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DATA SOURCES AND METHODOLOGY
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The 2000 Gallup Study of the Consumer Contact Lens Market was conducted for industry subscribers, including Bausch & Lomb, by Multi-sponsor
Surveys, Inc., under contract with The Gallup Organization, Inc. The survey consists of two parts. The first part
is based on a nationally representative sample of 2,504
teenagers and adults, which yielded a group of 1,481 respondents with corrected vision. Telephone interviews
were conducted with respondents, which included 379
wearers of contact lenses and 141 prospective wearers.
In the second part, questionnaires were mailed to a targeted group of contact lens wearers. Some 924 contact
lens wearers, aged 13 to 17, completed the questionnaires, and 150 of these respondents were interviewed
by phone. Data collection was conducted in Q2, 2000.
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The Bausch & Lomb Segmentation Study
Among Vision Corrected Consumers was conducted in February 1999 and published in August 1999.
The study, which was conducted for Bausch & Lomb by
Directions Research, is an attempt to identify and understand the underlying motivators that drive consumer
attitudes and behaviors. It compares global consumer
responses with U.S. market responses. It is based on a
sample of 600 vision corrected consumers, aged 14 to
50, in each of seven global markets and includes at least
300 contact lens wearers in each market. The study categorizes consumers into four character types and identifies appealing aspects of contact lenses, as well as objections to contact lens wear.

3

The Consumer Awareness, Attitude, & Usage
Tracking Study was conducted for Bausch & Lomb
in late 1999 and published in June 2000 by Simpson Carpenter Global Marketing Research. The study evaluates
the growth, awareness and development of brand equity
in the Bausch & Lomb name among consumers both with
and without vision correction. The study also assesses
attitudes about contact lens wear and care and usage of
contact lenses and lens care products. Data were gathered from interviews with approximately 1,000 consumers. Respondents included 399 contact lens wearers
and 200 glasses only wearers, both aged 14 to 49. In addition, 401 non-vision corrected consumers were interviewed. Two hundred of them were aged 14 to 49, and
201 were aged 50 to 79.
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The Bausch & Lomb Toric Awareness & Usage
Study was conducted in 2000 by Global Marketing
Research. Findings were based upon telephone interviews with 300 U.S. optometrists to identify the driving
factors that determine their choice of prescribing a toric
lens versus a spherical lens or eyeglasses and to gauge
their perceptions of current toric lens products. Half are

independent ODs; half are employed by national or regional optical chain retailers. All participants currently
treat astigmats.
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Health Products Research, Inc.’s, Vision Information Services (VIS)SM –Contact Lens Report, which often is referred to as the “HPR Doctor’s Diary Panel,” is based on survey responses from more than
500 contact lens dispensing locations that record all
transactions over a two- to four-week period. The respondent panel consists of private practice ophthalmology and optometry offices, independent retail outlets and
national retail chains.
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Health Products Research (VIS)SM – Annual
2000 Year-End Consumer Contact Lens Survey, which often is referred to as the “HPR Consumer
Survey,” is a national survey conducted in December
2000. It is based on a comprehensive questionnaire sent
to 2,200 households selected from a panel of 44,147
households prescreened for type of eyewear worn. From
this mailing, responses from 1,650 households were
tallied to yield detailed responses from 2,916 eyewear
users, among them 1,042 wearers of contact lenses.
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ACNielsen SCANTRACK Services provide weekly
scanner-based marketing and sales information from
more than 4,800 stores representing 800 retailers in 50
major U.S. markets. The service monitors performance
trends and evaluates price and promotion effectiveness
by tracking and forecasting promotional product movement and also non-promoted products. ACNielsen
Homescan is a multi-outlet panel that captures all consumer package goods purchase information, as well as
non-UPC coded random weight perishable products.
ACNielsen Worldwide Consumer Panel Services
provides key consumer insights in 18 countries, based on
consumer purchase information from over 126,000
households globally.
Unless otherwise indicated, ®/™ denotes trademarks of Bausch
& Lomb and/or its affiliates. SM is a service mark of Health
Products Research. Other brand names/product names are
trademarks of their respective owners.
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Building Successful Partnerships
A Greeting From
Mark Sieczkarek
President of the Americas, Bausch & Lomb, Incorporated
elcome to a new edition of Trends in Contact Lomb also is a partner in that exchange of information.
Lenses and Lens Care! As you will read in the With Trends, we are providing a wealth of macro trends, infollowing pages, there are bountiful opportu- dustry data and insights into consumer attitudes that we
nities for practice growth and for the growth hope will allow you to better understand—and better
of the industry. Also bountiful are vital opportunities for serve—your patients.
As you will see as you read Trends, these
partnerships that help us all to achieve
conclusions are based on respected and varthat growth.
ied sources. The Gallup Study of the ConThese partnerships take many forms.
sumer Contact Lens Market reveals remarkFirst and foremost is the partnership
able growth—as well as extremely high satbetween you and your patients. Your proisfaction—with contact lens wear. Our
fessional/patient relationship is one that
proprietary Segmentation Study demongrows over a lifetime. In many cases, genstrates great interest among eyeglass wearerations of family members choose to be
ers in contact lens wear in the future—an
your patients because they value the exinterest that is not cost-sensitive. Patients
cellent medical services that you provide.
want the best in health, comfort and vision,
They feel well cared for by you and your
“There are bountiful
and they’re willing to pay for it.
staff. As you learn all you can about your
opportunities for
We also have looked outside our industry
patients and the world in which they live,
practice growth.”
for perspective. We’ve drawn on external
you’re partnering with them in providing
sources such as the U.S. Census Bureau and the Roper Rethe very best in vision care and patient satisfaction.
There is also a partnership between your practice and port. We’ve called on the expertise of cutting edge business
manufacturers who produce premium vision correction consultants from such forums as the Harvard Business
options. Consumers today (and patients certainly are con- School. We’ve summarized their theories on business mansumers) value leading brands in all of the goods they buy, agement, marketing and branding. We’ve also tapped their
and that holds true in contact lenses and lens care prod- thinking about the future of the eyecare practice.
We’ve asked these “masters” of business manageucts. We all rely upon brands. Brands simplify our lives and
reassure us that we’re getting the very best products avail- ment—who consult to Fortune 500 companies and speak
able. By providing your patients with premier brands of to groups of small business leaders—to think specifically
contact lenses and lens care products, you’re leveraging a about the challenges of our eyecare field. They offer some
fascinating strategies and bring fresh thinking into our purpartnership that delivers the best.
Finally, we all are partners in the exchange of informa- suit of improved vision care and industry growth.
We’ve provided all of this in Trends 2001 because we
tion. Today’s consumer/patient is awash in information
about healthcare, about eyecare and about value. The In- believe in the value of our partnership. The success of your
ternet, media and consumer advertising make today’s con- practice is the key to growth for Bausch & Lomb and for
sumer/patient better informed than ever. You can help your the entire vision care field. Ours is a partnership in sucpatients to interpret and understand the information they cess. And, like the contact lens field itself, our partnership
encounter; this builds value in your relationship. Bausch & will continue to grow!

