANVIN Runway sunglasses fuse
vintage inspiration and contemporary design.
With striking silhouettes and eye-catching
pops of colour, these sunnies make a vivid
fashion statement, Available in three colours:
Amber Tortoise, Black, and Transparent Rose.

For more information, contact your Marchon
sales representative or visit: marchon.com

St. Ives

Bodega Bay

Biarritz

BLACKFIN p

The new Blackfin One frames feature creative shapes in exclusive colour combinations on titanium.

The unigue colourways of the St. lves and Biarritz models - including purple/orange, blue/emerald green, plum/neon pink,
and brown/magenta — emphasize the bi-layer thicknesses near the end pieces. Meanwhile, the women's Bodega Bay style
comes in solid or gradient colours ranging from yellow to deep blue, purple and emerald green, with a curved bridge in a
classic shape cut from a single block of titanium.

For more information, contact your Mood Eyewear sales representative or visit: moodeyewear.com

LNV6E665
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MORE

MOISTURE J3s];

CONTACT LENSES

Disinfection efficacy
i multi-purpose solution comparable to hydrogen

ADVANCED

G O peroxide lens care solutions’

Formulated Added Triple
with Hyaluronan  Antioxidant*  Disinfection

(HA), 2 natural System
= moisturizer

Cond

e 3 1. Standardized testing (ISO 14729) against S. aureus, P. aeruginosa,
O — - S.marcescens, C. albicans, F. solani

To be sure this product is right for you, always read and follow the label.

®/™ are trademarks of Bausch + Lomb Corporation or its affiliates. B A u s C H ;. L o M B
Bausch + Lomb Corporation, Vaughan, Ontario, L4K 4B4

© 2023 Bausch + Lomb Corporation. TP19411


https://www.bausch.ca/en-ca/

FRESH LOOKS

JF1546

4 J.F.REY

The brand'’s new line of acetate frames are
creative expressions of contemporary fem-
ininity. The range features sensual shapes
and radiant materials in oversized shapes,
with bevelled acetate fronts, fluid curves,
generous proportions and touches of bright
colour. Jewelry details in coloured acetate
give each frame an extra touch of glamour.

For more information, contact your J.F.
Rey sales representative or visit: jfrey.fr

MARC JACOBS >

Three new optical styles from Marc Jacobs (via

Safilo) combine boldness and strength. MARC O

709 is a feminine hexagonal model in thin

acetate, with the Marc Jacobs logo hot printed MARC 709
on the temples. Available in classic black and
coloured Havana shades.

MARC 1088 is a striking square-shaped
men’s frame in acetate, embellished with the
new oversized J MIRROR detail prominently
featured on the end piece. The colour palette
includes elegant opaline tones.

The MARC 715 metal and acetate frame is MARC 1088

enhanced by distinctive double metal trim.

The colour palette includes the classic tones of —

black, Havana and brown horn. I_ o _!
For more information, contact your Safilo

sales representative or visit: mysafilo.com/ca O

MARC 715
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Discover a remarkable career at Canada’'s
largest doctor-owned eye care provider.

Shape the future of optometry, where team members are guided by
a commitment to excellence and a dedication to enhance the lives
of others. With modern, cutting-edge clinics, advanced training,
regular coaching, and unwavering support, feel empowered to put
your patients first. Join us today!

LT 299 Interested? S
FYIdOCtors“‘ - *ﬁé’% to learn more!

i

~__ =555

*Doctors of optometry


https://fyidoctors.com/

FRESH LOOKS

Beater <4 KYME

The first four models in Kyme’s
contemporary “Fly to Urban
Jungle” collection are strong,
angular shapes with contrasting
coloured lenses.

Frame colours range from classic
black and Havana to the more
eccentric white, golden yellow,
gray, and peach, while lens colours
include gray and aviation green as
well as daring options like orange,
burgundy, and teal.

Cozy

For more information, contact
your Kyme sales representative
or visit: kymesunglasses.com

KLIIK »

These two new men'’s styles from KLiiK

offer a tailored narrow fit in retro designs ‘ ~

with a modern twist. K-751 is a classic

round in triple laminate acetate, with i
contrasting colours and patterns laminated
along the brow, outer rim and temples. Col-
ourways include Black Rose, Blush Grape

Blue, Crystal Horn Black, and Teal Taupe.

Made from chunky Mazzuchelli acetate,
K-747 has bevelling across the eye rim, a
step-down bridge, and built-up acetate
nosepads for a more universal fit. Available
in three colourways: Slate, Crystal, and
Olive Smoke.

For more information, contact your
WestGroupe sales representative or visit:
westgroupe.com
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T

L

Total Comfort” Meets
- Proven Stability™

=

for ASTIGMATISM

" tor ASTIGMATISM

The world’s first and only daily disposable and monthly
replacement Toric contact lenses to put it all together:

» Water Gradient Technology features nearly 100% water at the outermost
surface®™ so all that touches your eye is a gentle cushion of moisture.

+ PRECISION BALANCE 8]4° lens design provides a 295%
first-lens fit success rate” and proven stability.”

LEARN MORE

*Based on in vitro measurements of unworn lenses.
**Based on lens movement, centration, and rotation at initial fitting.

References: 1. In aclinical trial to evaluate on-eye performance of TOTAL30* for Astigmatism lenses where n=49; Alcon data on file, 2021, 2. Based on a clinical trial where n=18; Alcon data on
file, 2021. 3. Alcon data on file, 2021. 4. In a study where n=47; Alcon data on file, 2020. 5. In vitro analysis of lehfilcon A contact lenses cutermost surface softness and correlation with water
cantent; Alcon data on file, 2021, 8. In vitro analysis of lens oxygen permeability, water centent, and surface imaging; Alcon data on file, 2021, 7. Thekveli S, Qui Y, Kapoar Y, et al. Structure-
property relationship of delefilcon A lenses. Contact Lens Anterior Eye. 2012;35(Suppl 1):214. 8. Angelini TE, Nixon RM, Dunn AC, et al. Viscoelasticity and mesh-size at the surface of hydrogels
characterized with microrheology. Invest Ophthalmol Vis Sci. 2013;54:E-abstract 500.

