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*Total Vision Care Market  includes dollars spent at all retail types at any retail location on the sale of either spectacle lenses (including Rx sun), frames, contact lenses, plano sunglasses, OTC 
readers, or revenue earned from refractive surgery or eye examinations. This number does not include sunglass clips and reflects the dollars spent only by those U.S. residents 18 and older. Does 
not include retail dollars spent by/for contact lenses and exams for those 17 years of age and younger.

Source: The Vision Council VisionWatch Consumer Barometer Q2 2020

Optical industry still generates $70M per day at retail during COVID-19 crisis
Annual Sales by Product Category – In Millions
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Presenter
Presentation Notes
1. The optical industry recorded $36.73 billion in retail sales during the 12ME period June 2020—down by 15.1% from previous year totals. That is the largest decline in annual year-over-year revenues we have ever recorded in the 20 year history of VisionWatch and more than the 10% loss in year-over-year revenue we experienced during the peak of the 2008/2009 "Great Recession". On the positive side, we are seeing retail prices increase slightly over the past year—unit sales of eyewear in the US during the 12ME period June 2020 totaled 268.5 million pairs—down by 17.5% and indicating that average retail selling prices for eyewear purchased rose by 2.9% during the year. Prices during the year-ending period Jue 2020 were up the most for Rx lenses and contact lenses.2. Over the past year, the markets that performed the "best" in the optical industry (relatively speaking the "best" in this scenario meaning the least amount of losses) were contact lenses (sales down 3.7% during the 12ME period June 2020 totaling $5.2 billion during the year-ending June 2020) and OTC reading glasses (sales down 11.6% to $833.6 million during the 12ME period June 2020). The markets that have lost the most from a revenue perspective during the 12ME period June 2020 were plano / non-Rx SG and refractive surgery (sales revenue down 22.2% and 19.0% respectively during the 12ME period June 2020).  3. Fortunately for the industry, even though purchases and exam activity are down significantly, usage for most forms of vision correction are up over the past year. In fact, there are 196.3 million US adults using some form of vision correction as of June 2020—up by 1.1 million over the number of users from June 2019. Usage is up the most over the past year for plano SG, Rx eyeglasses and computer eyewear/eyeglasses. Demographically, eyewear usage is up most for men, adults between the ages of 35 to 44 years old, residents of the SE region of the USA and among adults with some type of MVC coverage. 4. Rx eyeglasses sales, which totaled 65.6 million pairs generating $20.49 billion dollars saw unit sales decline by 16.6% over the course of the year with corresponding revenues dropping by 15.8% during that same period of time. As you might imagine, much of that decline can be traced to a precipitous second quarter of 2020 that saw many physical BAM eyewear retailers closed for 6-8 or more weeks. Eyeglass sales during the second quarter of 2020 were down by 52% when compared to unit sales volume from the second quarter of 2019. Fortunately, our preliminary Q3'20 VisionWatch results indicate that unit frame sales for the third quarter of 2020 were only down by 16.6% from the third quarter of 2020 (with totally quarterly frame sales coming in around 16.5 million pairs). 
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Estimated loss of 16 million eye exams in first half of 2020 due to COVID-19

Source: The Vision Council VisionWatch Eye Exams Report Q2 2020
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Presenter
Presentation Notes
This slide presents data from our VisionWatch Eye Exams Q2 subscriber report with the total number of eye exams per quarter back to Qr4 of 2018. In looking at the impact of Covid-19 on eye exams in Q1 and Q2 of 2020, it’s important to consider the typical seasonality of eye exams. You’ll see the typical Q4 to Q1 increase in 2018 and 2019 in orange, with Q1 approx. 18% higher than Q4. This seasonal Q1 bump could be attributable to a number of factors, including patients using expiring managed vision care benefits, a trend of “New Year New You” resolutions focused on health and well-being, and generally less busy schedules in January, February and March compared to the November-December carousel of holidays, vacations, and family gatherings. However, this year, the total number of exams in Q1 increased only by 2% from Q4, representing a potential loss of conservatively 4 million eye exams. In Q2, the impact of Covid-19 in total number of eye exams is much more evident. We estimate that only 12.1 million adult eye exams were conducted in Q2, down 57% from Q1, compared to a typical seasonal decline of between 10-15%. This is not surprising as many optometry practices and optical retailers were forced to close due to local and state government regulations in April, with many jurisdictions not lifting those regulations until late May or early June. We estimate the potential loss of exams due to Covid-19 in Q2 conservatively at 12 million exams and could have been as bad as a 16 million exam loss.We have just completed our Q3 VisionWatch fielding and are processing those reports. Initial results have third quarter 2020 exams down by 8%-9% of Q3'19 levels with many consumers getting an exam in Q3'20 after postponing them during the second quarter of the year. 
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Vision insurance utilization increasing even as coverage falls