W
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The Market Environment
Doing Business Today
Running a vision care practice today means doing business in a changeable economic environment. After a decade of unbridled high growth,
our nation’s expanding economy is transitioning
into a period of more modest growth accompanied by guarded optimism.
The past year has seen downturns in the stock
market, a rise in unemployment and widespread
retrenchment following a devastating attack
upon the country. With these developments, the
mood of the American consumer has been shaken, and spending has slowed. Now, more than
ever, vision care professionals must be vigilant in
identifying changing spending patterns and in assessing the core values of the consumers they
serve in their eyecare practices.
The Nation’s Economy
The nation’s economy is in a slowdown phase.
The leading barometer of growth, the Gross Domestic Product (GDP), fell precipitously over the
past year. In Q3 2001, the GDP rate of growth
fell by 0.4 percent in what is being called the first
stage of a recession.
Eyecare practitioners should note that consumers continue to spend on needed goods, even
in the current malaise. Economists explain that,
in contrast to past recessions, today’s slowdown
stems from diminishing corporate profits related
to leaner wholesale and retail margins in many
fields. Also, a strong dollar ensures a wide trade
imbalance that curtails the international expansion of many U.S. based companies. Job layoffs
have accelerated over the past year, and they
have been especially visible in the high-tech,
communications and Internet fields, following
phenomenal growth in those areas in the ‘90s.
Over the past decade, U.S. consumers have
spent too freely and saved too little, say economists, who note that these patterns may be changing. In the booming ‘90s, consumers directed huge
amounts of personal savings toward investments.
For the first time, U.S. households had more than
50 percent of their wealth invested in stocks and
bonds. Last year, for the first time in their 20-year
history, 401(k) retirement accounts lost money,
and losses continued in 2001.

Consumers, stung by these losses, are moving
away from a heavy mix of stocks in their retirement accounts, and home ownership has regained prominence as the household’s leading investment. At the same time, property values are
escalating at 6 percent nationally and in double
digits in sought-after areas, says the National Association of Realtors. Looking to sustain their
high spending ways, Americans are increasingly
reliant upon home equity loans and “cash out”
mortgage refinancing to accommodate luxury
purchases. Economists say this explains why, in
the first three quarters of 2001, consumer
spending actually increased, in the face of the
slowest GDP growth in more than a decade.
Consumer Spending Continues
Despite current economic uncertainties, consumers continue to spend. In 2001, overall consumer spending, which contributes two-thirds of
the GDP, grew by 3 percent in Q1, by 2.1 percent
in Q2 and by 1.2 percent in Q3. Further, spending on durable goods was up at mid-2001, new
home starts were strong, and mid-year tax rebates injected $40 billion into the economy as
part of a $1.3 trillion multi-year tax cut.
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Sales at retailers across the nation continue
to rise, though not as robustly as in 2000. In the
first half of 2001, retail sales were up an average
of 1.8 percent over the same period in 2000, according to Goldman Sachs Retail Composite Index, which measures stores open one year or
more. In 2000, retail sales rose an average of 4.5
percent versus 1999.

2001
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2001
Q3

Source: U.S. Commerce
Department
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Confidence
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consumer types where continued growth is forecast. Just as
consumers grow more sophisticated about how they plan, in1998
1999
2000
2001
(Sept.)
vest and spend their hardSource: The Conference Board
earned incomes, those who
market goods and services—eyecare practitioners among them—are growing ever more sophisticated in identifying key growth segments
and strategies to best serve consumer/patient
wants and needs.
Consumer Confidence Eroding
Consumers may be spending, but they are notably less confident in the state of the economy
today than in recent years. Following the September 2001 attack on America, the Consumer

Confidence Index tumbled to 97.6, down from
levels in the 140’s in 1999 and 2000 and the
lowest in five years. Also declining are consumers’ appraisal of their present situation and
their expectation of future economic conditions.
Cautious Consumers Still Spend
Consumers may be wary of future economic conditions, but that doesn’t necessarily translate to
slower spending, according to the Conference
Board, a leading tracker of consumer moods.
“With the traumatic change in economic
growth from the beginning of 2000 to the second
half of this year, consumers became much more
cautiously apprehensive looking ahead,” says
Lynn Franco, director of the Conference Board’s
Consumer Research Center. “Still, consumers tell
us they’re secure enough to continue to spend
and to make big ticket purchases and incur debt.”
“As far as health care,” says Franko, “we
don’t foresee any sudden drawback in spending,
whether it’s for a luxury or necessity item, but
we also don’t see a tremendous pick-up.”