See product instructions for complete wear, care, and safety information. AI
© 2022 Alcon Inc. CA-DTA-2200009 con


http://alcon.ca
http://alcon.ca/

FEATURE

The truth about contact lens adoption

BY DAVID GOLDBERG
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Does your practice promote a positive
contact lens culture, and are you doing
enough to reap the financial benefits

that high-calibre lens dispensing can do

for your practice?

A new research guide from the
Contact Lens Institute (CLI) and The
Vision Council, titled “The Culture
Calculation: Data- Backed Behaviors
for Contact Lens Success,” provides
valuable insights and advice to help
ECPs retain more patients, attract
new clients and maximize revenue.

When ashed what creates a suceessful
contact lens culture, the majority

of ECPs highlighted the need for
continuous education for staff and
patients; enthusiasm and mentorship

from practice leaders; robust man-

ufacturer support; and adequate stock.

But how can you easily implement
these attributes into your practice?
Optical Prism spoke with experts

at the CLI and The Vision Council,
along with ECPs across Canada, to
further understand the implications

The modern contact
lens patient requires
practitioners to really
look at them as a whole,
not just a set of eyes,
and that includes
identifying lifestyle
and quality of life
advantages for patients
that can be achieved
with contact lenses.

- DR. SHEILA MORRISON

of the reportand get tips for
fostering the optimal contact lens

environment.

{Full disclosure: The CLI is backed by
some of the contact industry’s largest
lens malkers, with members including
Aleon, Bawsch + Lomb, CoaperVision,
and Johmson & Jolmson Vision. )

MISSED
OPPORTUNITIES

Contact lenses may not be for
everyone, but it seems that
some BCPs are missing out on
opportunities to grow their
business simply because they're
not talking about contacts with

every potential patient.

According to the report, an
impressive g4% of eye care
professionals believe that their
practice fosters a positive contact
lens culture, but a closer look
reveals a disconnect between
belief and action. While 84%
claimed to actively encourage
their doctors and staff to
recommend contact lenses,

and the same number said their
practice recommends contact
lenses to patients, only 49%
discussed contact lens options
consistently with most of their
eligible patients who don't
currently wear contacts.

Dr. Sheila Morrison, optometrist
at Mission Eye Care in Calgary,
says ECPs should consider contact
lenses as a valuable tool for almost
every patient. “The modern
contact lens patient requires
practitioners to really look at them

FEATURE

SPECIALTY CONTACTS

Contact lenses have evolved from
merely correcting vision to treating
avariety of eye conditions and
even offering tailored selutions.
Here's a ook at some unigue types
of contacts designed to treat or

aid specific conditions, ultimately
widening the net of potential
patients you can help.

CONCUSSION OR TBI LENSES
People who suffer from
concussions or traumatic brain
injury (TBI) often experience
vision problems like double vision,
sensitivity to light and issues with
focusing. Specialty contact lenses
can help mitigate these symptoms.
These are often tinted lenses to
reduce sensitivity to light. Some
might be designed with prismatic
correction to help with double
vision or alignment issues.

MYOPIA CONTROL LENSES
Myopia, or nearsightedness, has
seen a global rise, While regular
contact lenses correct myopia,
these specialty lenses aim to slow
its progression in children and
teenagers.

There are several designs, including
orthokeratology lenses that are
worn overnight to reshape the
cornea; multifocal lenses that have
different powers in different lens
zones; and soft lenses designed
with specific peripheral focus to
reduce myopia progression.

TRANSITIONS CONTACT LENSES
Just like photochromic eyeglasses
that adjust their tint based on the
light level, light-adaptive contact
lenses are clear indoors and at
night. When expased to UV light,
they darken, reducing bright-light
glare and providing comfort in
sunlight. They return to clear when
the UV exposure is reduced.
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as awhole, not just a set of eyes, and that

includes identifying lifestyle and quality

of life advantages for patients that can be
achieved with contact lenses,” she says.

“Something surprising to me was that
more than two-thirds of vision-corrected
patients could not recall contact lenses
being raised during their previous couple
of visits, despite the fact that 44% of
glasses-only wearers express interest

in contact lenses,” says Morrison. “But
that is such a huge practice builder at our
office; arevenue generator. And it goes
both ways in our office - all contact lens
wearers need a pair of spectacles, and
most glasses wearers could benefit from
the option of a contact lens for some tasks
in their daily lives.”

To grow your contact lens business
quickly, Alysse Henkel, senior director

of market research and analysis at The
Vision Council, stresses the importance
of tracking the business impact of
contact lens sales. She expressed surprise
at how few ECPs collect and analyze data.

Lean into this idea
of convenience by
offering trial lenses at
the exam and having
their order shipped
directly to the patient’s
home rather than
asking them to come
back into the office.

- ALYSSE HENKEL

“Without tracking this kind of
information, practice owners may not
be fully understanding the value that
contact lens patients bring,” she says.

For example, with the knowledge from

a GLI study that 24% of adults wear both
contacts and glasses, an ECP could use
their own data to identify which patients
to target as dual wearers.

18 OPTICAL PRISM | December 2023

“These patients could provide additional
value to the practice through multiple
types of eyewear purchases and contact
lens fittings,” notes Henkel.

VISIONARY LEARNING

Recognizing this untapped potential

in the glasses-only demographic, the
emphasis then shifts to the ways in
which eye care practices can nurture this
budding interest. According to the pros,
it’s all about educating patients and staff.

“Our team is constantly trained on new
contact lens innovation, the importance
of contact lens fits and follow-ups, and
how to answer all questions related to the
fitting, insertion and removal, lens care
and order fulfillment,” says Dr. Shalu Pal,
optometrist and founder of the Canadian
Contact Lens Academy.