Source: The Vision Council VisionWatch Vision Correction Report and 12ME Frames Report Q2 2020

Presenter
Presentation Notes
1.As of June 2020 there were 126.5 million US adults with some form of vision insurance of managed vision care coverage (MVC). That means that 48.9% of the US adult population has some form of MVC coverage—down from the peak of 50.9% of the US adult population that had some form of MVC coverage in December 2019. Despite population increases, the COVID-19 crisis has led to a reduction in the absolute number of MC covered loves—specifically, the number of US adults with MVC coverage dropped by 4.7 million from Dec’19 to Jun’20 (and a decline of 5.5 million lives through Sep’20). 2.Over the past year, coverage has dropped the most for women, adults under the age of 45 (and especially for adults under the age of 35 years old), adults from higher-income households and adults residing in the Midwest region of the USA,. 3.Despite the drop in coverage that has occurred over the past 6-9 months, the share of exams and eyewear purchases involving MVC utilization is approaching an all-time high. It should be mentioned that the all-time high I am referring to occurred during the middle of the great recession when 60.9% of all Rx eyeglass purchases involved some type of MVC subsidy to help pay for the cost of the eyeglasses purchased. During the 12ME period June 2020, 60.5% of all frames purchased in the US were purchased with the assistance of MVC benefits or subsidies (representing 39.7 million pairs of Rx eyeglasses). While the number of frames purchased with insurance is down almost 15% during the 12ME period Jun’20, the share of eyeglass frames purchased with some type of MVC subsidy increased by 1.2 share points. 4.A similar situation exists in the eye exam market (where 76.6% of exams involved an MVC subsidy) and contact lens market (where 51.8% of exams involved an MVC subsidy). Even though the number of consumers with MVC coverage has declined, those folks that still possess coverage are using and utilizing their benefits to a level we haven’t seen in well over a decade. Much of that is in response to the COVID-19 crisis and the desire to use any benefits before losing them via job loss or benefit cuts in these difficult economic times. 
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Channel performance: Online retailers growing during COVID-19 pandemic

Source: The Vision Council VisionWatch Market Analysis Report Q2 2020

Presenter
Presentation Notes
1.From 2008 to 2019 channel performance in the US optical industry was a fairly consistent story. Independent ECPs thrived as “health/medically”-oriented customers with MVC benefits helped grow exams and product sales for independents and outperform just about all other brick-and-mortar channels for almost a decade. Simultaneously, which had been growing strong from a small base gradually became a larger and larger component of the industry as many “commodity” eyewear shoppers defected from larger, national chains and corporate retailers to purchase eyewear on the Internet. 2.COVID-19 has obviously had an impact on the industry and disrupted those trends on a macro level. Even though the 25K or so independent ECPs in the USA generated $16.2 billion in sales revenue during the 12ME period June 2020, that is a 14.6% decline from revenues generated by independent ECPs during the previous year. Government-imposed shutdowns and concern over contracting COVID-19 harmed independent ECP businesses in March, April and May. While June, July and August saw a slight return to normalcy and consumers return to the optical marketplace to get eye exams and buy eyewear the landscape and the new pattern of purchases was different from what we saw before the start of the COVID-19 crisis. 3.Conventional eyewear chains and department store retailers (often located in busy shopping centers and malls that consumers have avoided since COVID-19 emerged) have seen losses greater than the industry average (-15.9% and -40% respectively during the 12ME period June 2020).  4.The one channel that has grown in both absolute and relative terms (market share and penetration) has been the online / Internet market. Led by sales of contact lenses (which totaled 935M in sales during the 12ME period Jun’20—up by 13.7% from the previous year), online sales of eyewear totaled more than $2.86 billion during the 12ME period June 2020. That is up by 6.7% over the past year and up by 230% over the past 10 years (since 2010). 5.Online sales of Rx eyeglasses were up 4.3% during the 12ME period June 2020—totaling 7.5 million pairs sold over the course of the year. That means that 11.7% of all frames purchased by American consumers during the year-ending period June 2020 where purchased online; however, since ASPs for online eyeglass frames are only about half the price for frames purchased by Americans at BAM locations, online frame sales only account for 6.1% of total frame dollar revenue generated during the year-ending period June 2020. 
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As the COVID-19 crisis continues in the USA how are you prioritizing the following health 
care needs?
% of respondents1