“Satisfaction Matters...to Earnings”
Customer satisfaction is directly related to the
value of a corporation—and the same may hold
true for patient satisfaction and the value of an
eyecare practice.
“We find a high correlation between the percent of change in earnings and the percent of
change in the American Customer Satisfaction Index (ACSI),” says Barbara Everitt Bryant, research scientist with the ACSI at the University of
Michigan Business School. The index measures
consumer experiences and expectations with the
goods and services of 164 companies that comprise 40 percent of the GDP.
To arrive at its conclusion, the Michigan Business School faculty examined the earnings growth
of companies in the Standard & Poors 500 over
the past eight years. Looking at 160 publicly traded companies in the ACSI, they analyzed “market
value added” (MVA), which measures the value of
a company minus the capital and labor put into it.
They found that in 1999 the top 50 percent of
firms in the ACSI showed an average MVA of $42.5
billion versus the bottom 50 percent which had an
4 / TRENDS 2001

average MVA of only $23.2 billion.
“We found that satisfaction does matter,” says
Bryant. “It relates to earnings.”
The index also measures a ratio of value to
price, and scores decline when prices rise without a commensurate increase in value. The index
also reveals a growing gap between consumer expectations and their evaluation of quality in the
goods and services they receive.
CustomerSatisfaction
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Source: American Society for Quality and the University of
Michigan School of Business’ National Quality Research Center

Let Customers Rule!
An Interview with

Frederick F.
Reichheld
In this fast-paced global
economy, is customer
loyalty obsolete?
“Loyalty is fading, though companies that ignore employee and
customer loyalty pay a high price. Building customer loyalty is the acid test of leadership. A very small increase in
customer loyalty, say 5 percent, can as much as double
profits. Loyal customers generate new business, and your
costs to serve them are lower than with new customers.”
With competitors just a click away, does the Internet accelerate the loss of customer loyalty?
“The Internet makes it much harder to capture people’s
repeat business without really earning it. You truly have to
give value. The Internet is a wonderful tool for building
deeper and more lasting relationships, provided that you
use it to make your customer’s life better. Use your Website to make it easy for your customers to set up or change
appointments or to order from you. They’ll never again
have to play phone tag.”
Do business-world principles for increasing customer loyalty apply to a healthcare practice?
“What I’m saying to corporations is congruent with what
most practitioners believe: that patients deserve to be
treated right. The first step is to measure retention rates of
customers. Most companies track customer satisfaction,
but only 20 percent of business leaders track customer retention. Survey customers about their satisfaction and
their loyalty. Our survey instruments can be downloaded
from loyaltyrules.com, and physicians can modify this for
their own practice. What needs to be improved is how worthy you are of deserving your patient’s loyalty.”
How does employee retention affect customer
retention?
“It’s impossible to build customer loyalty without first
building employee loyalty. Your employees are the people
who touch your customers regularly, and loyal employees
are more productive. We surveyed thousands of employees
and found that less than half of front-line employees be-

lieve their employer deserves their loyalty. If they’re dealing with customers, they’re transmitting those attitudes.”

How does employee empowerment affect
customer retention?
“In my book, I cite an orthodontist who was faced with cutting staff, whose salaries were running 30 percent of revenues. Instead, he restructured and split with them 30
percent of office revenues generated. The change was dramatic. Customers received superior service and referrals
skyrocketed. Dental assistants and secretaries had business cards printed up and marketed the practice at PTA
meetings, supermarkets and churches. The business grew,
and his people were happy. When front-line employees are
paid not for their hours but for generating customer demand and serving it profitably, their jobs are enriched and
the practice prospers.”

Strategies to Enhance Customer Loyalty
Play to win/win: Make partnerships with companies that

will help you to upgrade your customer’s (patient’s) experience.
Be picky: Be discriminating in whom you choose to keep

and develop as customers—and as employees. Hire people very carefully and only if they believe in the values you
stand for. Good employees are long-term assets.
Keep it simple: Reduce complexity for speed and flexibili-

ty. Obliterate hierarchies. Outsource non-strategic functions to best-in-class partners.
Reward the right results: Tie compensation and bonuses

to customer retention.
Listen hard and talk straight: Insist on honest, two-way

communication and learning. Coax out negative feedback.
Preach what you practice: Explain your principles, then

live by them. Clarify your principles, write them down,
then preach them with a passion. Be a role model for integrity, truth and conviction.
Frederick F. Reichheld is Director Emeritus
of Bain & Company and a Bain Fellow. He is
the author of Loyalty Rules! and The Loyalty Effect. His articles have appeared in
Harvard Business Review and the Wall
Street Journal.
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The American
Populace

Nation Growing at Robust Pace
Americans numbered 281.4 million at mid-year
2000, according to the U.S. Census Bureau, a 13
percent rise from the U.S. population of 249
million in 1990. With roughly six of 10
Americans in need of vision correction, this
steady annual increase of more than 3 million
new consumers provides eyecare practitioners
with valuable opportunities for practice growth.

American Households
Population 2000
Median age
Households
Family households
Non-family households
Married couples/households
Two-worker households
Median household income
Median price existing home

281.4 million
35.3 years
105.5 million
71.8 million
33.7 million
52 percent
51 percent
$41,343
$146,500

Sources: U.S. Census Bureau, National Association of
Realtors

Ranks of Children Growing Fast
Among the fastest growing age groups are
children aged 10 to 14, which grew by 20.5
million from 1990 to 2000, and Baby Boomers
aged 35 to 54, who added 20 million to their
ranks. Also growing fast were those aged 55 to
59, who grew by 28 percent and those aged 65
and over grew by 11 percent in the 1990s. The
only decline was seen in young adults: Those
aged 20 to 34 fell by 5 percent from 1990 to
2000, according to Census.
More Non-Traditional Families
Eyecare practices traditionally serve families—
but American families are hardly traditional
anymore.
There were 105.5 million U.S. households in
2000, according to Census, a rise of 15 percent
over 1990. Over that span, family households
grew by 11 percent to 71.8 million, while “nonfamily” households grew by a much faster 23
percent to 33.7 million. Family households now
comprise 68 percent of households, down from
70 percent in 1990.