“To ensure our patients know that we
support them and their contact lens
lifestyle, we make sure to tell them of
all the things that we will do for them
in between annual visits. This includes
replacing torn contacts, replacing boxes
if their prescription changes, changing
products if we need to, topping up
products until their next visit, seeing
them right away with any concern they
may have, and answering all of their
questions promptly.”

Building on that notion of patient
support, research indicates that
informed patients follow their contact
lens hygiene regimen better, reducing
complications and helping spot early
signs of issues for timely interventions.

Furthermore, ECPs who prioritize
education, as the CLI report suggests,
often see increased patient loyalty
and more referrals, turning word-of-
mouth into a potent tool for growth.
Understanding patients’ individual
lifestyles and preferences can enable
ECPs to offer tailored lens solutions,
boosting patient satisfaction.

OUTSHINING
ONLINE GIANTS

Civil war is raging throughout the
eyewear industry. Online retailers are

Eye Care practices
overwhelmingly believe
in contact lenses...

Our practice has
a positive contact
lens culture.

94%

AGREE

3% J13%

DISAGREE

siphoning business from traditional
brick-and-mortar stores across Canada.
But ECPs like Dr. Andrea Lasby — another
optometrist at Mission Eye Care in
Alberta - says you must acknowledge
your competition rather than ignore it.

“We compare our prices openly with
what customers can find online,” says
Lasby. “In nearly all cases, we are lower
than what patients can access online -
but they don’t know that until we show
them. There are all sorts of hidden fees
online, such as shipping, that can add on
to the price.”

Adds The Vision Council’s Henkel:
“Emphasizing discounts and rebates
available to the patients will appeal to
both in-person and online shoppers.”

Amid the concerns that online retailers
undercut the independents, the CLI study
shows that online lens buyers prioritize
convenience (52%) over price (39%) —
challenging the common belief that online
decisions are purely price-driven.

“We utilize our website platform to allow
patients to easily reorder online, and it
also serves to remind them ahead of time
when they will be low on their contact
lenses so they don’t make any last minute
emergency orders elsewhere,” says Lasby.

Henkel adds, “Lean into this idea of
convenience by offering trial lenses at
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Only Bausch+Lomb ULTRA ONE DAY Multifocal SiHy contact lenses combine the proven
3-Zone Progressive'™ Design with a complete system of moisture and comfort technologies.

- 3-Zore Progressive" Design provides

effortless clarity and seamless transitions from near to far”

- Advanced MoistureSgal and ComiortFeel Technologies are designed to deliver
outstanding comfort for 16 hours, promoting a stable and healthy ocular surface environment.
Take your presbyopic patients - and practice - beyond what you thought possible

: MULTIFOCAL

e

v\re the ULTRA Life.

;: Bausch + Lomt Carporation. TP20604 B A U s c H + L o M B

or 10 or More Hour
3l Design Comparson, 4, Fah M.


https://www.bausch.ca/en-ca/products/contact-lenses/contact-lenses-for-presbyopia/ultra-for-presbyopia/

FEATURE

Preparing for a Dynamic Contact Lens Future

Practices that want to keep pace with a vigorous contact lens marketplace should keep their teams well-
informed about forthcoming innovations and practice management opportunities, according to their peers.

CL Product
Advancements
Continuing
Education
Practice
Prescribing
Incentives
Practice
Revenue

Greatest Predicted Impact: 2023-2026

Practice

Profitablitiy

Manufacturing

Support

Access to

Stock
Access to
Fit Sets

CL Treatment
Advances

Patient Purchasing
Incentives

Among factors ranked as most important in a respondent’s practice; multiple selections allowed. n=173

the exam, and have their order shipped
directly to the patient’s home rather than
asking them to come back into the office.”

Data suggests that many patients still
prefer an in-person visit to their ECP,
and they will reward excellent customer
service with repeat business. In a
separate study by The Vision Council
(outside the CLI report), 81% of people
who had an eye exam in the prior three
months - and who also purchased
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contact lenses in the same time period -
did so from their exam provider.

Eye care is changing, and the keys

to competing in today’s competitive
business landscape include educating
patients and offering tailored,
convenient services. The data from CLI
and The Vision Council highlights the

importance of a strong contact lens
culture that meets patient needs.

Even as online shopping grows, personal
and informed care from ECPs will be
vital for success. For lasting growth

and patient loyalty, focus on informed
choices, competitive prices and great
service. OP

To view the full “Culture Calculation” report, highlights and infographics, visit:
contactlensinstitute.org/resources/see-tomorrow

SOURCE: The Culture Calculation/See Tomorrow research with U.S. eye care providers conducted on behalf of the Contact Lens Institute and The Vision Council, August 2023.
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MAKE CHILDREN’S SIGHT
YOUR FIGHT .

Protect their vision from getting worse as they grow.

| MiSight® 1 day: the only dual purpose contact lens to both correct
vision and control myopia.*’

Through early intervention, you have the power to protect their
vision from worsening with the first and only’ FDA approved*

r product proven to slow the progression of myopia in children, aged
'—{ . 8-12 at the initiation of treatment.' MiSight®, for the love of sight.

pet\Vision

Coop

. CooperVision” | MiSight’ 1 day

for daily wear

"Only FDA approved soft contact lens designed for myopia control.

tU.S. Indications for Use: MiSight” 1 day (omafilcon A) soft (hydrophilic) contact lenses for daily wear are indicated for the correction of myopic ametropia and for slowing the progression of
myopia in children with non-diseased eyes, who at the initiation of treatment are 8-12 years of age and have a refraction of -0.75 to 4.00 diopters (spherical equivalent) with < 0.75 diopters
of astigmatism. The lens is to be discarded after each removal. Canadian Indications for Use: MiSight {omafilcon A) Soft Contact Lenses for Myopla Control may reduce the rate of myopia
progression in children (6-18) and correct ametropia. Reduction of myopia progression was observed in children with wearing time of 12 hours (8-16 hours) per day, 6.4 days (5-7) per week
in a clinical study. Permanent myopia control after lens treatment is discontinued is not supported by clinical studies. MiSight (omafilcon A) Soft Contact Lenses for Myopia Control are indicated
for single use daily disposable wear. When prescribed for daily disposable wear, the lens is to be discarded after each removal

*Compared to a single vision 1 day lens over a 3-year period.