Americans rank Vision Care within top 5 health care priorities 
during COVID-19

Q: As the COVID-19 crisis continues in the USA how are you prioritizing the following health care needs?
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, August-September 2020, n = 9,878

12%

12%

13%

15%

19%

22%

35%

30%

61%

68%

63%

59%

55%

53%

51%

38%

36%

17%

Refilling Drug Prescriptions

General Health
Check-Up / Physical

Dental Care

Mental Health Care

Vision Care

Orthopedic Procedures / Care

Cardiology / Heart Care

OB/GYN Care

Cosmetic / Elective 
Procedures

Not Important ImportantNeutral

Presenter
Presentation Notes
While The Vision Council is intimately focused on consumer vision and eye health routines and purchases of optical products, we wanted to understand how consumers are prioritizing their Vision Care among other Health Care related needs during Covid-19. Vision Care ranked fourth in importance overall, behind filling prescriptions, general health check-ups, and dental care. Looking at these results slightly differently, Vision Care ranks third of the health care routines that typically require an interaction with a health care practitioner, as refilling drug prescriptions can be done without visiting or interacting with a doctor or practitioner. 
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Patients are becoming more comfortable attending in-person eye 
exams compared to earlier months of COVID-19

1Figures may not sum to 100% because of rounding.
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, April – October 2020, n = 49,827
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Will you postpone or cancel any eye exams or trips to the eye doctor while coronavirus is 
still a threat?
% of respondents1

Presenter
Presentation Notes
Patient eye exam behavior continues to evolve as we enter the ninth month of the COVID-19 pandemic. Most adults still express overall high levels of concern about COVID-19 – approximately 57% of adults surveyed in October rated their level of concern either 8, 9, or 10 out of 10 – you’ll be able to find that chart in the appendix of the presentation that you will receive after the meeting today. However, given that high level concern, most people have adjusted their daily routines to account for our COVID reality.  The majority of patients in August, September, and October indicated that they will keep their originally scheduled in-person eye exams – 43% in September and 42% in October. These are the highest percentages of patients reporting that they will keep their in-person eye exams since the Covid-19 pandemic began – up from a low of only 17% in April. This is also significantly higher than the combined 26% of patients in October who indicated that they will cancel or postpone exams. It’s also interesting to note from this graph that the percentage of patients who indicated that they will pursue a telemedicine exam or virtual screenings has been flat at approx. 8% over the last 6-7 months, with a slight up-tick in September and October. We will continue to monitor these results to determine if more patients are becoming more option to and interested in a telehealth option for their vision care needs.
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More than 75% of consumers indicate that they will likely return to 
physical eyewear retailers after COVID-19

1Figures will not sum to 100%, because other answer options removed. *By location of last Rx eyewear or optical product purchase.
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, September 2020, n = 3,762

After the COVID-19 crisis is over, how likely are you to return to a brick and 
mortar physical eyewear retailer to try on and purchase eyewear?
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Presenter
Presentation Notes
In diving a little deeper into the return to physical brick and mortar locations, more than 75% of consumers indicated that they are likely return to physical stores and practices after Covid-19 is no longer a threat. Of the specific optical product consumer segments that we monitor, consumers who do not have managed vision care were slightly less likely to indicate that they will return to physical stores. Additionally, those consumers who have previously purchased eyewear or contact lenses online are also less likely to return to physical stores, perhaps indicating a level of comfort with their previous online optical product purchase experience. The independent ECP and national retail consumer segments equally report a likelihood to return to stores – 82% of each segment – higher than the national average of 76% of all adults.
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Consumers are adjusting optical buying behavior by taking extra 
precautions when shopping in-person

1Figures will not sum to 100%, because multiple selections allowed. “Other” response removed. *extra handwashing or wearing a face mask
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, February-August 2020, n = 44,989

If you need new eyeglasses or contact lenses while coronavirus is still a 
threat, which of the following actions are you likely to take?
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Presenter
Presentation Notes
Just a few moments ago, we observed that more patients are beginning to return to in-person eye exams in recent months. Similarly, recent surveys indicate that consumers are also beginning to return to normal or slightly modified in-person optical product purchase behavior. From our August interviews, more than 70% of adults indicated that they will make a purchase in-person if needed – whether as they normally would or by taking extra precautions when visiting the retailer (such as extra handwashing or wearing a mask). This percentage is up considerably from the height of the pandemic in April, and continues the trend that we have observed since June.
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Patient volume is still depressed overall, but the decrease is less 
significant than in previous months