The number of “traditional” families that consist of married couples with children under age
18 fell to 23.5 percent of households in 2000,
down from 25.6 percent in 1990. Such families
claimed 30.2 percent of households in 1980 and
45 percent in 1960, according to Census.
For the first time in 2000, there were more
households of people living alone (26 million)
than of families with children. Single mother
households rose to 7 percent in 2000 from 5 percent a decade earlier.
Census figures based on 1998 surveys show
that two-parent worker households comprise 51
percent of households, up from 30 percent in
1976. Also, 60 percent of women with a child under the age of one now work, up from 31 percent
in 1976. This fundamentally changes patterns of
health care appointments
The number of homes with unmarried partners rose to 5.5 million in 2000 from 3.2 million
in 1990, a rise of 72 percent. This includes a rising number of households of same-sex partners,
which comprised only 5 percent of the larger figure in 1990. America saw a 25 percent increase
in the past decade in single parent families.
Americans Growing Older
America is growing older. The median age in 2000
was 35.3, up from 32.8 in 1990, according to Census. Census projects that the U.S. population will
double to 571 million Americans by 2100. The
median age at that time would be 40, and minorities would comprise a far larger portion of
the populace.
A Decade of Growth by Age Groups
(in growth by percent, 1990-2000)
40%
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30%
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Source: U.S. Census Bureau
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Young Americans
(School age children, 5 to 17, enrolled grades K-12,
1999)

Students
Children <18
Total enrollment

70.4 million
50 million

Grades
K-5
6-8
9-12

24 million
12 million
14 million

Households
1 child
2 children
3 or more

8.2 million
19.9 million
22 million
Source: U.S. Department of Education

With better healthcare and prevention, life
expectancy continues to rise. Women can expect
to live 79.5 years, up from 78.8 years in 1990.
Men can expect to live 73.8 years, up from 71.8
years in 1990, according to the National Center
for Health Statistics.
Cost of Child Rearing Soaring
Eyecare and vision correction options are largely paid for out of the American family budget—
and the demands on that budget are growing. On
average, an American family will spend
$165,630 to provide the basic necessities of
food, clothing, shelter and education for a child
born in 2000. That is about $5,000 more than for
a child born in 1999. Housing accounts for 33
percent of that expense and food for 17 percent,
according to the U.S. Department of Agriculture.
When adjusted for inflation, that 2000 child will
cost a family an average of $233,530. Over the
long haul, from 1960 to 2000, the cost of raising
a child has grown by 13 percent when adjusted
for inflation, says the USDA.
Cost of Healthcare Way Up
American families also are digging deeper into
their pockets to pay for healthcare. Overall healthcare costs increased by 7.2 percent in 2000, the
biggest jump in a decade, according to the Center
for Studying Health System Change. Higher hospital costs (up 11.2 percent for outpatients and up

2.8 percent for inpatients) drove that increase, followed by higher prescription drug costs (up 14.5
percent) and physician’s services (up 4.5 percent).
Higher costs are being passed along: Premiums for
employer-sponsored health plans are up by 11
percent in 2001, says the Center.
Population More Diverse
The composition of the American populace is
becoming increasingly diverse and more difficult
to categorize, and forward looking eyecare
practitioners should tailor their services to
accommodate these changes.
Hispanic Americans now vie for status as the
largest ethnic minority in America, according to
Census. Throughout the ‘90s, the Hispanic population grew by 58 percent to 35.3 million, up
from 22.4 million in 1990. Non-Hispanic African
Americans stand at 35.4 million or 21 percent of
the population. Some 6.8 million Americans or
2.4 percent of the population identify themselves
as members of “more than one race.”
Also in the ‘90s, Asian Americans grew by 74
percent to 11.6 million. American Indians and
native Alaskans grew by 92 percent to 3.4 million. Non-Hispanic whites grew by just 5.4 percent to 198.2 million.
More Moving...but Not Far
Americans are increasingly mobile, but most
movers don’t move far—a trend that underscores the importance of patient retention programs in eyecare practices.
Between March 1999 and March 2000, some
16.1 percent of the populace—totalling 43.4 million Americans—changed addresses. This was up
from 15.9 percent for the same period a year earlier. Of these movers, 56 percent moved within
the same county and 20 percent to another county within the state. The leading
Americans
reason for the move: a new or
(of 43.4 million
bigger home, says Census.
Americans
Moving varies with educawho moved
1999-2000,
tion: Higher educated Ameriin percent)
cans are more inclined to
move for job-related reasons;
less educated Americans tend
Source: U.S. Census
to move for family reasons.
Bureau

on the Move
Moved out
of state

24
Stayed
in state

Stayed in
county

56

20
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Vision Care Market Trends and Analysis
The Vision Care Market Grows
Vision care is a growth market, and contact lens
dispensing contributes a significant portion of
that sustained growth.
Some 162.5 million conVision Corrected
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convenience and freedom to suit their active
lifestyles. Eyecare practitioners have vast opportunities to meet patient needs and distinguish
professional services with new and improved
modalities of contact lenses. Spherical and specialty contact lenses are being fit in disposable
formats that new wearers prefer in overwhelming numbers, and appealing new options have
emerged in continuous wear, a modality that
meets a wide range of needs.
At the same time, retaining contact lens patients remains a daunting challenge for the eyecare practice, especially in the face of a steady
stream of dropouts, patient mobility, and alternative sources of replacement lenses. Highly visible promotions for laser vision correction also
are a lure to many patients, a large percentage of
them current or former contact lens wearers.
Notably, most patients who inquire about laser
procedures shy away from them, opting in some
cases for new options in continuous wear lenses
that provide excellent vision and convenience
without surgery.
The Contact Lens Market: A Growth
Decade
The universe of contact lens wearers grows ever
larger. Since soft lenses were introduced to the
U.S. market by Bausch & Lomb in 1971, the
growth of wearers has been steady and robust.
With major advances in lens design and manufacturing technology and with effective advertising and marketing, the contact lens category is,
in fact, growing faster than the overall vision correction field, where spectacle frames and lenses
have seen growth rates slow in recent years.
Over the decade of the ’90s, the number of soft
contact lens wearers grew by 61 percent versus
just 11 percent for wearers of eyeglasses.6 Over
this span, soft lens wearers grew by 11.5 million
wearers—compared with an increase of just 13
million wearers for the far larger population of
eyeglasses only wearers.
Also throughout the ‘90s, the entire contact
lens wearer population grew to 35.7 million from
25.5 million, a cumulative decade-long increase of
40 percent. This high growth was tempered by a
drop of 20 percent in the number of rigid lens

in 1999. Of this group, about 95
percent wear RGP lenses, while
an estimated 250,000 wearers
remain in lenses made of
PMMA material.6
The high growth in soft lens
dispensing exceeds the growth
of the market for eyeglasses.
The year 2000 saw a 2.2 percent rise in sales of spectacle
lens pairs and a 2.8 percent
rise in frames in 2000. Retail
sales of all optical goods (in
which spectacle lenses and
frames account for over 80
percent of sales) grew by 2.8
percent in 2000. It is projected to grow by just 1.2 percent
in 2001, down from far higher
growth rates through much of
the ‘90s, according to Jobson
Optical Group Data Base.