1. Chamberlain P et al. A 3-year Randomized Clinical Trial of MiSight® Lenses for Myopia Control. Optom Vis Sci. 2019,96(8).556-567 ©2023 CooperVision SAD9607
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STYLE EYES

/

/
Get ready to ring in the New Year with champagne,
a glamorous twist on nude. Softer than black, subtler
than white and more elegant than pink, these flesh-

toned, Cristal-inspired frames are chic enough for
any occasion and flattering to every skin tone.

BY SUZANNE LACORTE »

1. Shimmer 24 by OGI Eyewear. 2. Mita Eyewear
Mio1o33 by Eredita. 3. DIFF BELLA X5 by Eredita.

4. OTP170 by WestGroupe. 5. Fidenza by OG!
Eyewear. 6. MARC 707 by Safilo. 7. Ted Baker TWo17

by Tura, 8. Longchamp LO7485LBJ by Marchon,
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STYLE EYES

TIP

For an elevated
alternative to the
classic ubiquity of

all black this season,
these versatile
beauties shine when
accessorized with
holiday metallics in
emerald green, copper
or sapphire.

- WENDY BUCHANAN
Eyewear Image Expert
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POWER!

Breakthrough tear-charged glucose battery can now power a smart contact lens

BY DAVID GOLDBERG

In the not-so-distant future when smart contact lenses are commonplace, you'll soak them in a
solution that not only cleans the lenses but charges them too. Earlier this year, scientists in Singapore
unveiled an innovative ultra-thin battery thats charged by tear fluid, potentially revolutionizing the

way these high-tech lenses are powered.




In recent years, smart contact lenses
have emerged as a versatile technology
that serves many functions, from
monitoring glaucoma to delivering
medications and even projecting
augmented-reality imagery. However,
one persistent challenge has been finding
a safe and discreet method to power

these devices without compromising user
safety and comfort.

Enter Associate Professor Lee Seok Woo
and his team of researchers at Nanyang
Technological University (NTU), who

may have finally cracked the code.

Their solution: a remarkably thin, lens-
integrated battery that utilizes water and a
specialized enzyme called glucose oxidase.
When immersed in the basal tear fluid that
naturally coats the eye, this 0.5 millimetre-
thin battery undergoes a chemical reaction
with sodium and chloride ions in the fluid,
generating an electrical charge within the
water of the battery.

Personally, I find the
most thrilling aspect to
be the limitless potential
for smart contact lens
development. For instance,
beyond traditional wired
and wireless transmission
methods, this technology
introduces an innovative
approach to battery
charging.

In laboratory tests conducted on a
simulated human eye, the tear-fluid-
charged battery produced a level of power
that scientists say would be sufficient

to support wireless data transmission
from a smart contact lens for at least 12
hours. While the current iteration of the
battery offers up to 200 charging cycles,
it falls just short of the average lifespan
of similar lithium-ion batteries, which
typically last for 300 to 500 cycles.

To ensure optimal performance, the
researchers recommend overnight storage
in a saline solution for at least eight hours,
allowing the battery to start each day

fully charged. But as exciting as these
developments are, it will still be several
years before this tech hits the market.

Chau-Minh Phan, research assistant
professor at the Centre for Ocular
Research and Education at the University
of Waterloo’s School of Optometry &
Vision Science, calls the battery’s design
“quite clever,” but adds there are some
issues that need consideration.

“Itis important to consider other critical
factors, such as charge capacity, charging
time and power output, in comparison

to more traditional approaches,” he says.
“The requirement for an enzyme in this
process may also be incompatible with the
industry's standard sterilization method,
which involves heat. Furthermore,
glucose is not typically added to a cleaning
solution as it may increase the risk of
potential microbial contamination.”

WHAT’S NEXT?

Expressing his enthusiasm for

smart contact lens development,
NTU’s Woo says, “Personally, I find
the most thrilling aspect to be the
limitless potential for smart contact
lens development. For instance,
beyond traditional wired and wireless
transmission methods, this technology
introduces an innovative approach

to battery charging. This not only
minimizes the necessity for coils but
also conserves space and simplifies
circuitry. Reflecting on the past, when
we marveled at science fiction movies,
the idea of these innovations becoming
reality seemed far-fetched. However,
now they are within grasp, promising
to enhance our lives with greater
convenience and higher quality”

As for the role of eye care professionals
in the future of smart contact lenses,
Woo hinted at the possibility of
automated adjustments based on
individual eye prescriptions.

“Perhaps a comparable optical device-
based technology could be employed
for automatic refraction and dynamic

LENS TECH

Associate Professor Lee Seok Woo, from
NTU’s School of Electrical and Electronic
Engineering, holds the flexible battery that
is as thin as a human cornea.

adjustments based on individual eye
prescriptions in the future,” he says.

Optical Prism reached out to several
contact lens manufacturers who declined
to comment on Woo’s lens, arguably
foreshadowing a looming showdown over
smart contact lens technology and the
batteries that power it.

Nik Badminton, chief futurist at the
Futurist Think Tank, predicts: “Smart
contact lenses will find their natural place
where the user needs critical information
with little room for bulky head-worn
displays.” He delivered a keynote address
at a gathering of the Alberta Association of
Optometrists last year.