1Figures may not sum to 100%, because of rounding.
Source: The Vision Council COVID-19 ECP Panel Study, 3/9/2020 – 10/17/2020, n = 4,925
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Presenter
Presentation Notes
In response to the COVID-19 pandemic, we have been conducting surveys in order to better understand how eye care professionals are being affected during these times. A question that we’ve tracked since the beginning of our ECP survey is patient volume. We ask ECPs how many customers they’ve served within the last week compared to a normal week, or pre COVID-19. We see that during the last few months of fielding, patient volume is slowly stabilizing. Now only about half of ECPs report a decreased number of customers / patients. This is a significant difference compared to the 98 or 97% reported in the beginning months of COVID-19, back in March and April. 
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More than half of ECPs report capture rate is normal or increased 
in recent surveys
How would you describe the capture rate at your location served within the last 
week compared to a normal week?
% of respondents1
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1Figures may not sum to 100%, because of rounding.
Source: The Vision Council COVID-19 ECP Panel Study, 3/9/2020 – 10/17/2020, n = 4,925

Presenter
Presentation Notes
Another question that we track in our ECP survey is capture rate of practice locations. In the beginning of fielding, back in March, there was a large percentage of respondents reporting decreased capture rates (about 80%). This is also in line with the time period when government mandated shutdowns were implemented, in response to the COVID-19 outbreak. Fast forward to the past couple months of fielding, in September and October, we see capture rates slowly reaching normal or increased levels. More than half of ECPs reported their capture rate as normal or increased. 
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Source: The Vision Council COVID-19 ECP Panel Study, 6/1–6/6/2020, 8/24-8/29/2020, n = 190

Positive gains in ECPs’ level of confidence and investment in 
their businesses seen in August surveys compared to June
Please indicate how strongly you agree or disagree 
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Presenter
Presentation Notes
Finally, while the financial strain of the COVID-19 crisis is still being felt strongly by ECPs, there are some positive signs in survey results from August indicating that the overall level of confidence and level of investment in their businesses are increasing compared to surveys conducted in June. A few quick highlights….Current business performance is improving. Only slightly more than one-third of ECPs (38%) indicted in August that their businesses are currently experiencing a significant drop in income, which is down from two-thirds of ECPs (66%) in June.Purchases and investments in optical businesses are also slightly  improving. Fewer ECPs (59%) reported delaying purchases for their businesses in August than in June (79%). Additionally, Just over half of ECPs (52%) reported in August that they have cut back on spending for their business compared to nearly three-quarters of ECPs (74%) in June. …but, even with those positive signs, future business performance is still uncertain. Even though lower than June results, more than half of ECPs (52%) in August still anticipated a significant drop in their business income over the next 6-12 months.
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VisionWatch COVID-19 Consumer Surveys

Methodology:
• Custom consumer study conducted via The Vision Council’s VisionWatch Survey Program.
• Questions appended to the end of the VisionWatch surveys, allowing segmentation and 

cross-tabs based on broader vision care, eye exam, and optical product purchase behaviors.
• Fielded to a demographically balanced sample over the internet.

Wave Dates Sample size
February 2/10 – 2/27 n = 10,419
March 3/10 – 3/26 n = 10,312
April 4/8 – 4/30 n = 11,401
May 5/1 – 5/31 n = 10,325
June 6/2 – 6/30 n = 10,364
July 7/1 – 7/31 n = 4,922
August 8/1 – 8/31 n = 4,936
September 9/1 – 9/30 n = 4,942
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Optical Industry Research Program – ECP Insights

Methodology:
• Online surveys conducted among a panel of more than 1,700 eyecare 

professionals.

• The participants have the option to receive an incentive in exchange for 
completing the surveys.

• The surveys include questions about discrete weeks and their location’s 
corresponding performance.

• Some survey questions are added, updated or replaced between waves to 
inquire about emerging topics and trends.

• Completed 24 waves to date with more than 7,500 responses.
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Consumer concern about COVID-19 is impacting eye exam and 
eyewear purchase behavior, but to a lesser degree than in the spring
The level of consumer concern about COVID-19 was closely correlated with consumer behavior in postponing or canceling eye 
exams and eyewear purchases during the beginning months of the pandemic. However, over the past two months, it appears that 
slightly rising levels of concern are having less impact on eye exam and eyewear purchase postponement and cancellation. 

Source: The Vision Council VisionWatch COVID-19 US Consumer Study, 2/10/2020 – 10/10/2020

Date (Week of)
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