Year
YeartotoYear
YearGrowth
GrowthbybyLens
LensType
Type
(in(inmillions
of contact
lens lenswearers)
wearers)
millions
of contact

wearers.6 A significant spurt in the wearer base is
seen in recent years, and this offers new growth
opportunities for eyecare practitioners who place
top value on servicing customer needs.
This long-range growth in the wearer base
also is revealed by the 2000 Gallup Study of the
Consumer Contact Lens Market.1 Some 24 percent of adults with corrected vision wore contact
lenses in 2000, up from 17 percent in 1990 and
just 11 percent in 1980. That picture changes
even more dramatically when teens and young
adults are added.
In a strong indication that the contact lens
market is youth-driven, 53 percent of both teens
aged 13 to 17 and young adults 18 to 34 with
corrected vision wear contact lenses. These
combined age groups represent 51 percent of
contact lens wearers, while representing only 26
percent of the vision corrected population. The
penetration of contact lens wear drops to 32
percent among adults 35 to 49 and just 8 percent for age 50 and up—though all groups saw
increases from 1998 to 2000.1
Contact lens wear increases with higher education and income levels. Contact lenses are
worn by 34 percent of vision corrected college
graduates and 27 percent of those with some
college experience, versus just 15 percent for vision corrected consumers whose educations
stopped before college. Contact lens wear rises
to 34 percent for vision corrected consumers
with annual household incomes of $40,000 and
over and drops to just 13 percent for those with
incomes less than $25,000.1

Many New to Contact Lenses
Some 3.4 million contact lens wearers were “new
to contact lenses” in 2000.5 Of these, 3.2 million
were dispensed soft lenses. Of new soft lens
wearers, 60 percent were dispensed disposable
contact lenses, while 19 percent went into
planned replacement lenses and 21 percent into
traditional reusable lenses.5
Some 170,000 new wearers were dispensed
RGP lenses in 2000, up from 150,000 new RGP
wearers in 1999, says HPR.5

The Contact Lens Market: A Growth
Year
In 2000, the contact lens wearer population grew
by 1.1 million wearers.6 Growth was driven by soft
contact lens wearers, who expanded by 6 percent,
while rigid lens wearers decreased by 6 percent.
In Q4 2000, total patient fits for the year had
risen by nearly 10 percent for the full year, while
new-to-contacts patient fits were up 25 percent
over Q4 1999. Soft lens wearers stood at 30.5 million, a 3.9 percent increase from 29.3 million
wearers in 1999. Rigid lens wearers totaled 5.2
million, down 2.5 percent from 5.3 million wearers

Dropouts Limit Growth
Dropouts from contact lens wear, who are challenging to detect and difficult to count, curtail
overall category growth. HPR has identified over
1.7 million consumers who stopped wearing contact lenses in 2000, though the number may, in
fact, be higher. Most often, these dropouts cited
problems of comfort or acuity, issues that eyecare practitioners can easily address.6
Of those who dropped out, a higher percentage were new wearers. Among soft lens wearers, 1.1 million long-term wearers (one year or
more) and nearly 400,000 short-term wearers
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(less than one year) dropped
out. In percentage terms, 3.7
percent of long-term wearers
dropped out in 2000, while 12
percent of short-term wearers
discontinued contact lens use.6
Among RGP lens wearers,
240,000 long-term wearers
(or 4.8 percent) dropped out,
while 22,000 short-term wearers (or 13 percent) dropped
out in 2000.6

Boomers & Youth
Contribute Growth
The greatest area of growth
last year, by age group, was
5.6
among contact lens wearers
2.6
aged 40 to 64. In 2000, wear2.2
1.3
ers in this age group, attracted
by new multifocal and disposToric
Spherical
able lenses, increased by
Source: 5
978,000, a 14 percent increase. Also adding high numbers were teens
and young adults: The number of wearers aged
18 to 25 increased by 705,000 or by 11 percent.
At the same time, young wearers aged 17 and
under grew by 249,000 or 10 percent.6
The largest group of wearers, aged 26 to 39,
fell in number by 775,000 or 6 percent, while seniors aged 65 and up grew by just 2,000 wearers
or less than 1 percent.6
10 11.4

New Fits/Refits Surging
In 2000, the number of patient new fits/refits
surged by nearly 14 percent to 14.7 million visits, according to the HPR Doctor’s Diary.5 This
provided eyecare practitioners with almost 1.8
million more office visits than in 1999. For soft
lenses alone, new fits/refits grew by 13 percent
to 13.5 million visits, a rise of over 1.5 million
office visits.
That growth continues, even in tougher economic times: At mid-year 2001, new fits/refits
were up 5 percent over the first half of 2000 and
up 6 percent for soft contact lens fits.5
Toric fits, and in particular disposable torics,
drive that growth. New fits/refits of toric lenses
10 / T R E N D S 2 0 0 1