“Imagine a surgeon receiving useful
information at a critical point in
aprocedure, an industrial diver
performing maintenance on under-sea
infrastructure, or an athlete optimizing
their performance. Wider adoption and
use cases will be limited; however, this
really will be an upgrade to those wanting
to augment their base human capabilities.
Time will tell”

The development of tear-fluid-charged
batteries for smart contact lenses

marks a significant step toward a safer,
more convenient and efficient future

for wearable eye technology, with the
potential to improve the lives of millions
around the world.

Optical Prism will continue to monitor
developments in this area. Watch
future issues and opticalprism.ca for
updates. OP
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LEMSCRAFTERD

VISIBILITY

Breakfast
with Tiffany...

Plus Prada, Burberry, Versace & more

ensCrafters has opened its
first flagship store in the heart
of Toronto's high-end fashion
destination on Bloor Street,

From quality eye exams to shopping

for the perfect frame, the new location
offers the latest advanced digital
technology and an expanded selection
of designer eyewear styles and brands
that include Burberry, Dolce & Gabbana,
Persol, Versace and Prada,

Customers will be able to digitally
explore the wide variety of
EssilorLuxottica collections and brands,
customize Ray-Ban and Oakley frames,
and virtually try on any frame thanks to
the Virtual Mirror technology through
LensCrafters’ Smart Shopper interactive
in store tool.

The flagship store will also provide a
focus on the storytelling of preseription
lenses through interactive applications
installed on iPads and touch screens,
leveraging the see-through technology
to simulate lens features and effects for
better vision.

L

The new flagship will be
equipped with high-resolution
digital screens and LED

walls displaying eyewear

and campaigns to create an
immersive experience.
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OSI National
Summit 2023

A milestone gathering redefining the future
of independent optometry

he 2o2g OS] National Summit, held in Toronto Nov. 17
to1g, brought together a mix of professionals, including
oplomelrists, oplicians, oplometric assistants,
managers and stalT.

“The three-day event provided a dynamie platform for knowledge
sharing, professional development and networking, fostering
astrong sense of collaboration among members.” said Patrice
Lacoste, CEO of OS] Group. “Engaging sessions from industry
experts and interactive training workshops stood as the Summit’s
educational cornerstones, touching on subjects vital to the

evolving landscape of optometry.”

The summit addressed some of the biggest ehallenges faced

in optometry today, he added. “Interactive sessions led by
renowned indusiry experts engaged attendees with topics such
as cvber security, patient
communication, inventory
management and retail
strategies - themes that
opened doors o deep
discussions and powerful
idea sharing” OP

Key speakers included
Andrew Kirsch, Mark
Hinton, Mancy Dewald,
Dr. Harbir Sian and
Mike Lipkin.

N ias R e
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IN THE FRAME

Sporting
Style

From slope to sand and
tee to trail, these sports
performance sunglasses
take adventure up a
notch with coverage,
style and high-tech
lens options.

BY SUZANNE LACORTE

1. Boomtown by Smith. 2. Propulse by Rudy Project. 3. Nike Windtrack by Marchon. 4. Actuator by Oakley.
5. Under Armor Scorcher by Safilo. 6. Nike Flyfree by Marchon. 7. Palometa by Bajio. 8. Carrera FLAGLAB15 by Safilo.
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OPTICIAN VISION

Starting -

Oul

Advice for new opticians

BY JENNIFER BISHOP

ongratulations! Hold-

ing that cherished

optician’s license is

atestament to your

unwavering dedica-

tion and hard work.
But guess what? Your journey is just
beginning! For some, earning this license
and advancing their existing careers
happened through distance learning,
while for others, it’s time to embark on
the exciting job hunt.

As you embark on your professional jour-
ney, it’s important to remember that the
optical community is not only vast, but
also incredibly supportive and intercon-
nected. This network of fellow opticians,
optometrists, ophthalmologists and
other eye care professionals is a valuable
resource. Get ready to be amazed by the
vast array of opportunities that your
education has unlocked for you!

Each business model in this field has its
unique charm, but always keep in mind
that, as opticians, we are all equals. Your
choice of workplace doesn’t define your
worth; it’s about the difference you make
in people’s lives. Dedication and passion
will define your successes and profession-
al satisfaction. Whether you work in a
retail chain, a big box store or an optome-
try clinic, your mission remains the same
- assisting and guiding the public to find
the best products for their visual needs.

Take the time to explore various roles
and business models to determine the
path that resonates with your aspira-
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As you embark on
your professional
journey, it’s important
to remember that the
optical community
is not only vast, but
also incredibly
supportive and

interconnected.

tions, whether that involves specialty
training, management, or even owning
your own practice.

Life is full of twists and turns, and
being a licensed optician opens doors
to a multitude of opportunities beyond
simply dispensing eyewear. Other roles
to consider include becoming a sales
representative for frames, lenses, con-
tact lenses or companies specializing
in dry eye treatments. You could also
explore buying groups, optical acces-
sories, and so much more. The optical
industry is vast, offering you room to
spread your wings.

Despite its size, the optical industry has
a strong sense of community. I urge you
to delve deeper into it by volunteering

on local school boards or professional
colleges, participating in in-person

or online events, and engaging in com-
munity vision awareness activities.

Not only will you find these incredibly
rewarding, but they’re also fantastic ways
to expand your network. This field is
always evolving, and the friendships and
connections you’'ll build along the way
are simply incredible.

Asyou embark on this exciting journey,
Iwish you all long and thriving careers.
Best of luck as you make important
choices, and always remember: some-
times, all it takes is a leap of faith to
reach the stars! OP

Jennifer Bishop is past president of the
Opticians Association of Canada (OAC).
The OAC’s mission is to promote licensed
opticians and the profession, maintain
professional standards, and educate and
inform consumers about eye health. For
more information, visit opticians.ca.



Why Wait?
Grow Your

Practice g
NOW! o=

aﬂdconsulting.ca

The optical business is
complex... my role is to simplify it
and help you generate more revenue.

Here is what | can | do for you:

vy,

| / M; Identify Revenue Growth Opportunities
] -z_'_ i 3 s
/ Q! - Increase Patient Loyalty

f
/| :
! : Drive Returning Business and Future

Patient Traffic

NSO SN

% Create a Positive Workplace Culture
Implement Processes to Run
NANCY DEWALD, Your Business More Effectively

Your Strategic Partner c/ Get Results for Maximum Profitability

By

Nancy has a wealth of knowledge in all things Optometry!

- DR. N RANDHAWA

Nancy helped our group implement the patient handoff. As a
result patients are purchasing more often and better products
resulting in 25% increase revenue per patient.

LEAD
UP

- DR. HEATHER COWIE, Airdrie Family Eye Doctors

At Focused Optometry as a result of sales training
and coaching we increased our capture rate by

6.7% and revenue per patient by $76.83. Encourage, Enable & Empower

- DR. JAFFRAY, Focused Optometry leaduptrainingandconsulting.ca



https://www.leaduptrainingandconsulting.ca/contact

EYE LEVEL

C

IRIS GALERIE
This state-of-the-
art photography
studio captures
every nuance of
your iris to turn
each eyeinto a
work of art. Choose
from a wide range
of high-resolution
formats, finishes
and effects.
en.irisgalerie.com

Level

A selection of important,
innovative or unique
eyewear and eyecare
products we're loving
this month.

RUBY 10 PORTABLE VIDEO MAGNIFIER

This portable video magnifier has a 10-inch touchscreen
and three dedicated cameras for distance and reading, plus
an extended arm for full-page image capture and optional
OCR. Available with and without speech. ca.optelec.com

JTororan 7

, sxrrorse w8

EYEBALL PRINT
SNEAKERS

These unique low-
top shoes for men
come in white with an
eyeball print pattern in
black. Made of canvas, (‘,Bg
with lace-up closure —
and metal eyelets.
grizzshopping.com

EYE CHART NECKTIE
This classic, vintage-
inspired Snellen eye
chart tie makes a
bold, graphic fashion
statement. Hand-
silkscreened on
microfibre fabric. Also
available in a scarf.
cyberoptix.com
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BY DR

. MARTIN SPIRO

President, Canadian Association of Optometrists

ur vision allows us to experience life’s beauty in
countless ways. From watching our children play

to immersing ourselves in a captivating film, or
capturing cherished moments and spectacular sights
on our smartphones, the opportunities to marvel

at our visual sense are boundless. The old adage,

“apicture is worth a thousand words” encapsulates the immense value

we place on visual experiences.

As eye care professionals, we focus on the intricate wonders of the human

eye and the visual system daily. But for the average person, eye health

may not be top of mind. It’s easy to take vision for granted and to forgo eye

care routines until an issue arises. And sadly, that may result in a scenario

where “you don’t know what you’ve got ’til it’s gone.”

OUTLOOK

The consequences of vision impairment or loss can
profoundly impact work, leisure activities and daily
routines by reducing independence and autonomy.
The stigma and isolation that can accompany vision
loss have also been shown to negatively impact mental
health. It’s not surprising that losing sight isn’t
something anyone wants to think about, but it’s vitally
important that we do — because prevention plays a huge
role in maintaining healthy eyes and clear vision.

More than 75% of vision loss is preventable or treatable
if diagnosed early, and yet we regularly see patients who
have missed that window of opportunity. Education
about risk factors and preventive measures - especially
with conditions like AMD and glaucoma - is important
to ensure that people don’t wait to act until they experi-
ence noticeable changes to their vision.

Additionally, we can encourage people to work with
their healthcare providers to manage conditions like
diabetes, enroll in smoking cessation programs, and
adopt healthy lifestyles to delay or prevent chronic
conditions that can negatively affect eye health. We

are all deeply aware of the connection between vision
and overall health, but that link isn’t always so clear for
those outside of our professions.

Education through conversation can be very effective.
Aswe gather information about health history and
family health background, we can provide specific
advice while underscoring the importance of prioritiz-
ing prevention. Identified genetic risk factors are an
opportunity to explain how regular eye exams allow for
early detection and treatment. Knowing that patients
have children or grandchildren means we can inform
them about the risks of myopia and conditions like
amblyopia where early intervention is crucial.

Preventive eye care isn’t just about health and pathol-
ogy; it’s also about safety. By learning about the sports
and activities our patients enjoy, or the requirements
of their jobs, we can focus on areas that are sometimes
overlooked, like safety eyewear and UV protection.

Simple actions like regular eye exams, proper use and
care of contact lenses, and ensuring that prescriptions
are up to date go a long way to ensure healthy eyes

and clear vision. When people understand the role of
prevention, they’re more likely to be invested in their
eye health.

Vision is precious. When we empower people to do all
they can to take care of it, we help to ensure that it’s a
gift that keeps on giving. OP

THE CANADIAN ASSOCIATION OF OPTOMETRISTS (CAO)
is the national voice of optometry, providing leadership
and support to more than 5,400 members to enhance the
delivery of healthy eyes and clear vision for all Canadians.
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VISIONARY EXCELLENCE

Labour
of Love

Insights from veteran optician Marie-Josée Blais

BY DAVID GOLDBERG

n the vibrant and historical town

of Val-d’Or, Québec, Marie-Josée

Blais brings the world into focus

for countless eyes at Clinique
Opto-Réseau.

It’s hard not to marvel at her dedication.
Starting as a bright-eyed student intern,
Blais quickly climbed the ranks, driven
by her desire to master the skills of the
trade and help every client who walked
through the door.

“My background in optics is very atypi-
cal,” says Blais. “It started in 1989, when
Twas only 14 years old. My geography
teacher had the ambition to help

us discover the world. He paired students
with companies for internships. From
the first hours, I was charmed by the
combination of the aesthetic, technical
and relational sides of optics.

“My 40-hour internship quickly trans-
formed into a career that should last at
least 40 years.”