Key Trends in Contact Lens
Dispensing
• Double-digit growth in new fits
• Surges in multifocals, torics and cosmetic lenses
• Disposables over half of all new fits
• Sharp rise in care kit dispensings

rose 19 percent in 2000, followed by spherical
fits at 15 percent and bifocal fits at 6 percent.5
Optometrists garnered the largest share of
contact lens related patient visits last year, claiming 40 percent of all visits. They were followed by
chains at 25 percent, ophthalmologists at 19 percent and independent optical retailers at 16 percent. Optometrists claimed slightly higher percentages of specialty contact lenses: 46 percent
of all bifocal contact lens fits and 45 percent of
toric lens fits. Ophthalmologists held 18 and 19
percent of those fits, respectively, consistent with
their share of all fits.5
The numbers of specialty fits for these professions rose dramatically in 2000. Optometrists
saw an increase of 180,000 toric fits in 2000, a
rise of 18 percent. Ophthalmologists saw an even
higher increase of 196,000 toric fits, or a jump of
70 percent. In bifocal fits, optometrists saw a
slight increase of 9,000 fits for a 2 percent increase. However, ophthalmologists saw 57,000
more bifocal fits, an increase of 63 percent.5
Brand Switching a Major Factor
With many new lens modalities in 2000, brand
switching influenced practitioner fitting patterns
for the year. In Q4 2000, brand switching accounted for about 20 percent of total patient visits and nearly 20 percent of lenses sold, says
HPR, which attributes this largely to more bifocal and toric lens fits. In addition, many switches
were to more frequent lens replacement modalities, among them daily disposables.5
Daily Wear Tops 90 Percent of Fits
Despite indications that many wearers sleep
with their lenses in or are interested in doing so,
90 percent of soft lens new fits/refits were in daily wear modalities in 2000. At the dispensing
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level, the rise of daily wear fits is dramatic over
time. New fits/refits of daily wear lenses stood at
86 percent in 1995, at 75 percent in 1991 and
62 percent in 1989.5 New continuous wear lenses
hold the potential to reverse this trend.
Disposables Lead Single Vision Fits
Disposable lenses continue to gain popularity.
Disposables were the choice for 51 percent of all
soft single-vision contact lens new fits/refits by
mid-year 2001. Included within that figure were
nearly 3 percent of new fits/refits for single use
or daily disposable lenses. Planned replacement
new fits/refits were at 36 percent at mid-2001.
Traditional lenses continue a long-term decline:
They stood at just 13 percent of soft lens new
fits/refits at mid-2001.
As a combined category, disposables, singleuse disposables and planned replacement contact lenses accounted for 87 percent of all soft
lens new fits/refits by mid-2001. By comparison,
in 1992 this combined category accounted for
just 32 percent of all soft lens new fits/refits.5
Toric Fits Rise Sharply
Introductions of new soft toric contact lenses
over the past several years, notably in disposable
formats, provide eyecare practitioners with many

more opportunities to improve vision and build
value with patients with astigmatism. In 2000,
patient visits for new fits/refits of toric lenses
rose 19 percent to 2.5 million—nearly 400,000
more patient visits than in 1999. That growth
continues in the tougher economic climate of
2001. At mid-year 2001, patient visits for toric
fits were 12 percent higher than for the same period in 2000. In fact, toric lenses accounted for
18 percent of all soft lens new fits/refits.5
Importantly, disposable toric lenses drive this
trend. In 2000, new fits/refits for disposable
torics were 20 percent of all soft toric fits in
Toric Fits Rise Sharply
2000. That year, patient visits Toric
Fits Riseof
Sharply
(in millions
patient visits for
for disposable toric fits rose by (innew
millions
of patient visits for new fits/refits)
fit/refits)
127 percent to over 500,000 3.0
2.5
visits. Planned replacement 2.5
2.1
1.9
torics accounted for 56 per- 2.0 1.8
cent of toric fits in 2000, while 1.5
1.3
traditional toric fits accounted 1.0
for 24 percent.5
0.5
0.0

Disposable Multifocals Up
Also providing new fitting opportunities are soft multifocal
contact lenses, now available
in disposable formats. In
2000, there were 700,000 patient visits for new fits/refits of
multifocal contact lenses—
seven times more than in
1997. At mid-year 2001, multifocal fits were up 9 percent
over the first half of 2000.5
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Cosmetic Fits See Rise
Soft cosmetic contact lenses showed a rise over
the past year. In 2000, there were 1.3 million
patient visits for new fits/refits of soft cosmetic
contact lenses, up 10 percent over 1999.5
RGP Lenses a Mixed Picture
New fit/refit patient visits for RGP lenses showed
a notable increase last year, even though
dropouts thinned the ranks of RPG lens wearers.
In 2000, there were 1.9 million patient visits for
new fits/refits of RGP contact lenses, up 16 percent over 1999.5
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Profile of Contact Lens Wearers
Soft Lenses and Disposables Preferred
The manner in which consumers wear and care
for their contact lenses sometimes differs from
how eyecare practitioners prescribe them. However, consumers report a clear and similar preference for soft disposable and
planned replacement lenses.
Disposables/PRP
on Rise
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from 49 percent, while soft extended wear lenses have grown to 26 percent
from 23 percent, despite the fact that practitioners place nine out of 10 new fits in daily wear.
Soft disposable single-use lenses remained low
(just 1 percent) in 2000.1
Use of disposables is highest among young
wearers (41 percent for those aged 13 to 34
years), while traditional lenses are used more by
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older wearers (25 percent for those aged 35 and
older). Planned replacement lens use also is
higher among younger wearers. Rigid lens use is
far higher among older wearers: it rises to 32
percent among wearers 50 and older.1
Most Wear Lenses Every Day
Seventy percent of contact lens wearers say they
wear their contact lenses every day. That rises to
85 percent among RGP wearers. Another 11 percent wear their contact lenses five to six days a
week, while 6 percent wear them one to two days
a week. Seven percent say they wear their contact lenses on special occasions. The average
wearing time is 14 hours, a figure unchanged in
the past decade.1
Some 29 percent of soft lens new wearers say
they sleep with their lenses in. Most often, they
leave their lenses in about a week, indicating significant interest in continuous wear.3
Begin Contact Lens Wear Earlier
The median age for beginning contact lens wear
in 2000 was 17, down from age 19 in 1992. In
fact, 28 percent of wearers in 2000 started
wearing contact lenses at 14 years or younger,
up from 13 percent who said so in 1992. A total
of 60 percent of wearers began contact lens
wear before the age of 20.1
However, significant numbers of new wearers begin contact lens wear in later years.
Among contact lens wearers aged 50 and over,
42 percent began wearing contact lenses at age
40 or older, and another 23 percent started contact lens wear at age 50 or older.
Contact lens wearers tend to be experienced
wearers. The largest group of respondents (56
percent) have worn their lenses 10 years or
more, while another 22 percent have worn them
five years or more, and 16 percent cited one to
five years of wear. Just 4 percent of respondents
began wearing their contact lenses within the
past year.1
Why Wear Contact Lenses: Appearance
The leading reason for starting contact lens wear
(51 percent cite this) is appearance/look better
without glasses. This is followed by the need for
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vision correction and didn’t want to wear glasses
(33 percent) and more convenient than glasses
(32 percent). Just 4 percent say they began
wearing contact lenses because a doctor recommended them, indicating growth opportunities.1
Compliance Remains an Issue
Significant portions of contact lens wearers fail
to replace their contact lenses as frequently as is
recommended by their eyecare practitioners. In
fact, only 54 percent of wearers follow the pre-