' ~
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However, Blais’s journey is not just
about milestones; it’s about wonderful
moments on a daily basis. “It is with
the feeling of duty accomplished and
eyes full of gratitude that I look at the
smile of a patient who discovers their
new glasses,” she says.

And her long-standing association with
Clinique Opto-Réseau is a testament to
her dedication and love for the trade.

“Ihave been working in the same clinic
since the very beginning. The partner-
ship with Opto-Réseau offers me the
freedom to flourish in a multitude of
facets of the profession,” she says.

In the ever-evolving world of eyewear,
trends come and go, but for Marie-Josée,
the enthusiasm remains consistent.

“What excited me the most this year
was the return of oversized acetate
frames with angular bevels and very
wide temples,” she says. “Young women
are daring to wear colourful vintage
sunglasses. It’s great to make frame
choices with this type of client.”

Blais believes in a customer-centric
approach, “Transparency is the secret

of all communication,” whether she’s
dealing with a customer who is thrilled
or tepid at the thought of wearing glasses.

For an optician to thrive in today’s
industry, staying updated is crucial.
Blais advises fellow opticians to tap into
various resources, from social networks
to trade shows, ensuring they remain at
the forefront of the industry.

She also underscores the importance of
creating a welcoming environment.

After g4 yearsin the
field, I still thrive on
challenges. By passing

on my knowledge, I'm
happy if I can leave even
atiny trace in this
wonderful profession.

- MARIE-JOSEE BLAIS

“To encourage traffic and sales, your
clinic should be bright and accessible.
The frames must be presented in a logical
order, and most importantly, customers
should be greeted with a warm smile.”

Blais's expertise extends from fitting
elderly people to children. She emphasiz-
es the importance of trust. “It’s crucial to
have a dedicated space for children and
allow them to express their preferences.
Inspiring confidence with the young
patient is invaluable.”

Her journey, spanning more than three
decades, is filled with many memorable
moments, but it’s her role as a mentor
that she cherishes most.

“After 34 years in the field, I still thrive
on challenges. By passing on my knowl-
edge, I'm happy if I can leave even a tiny
trace in this wonderful profession.”

Blais’s story speaks to the passion of so
many in the industry who take pride not
only in correcting vision, but enabling
clients to find self-confidence and con-
tentment with a new pair of glasses. OP



BY NANCY DEWALD
Lead Up Training and Consulting

o be successful in this ever-

changing optical business,

we must always be looking ahead

and planning. A well-designed
budget can serve as a roadmap for your
upcoming year and help minimize the
stress of running your business.

Below are some steps to help in this
planning process.

STEP 1: Review Historical Data

Begin by examining your historical financial statements, sales
data and cost reports from the previous years. This analysis
will help you identify patterns, trends and areas where you
can potentially cut costs or increase revenue. Refer to industry
benchmarks as a guide to identify strengths and opportunities.

This step is first because it is most important to help you
truly understand your current business in terms of what the

metrics mean and how to influence them. Using this simple
strategy can have an amazing impact on your business - one
client I coach by phone once a month is experiencing double-
digit growth as a result.

M/ | Refer to industry benchmarks
@ as a guide to identify strengths
= and opportunities.

STEP 2: Evaluate Industry & Market Trends
Stay informed about emerging trends and changes in the optical
industry. It’s also important to be aware of economic changes
that may be taking place in the community you serve, such as
unemployment rates, new commercial development (which
may translate into job opportunities), increased or decreased
competition, etc.

Gain insight into market conditions and customer preferences
so you can take advantage of potential opportunities. This anal-
ysis will help you make realistic revenue projections and adjust
your expenses accordingly.
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STEP 3: Set Realistic Revenue

To set realistic gaols, consider factors such as market growth
rates, customer demands, product/service price changes, and
potential new business opportunities. Ensure that your revenue
goals are both challenging and achievable.

STEP 4: Estimate Costs & Expenses
Determine all of the costs and expenses associated with
running your optical business. These include overhead
costs, employee salaries, marketing expenses, rent,
utilities, equipment maintenance, inventory, and any
other relevant expenditures.

Consider any anticipated changes in your operating costs,

such as price increases or new investments. Keep in mind that
some expenses are variable costs and will fluctuate accordingly,
such as inventory purchases prior to peak sales seasons.

STEP 5: Consider Capital Expenditures

As an optical business, capital expenditures may be necessary to
upgrade equipment, expand facilities or invest in new tech-
nology. Evaluate your capital expenditure needs and allocate
resources accordingly.

Consider the potential long-term benefits and return on invest-
ment for each expenditure, ensuring that it aligns with your
overall business strategy.

M/ | Determine all of the costs and
@ expenses associated with
= running your optical business.

STEP 6: Continuously Monitor
& Update Your Budget

Once you have formulated your business budget for the next
year, regularly monitor its progress. This will help you identify
any gaps, make informed decisions, and take corrective action
if necessary.

Now is the time to take control of your business for next year.
As always, please reach out if I can be of help. OP

Nancy Dewald is a business development professional, workshop
facilitator and optical industry veteran. She is CEO and founder of
Lead Up Training and Consulting, which specializes in identifying
business gaps, implementing solutions and developing leaders. To
find out more, visit leaduptrainingandconsulting.com.
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STAY TRUE

TO YOURS.

theopticalgroup.ca
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How to
Build Your

Reputation
Online

BY KERI SCULLAND, Marketing4ECPs

et’s face it - gone are the days

when patients used to rely solely

on referrals from their families

or friends to find a new doctor.
In today’s digital age, patients rely heavi-
ly on the internet to research and choose
a healthcare provider.

Patients are searching for their next
optometrist or optician online, and they
aren’t necessarily going back to the same
doctor every time — despite how much we
hope they will. This is why having a good
online reputation is essential in optome-
try and optical.