RGP/PMMA

32
41/59
69
48
13
16
49
26
12

Source: 2

scribed schedule. Older wearers (age 35 and up)
are more likely to follow the recommended
schedule of their eyecare practitioner (60 percent do) than are younger wearers (49 percent).1
Non-adherence to recommended lens replacement schedules is particularly apparent in
two-week replacement lenses. According to consumer responses in 2000, some 23 percent say
their doctor told them to replace their lenses
every two weeks, but less than half (11 percent)
say they comply with that recommendation. That
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compliance rate is down from
13 percent in 1999.
Eyecare practitioners also
have need for concern with
traditional lens wearers: 23
percent of wearers say they
replace their lenses at intervals longer than one year—
though only 17 percent were
told to do so by their doctor.1
This pattern of non-adherence also is revealed by the
Consumer Attitude and Usage
Study. 3 Among consumers
prescribed lenses that are to
be replaced monthly or more
often, about a third do not do
so. Conversely, many more
consumers replace their lenses at intervals longer than
one month when eyecare professionals have prescribed
otherwise. 3

purchased lenses from one. A combined 18 percent say they last purchased contact lenses from
alternate retail outlets such as mail order or the
Internet. Wearers of disposable lenses are twice
as likely to purchase lenses.1
Traditional lens wearers are more likely to patronize a chain optical store, while rigid lens
wearers are more closely tied to the optometrist
or an ophthalmologist.1
Discount stores sales rose to 11 percent in
2000 from 5 percent in 1998, while mail
order/Internet suppliers claimed 7 percent of
purchases in 2000, up from 3 percent in 1998.
Some 19 percent cite chain optical stores,
though that fell from 25 percent in 1998, and
ophthalmologists (13 percent in 2000).1
Contact lens wearers say they most likely will
purchase their next pair of lenses from the same
source as the last. That intent is highest among
those who purchased their lenses by mail order/Internet (92 percent) and lowest for those
who purchased their last lenses from a chain
optical store (68 percent).1

Lens Purchasing
Patterns
Not Following Replacement
Schedules
The median number of contact
(in percent of contact lens wearers, by
lenses purchased is five pairs
type of lens)
per year, unchanged in the
Instructed to replace lenses every two weeks
past decade.1
23
Disposable lens wearers
Replace lenses every two weeks
purchase a median of 18 pairs
11
per year.1 Planned replaceInstructed to replace lenses every year or longer
ment lens wearers buy a me17
dian of five pair of lenses per
Replace lenses every year or longer
annum. Conventional lens
23
wearers purchase a median of
0%
5%
10%
15%
20%
25% one pair per year, while
Source: 1
RGP/PMMA wearers purchase a median of one pair per annum.1

Alternative Sources Heavily Promoted
Roughly $30 million a year in consumer advertising is prompting many consumers to purchase
replacement contact lenses from alternative
sources, specifically via mail order and the Internet. The largest consumer-direct retailer recently reported having 2.5 million customers. The
company said further that 70 percent of their
sales are repeat sales, while the average sale is
$88, and the average number of lenses purchased per year is 40.
The Internet, which features the ease of shopping 24/7 and ordering lenses with a few clicks
on a computer, provided 39 percent of all sales
for this company in Q2 2001, up from 35 percent
a year earlier.
Future interest in mail order lens purchasing
is high. Among those who do not intend to buy
their next lenses via the mail, 62 percent say
they are very or somewhat interested in doing so
in the future.1
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Retail Venues Changing
Contact lens wearers were less likely in 2000
than in 1990 to purchase their lenses from a
chain optical store or ophthalmologist and significantly more likely to buy them from a discount
store, mail order/catalog outlet or on the Internet.
Optometrists are the leading source for lens
purchases; 37 percent of wearers say they last
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Few Consumer Requests
Contact lens wearers depend on their eyecare
practitioner to determine which contact lenses

How to Create a ConsumerDriven Practice
An Interview with

Regina E. Herzlinger
Harvard Business School

the AAA or a large group, I’m going to get a better rate.
Some companies are organizing networks of providers
who offer discounts for medical procedures that people
pay for on their own. If you’re a provider, this service will
bring you a lot of volume, though you may have to cut
your fees.”

Why will “consumer-driven
healthcare” replace today’s
managed care models of
healthcare?
“Since the 401(k) emerged in
the mid-’70s, we’ve gone from an employee pension system where your pension was tied to your employer’s investment acumen and payable only on retirement to a
system where you have tremendous choice and profitability. You can invest your savings in mutual funds that
are greatly differentiated, and you have a lot of control.
The same model is emerging in healthcare. Consumers
have made it clear that they don’t like managed care, and
they have pushed for a patient’s bill of rights because
they want more control and more choice.”

What added pressure does this place on the
medical or eyecare practice?
“Under consumer-driven healthcare, consumers will
have more discretionary money to spend, but they’re not
going to be unintelligent in their shopping. It won’t be a
seller’s market. People are going to demand information
and good value, and companies will provide objective ratings of practitioners and medical institutions, with specific details about procedure volume and outcomes. A
practitioner also will have to provide detailed and dependable information to consumers, for example, by
posting it on a practice Website.”

What kinds of choices will consumers have in
the healthcare options they select?
“Employees typically have a choice of one plan, a managed care one. In consumer-driven healthcare, employers may offer an employee, for example, $8,000 with
which to purchase health care from 20 different plans.
The employee can spend just $3,000 of that to buy a high
deductible and catastrophic health care plan and then
spend the difference on elective health care options like
laser vision surgery, orthodontia or plastic surgery. In the
future, the eyecare practitioner, dentist and plastic surgeon may benefit the most from
more out-of-pocket healthcare
“People will despending because these areas
mand information
account for most discretionary
and good value.”
medical care now.”