In today’s world, a good online reputation
is everything. When potential patients
search for a new doctor, they search for
reviews and ratings from other patients.
If they see a negative comment or review

about your practice, they are much less
likely to choose you.

It’s essential to monitor and manage your
online reputation regularly — the more
positive reviews and ratings you have,

the more likely you are to attract new
patients.

Patients trust online reviews as much

as personal recommendations. Positive
reviews can increase your credibility and
authority, which can lead to more pa-
tients choosing your practice over others.

THE POWER OF SOCIAL
MEDIA PROWESS

Social media is an effective, low-effort
way to build relationships, increase
visibility and promote your practice.

MARKETING INSIGHTS

Using your socials, you can engage in
meaningful conversations with
your target audience and share
information about your services
in an interactive way. You can
also use it to enhance customer
service by responding quickly
to inquiries or feedback -
which helps you create a loyal
following of patients who are
happy with the level of care they
receive from you.

Additionally, social media is a great plat-
form to showcase content related to your
practice. Patient stories or testimonials,
before-and-after photos, and videos of
procedures are all ways you can engage
potential patients and boost interest in
what you offer.

Social media allows you to interact

with potential patients and address their
concerns or questions. Responding to all
reviews and comments shows

that you care about your patient’s experi-
ences and are proactive in solving

their problems.

It is essential to keep your social media
profiles up-to-date, accurate, and consis-
tent with your website’s branding.

YOUR WEBSITE:
A TRUSTWORTHY
HOMEBASE

Your website often creates your first
impression with potential patients and
customers - and you only get one.

It’s therefore essential to ensure that
your website is easy to navigate, smart-
phone friendly, and up-to-date with
relevant information. Depending on
your location, you can also showcase pos-
itive reviews and patient testimonials on
your website, which can help build trust
and credibility.

A well-designed website sets the tone for
the rest of your online presence. Having a
great website means visitors will be more
likely to explore the rest of your digital
channels, like your social media and
Google listings.

Your website is a key factor in estab-
lishing trust with potential patients.
With an effective website, you can set
yourself apart from your competition and
demonstrate to visitors that your practice
is reliable and trustworthy.
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YOUR REPUTATION
REQUIRES MAINTENANCE

Finally, you need to regularly monitor

your online reputation. There are several

online reputation management tools
that can help you monitor review sites,
social media and search engines for
negative reviews or comments. If you
do see negative reviews or comments,
it’s essential to address them promptly
and professionally.

By using social media, having a good
website and monitoring your online
reputation regularly, you can improve
your online reputation and attract more
patients to your practice. Remember,
your online reputation is a significant
factor in building your practice, so be
proactive in managing it. OP

Keri Sculland is the manager of editing
and content strategy at Marketing4ECPs.

Learn more about Keri and Marketing4ECPs

at marketinggecps.com.
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4 WAYS T0 BUILD YOUR
ONLINE REPUTATION

Ask for reviews in person by listening to patients and using open-ended
questions about their experiences.

Use email or text messages to follow up with patients after appointments

and to request reviews. The message should be authentic and personalized,
expressing gratitude for choosing your practice. Be sure to provide a direct link
to your review page with clear instructions about how to leave a review.

Consider using online review management software to streamline the
process of managing and monitoring reviews from multiple sources. These
programs allow for prompt and professional responses to maintain a positive
online reputation.

4 Use social media to promote review pages and encourage patient engagement.
Respond promptly and professionally to feedback.

» Combine fashion science with optical savvy to take
your business to the next level

» Elevate your team from “order-takers” to “eyewear stylists”
Lead the sales conversation to increase capture rate

CONNECT « CREATE « CONVERT

bespectacular.com/optical ’@j @bespectaculartraining


http://marketing4ecps.com
http://bespectacular.com/optical

marketing/|ecps

THE ULTIMATE GUIDETO
UNDERSTANDING GOOGLE ADS

AND FACEBOOK ADS

Are you looking to improve your digital

marketing? Our comprehensive eGuide covers

everything you need to know about Google

Ads and Facebook Ads. _
marketingZiecps

THE
Download your free copy today and take your ULTIMATE GUIDE
TOUNDERSTANDING GOOGLE
digital marketing efforts to the next level! ADSANDFACEBOOKADS
- T

Kristin Choryan

Business Development Representative

www.marketing4ecps.com
info@4ecps.com
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url: https://join.specsavers.com/ca/explore-careers/partnership-explained/optometry-partner/?utm_source=opticalprism&utm_medium=print&utm_campaign=2023_joinourteamcampaign&utm_content=brand

LAST GLANCE

Modern
PREPPY

The Tommy Hilfiger TH 2059 from Safilo is a new lightweight optical frame for women, featuring an oversized
hexagonal butterfly shape in slim acetate, offset by thin metal temples for a contemporary twist
on the brand’s “Classic American Cool” heritage. Available in three colours:
red, transparent shaded grey and transparent green.

Acetate temple tips

Metal temples

Iconic blue, red & white —T

T ribbon on left end tip

TH Monogram logo

T_ Injected nylon front

Lens: Base 4
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© 2023 Tommy Hilfiger Licensing, LLC.
Eyewear produced and distributed exclusively by Safilo S.p.A.
www.mysafilo.com Style: TH 2059
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% givingsight

CRRURERCT i GRRURERY

OPPORTUNIT)

The ability to see is the ability to mal
To learn. To work. To flourish. A
eye care services and solutis
for all. At Optometry Givi
much-needed funds to:

y yur way in the world.
with universal access to
ical to a world of opportunity

» Train local people to become eye care profi It

- Establish vision centers where people can receive
regular eye care.

- Deliver eye care and glasses to people in need. o

Do you have the desire and vision to provide the gift of -l
sight and the gift of opportunity? We need you. '

Visit givingsight.org/donate to contribute today. : e ;
RN\



https://player.flipsnack.com/hoyavision.com/en-ca/miyosmart/miyosmart-evidences/