Evaluate your practice from a customer’s perspective:

How will consumers make intelligent choices about
the healthcare plans and options they elect?
“New companies are emerging that provide objective information about health plans and individual doctors. They
also aggregate individuals and provide better pricing for
elective procedures. If I want laser surgery, I’m going to
get a terrible rate if I buy it by myself. If I come in with

Strategies To Be a Consumer-Driven
Practice
How long are your patients waiting? How satisfied are
they with your services? Leading health care organizations monitor customer satisfaction and act on the results; the private practice should, too.
Provide patients with information about you and your
services: Consumers want to make intelligent choices, so

provide information about you and your services. Emphasize any specialized training and expertise you may have.
List your procedure volume and outcomes and help patients interpret it.
Identify the quality of your service: If you believe you

are the best at what you do, say so in the information you
provide. If you charge premium fees, explain that they’re
justified. Consumers have more money to spend out of
pocket—but they want value.
Regina E. Herzlinger is a professor at
Harvard Business School and author
of Market-Driven Healthcare. Her
new book, Consumer-Driven Healthcare, is due out in early 2002.
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Where Consumers
ConsumersObtain
ObtainContact
Where
Contact
Lenses Lenses
(in
percentofof
lenswearers)
wearers)
allcontact
contact lens
(in percent
Independent eye doctor/ophthalmologist
52
47
Independent local optical retailer
18
19
Large national/regional optical chain
15
16
5
4
4

Mail order*

they wear. Some 62 percent
say the brand they wear is the
only one recommended by their
eyecare practitioner, while 29
percent were given a choice of
several brands and only 5 percent requested a specific brand
in their last purchase. Specific
brands were requested by 11
percent of lens wearers at mail
order sources and by 10 percent at discount stores.1

Department store

High Satisfaction Levels
Ninety-three percent of cur7
Eye clinic or hospital
3
rent contact lens wearers say
they are very or somewhat
4 Somewhere else
Fitted
satisfied with their contact
Purchased
1
lenses. Only 6 percent exDon’t know
2
press some level of dissatis1
0%
10%
20%
30%
40%
50%
60% faction while in a separate
*When prompted, another 5 percent cited via Internet or Mail Order
study 10 percent of eyeglass
Source: 3
express dissatisfacPurchased From Alternate Sources wearers
3
tion.
Satisfaction
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(in
percent
of
contact
lens
wearers
Purchased from Alternate Sources
who purchased
theirwearers
last lenses
(in percent
of contact lens
who from for wearers of disposables (96
discount
store/mail
purchased
their
last lensesorder/catalog
from discount
percent), planned replaceoutlet/Internet)
store/mail
order/catalog outlet/Internet)
ment (95 percent) and tradi25%
tional lenses (92 percent).
20%
18
Some 87 percent of rigid lens
15%
wearers say they are very or
10%
somewhat satisfied.1
7
With satisfaction so high,
5%
2
2
only 12 percent of current
0%
1990
1995
1998
2000
wearers say they are very (2
Source: 1
percent) or somewhat (10 perSame Purchasing patterns
cent) likely to discontinue conPurchase
Retention
(in percent
likely to purchase their
next pair
of to
contact
lenses
frompair
tact lens wear and return to
(in percent
likely
purchase
their next
last source
patronized)
of contact
lenses from
last source patronized)
wearing glasses only. If buying
100%
Next purchase
contact lenses today, 89 per90%
92
cent say they would buy the
86
same type they currently
80%
wear. Among the 11 percent
78
78
who would prefer another type
70%
68
of contact lens, soft lenses are
60%
Mail order Discount
Ophthal- Optometrist
Chain
cited most frequently, followed
store
mologist
optical store
Last source patronized
by soft extended wear, and soft
Source: 1
disposables or soft disposable
single use lenses.1
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The leading reasons for switching to a different lens type are increased convenience, followed by less cleaning/easier to take care of.
Also cited: more comfortable, and can wear for
an extended period of time. Other reasons include don’t have to insert/remove as often and
better for eyes/less chance of infection. Less expensive is seldom cited. Among those who would
prefer a different type of contact lens, 62 percent
said they are very or somewhat likely to buy that
type within the next 12 months.1
High Satisfaction
Satisfaction
High
(inpercent
percent
wearers
who arewho
very
(in
of of
contact
lens wearers
areor
very or
somewhatsatisfied,
satisfied,
by type
of lens)
somewhat
by type
of lens)
All wearers
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Planned Replacement
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Traditional

92
87

RGP/PMMA
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Source: 1

MPS Preferred in Care Solutions
Multipurpose solutions (MPS), which combine
efficacy, simplicity and ease of use, are overwhelmingly the choice of most contact lens wearers. Eighty-two percent of contact lens wearers
said they used a multipurpose solution on a regular basis in 2000, the same as in 1999. However regular use of saline and daily and enzymatic
cleaners is far lower and declining.1
Enzymes/protein removers were used by 52
percent of wearers, down from 55 percent in
1999. Use of lubricants was also 52 percent,
down from 54 percent. Saline was used by 42
percent, the same as in 1999, while wetting,
soaking conditioners were used by 30 percent,
down from 32 percent. Daily cleaners were
used by 25 percent of wearers in 2000, down
from 29 percent a year earlier, while daily liquid protein removers remained steady at 20
percent.1
Among users of MPS, private-label MPS usage rose to 15 percent in 2000 from 11 percent
in 1999. Among MPS users who switched

brands, leading reasons were recommendation
of eyecare practitioner and less expensive/on
sale.1

Care Solutions
Care
SolutionsUsed
Used
contact
lenslens
wearers
who use
them
on a
percentofof
contact
wearers
who
use
(in percent
regularona
basis)
a regular basis)
them
Disinfecting or multipurpose solutions

Starter Kit Dispensings Rise
Practitioner dispensings of soft contact lens care
kits rose by 21 percent in 2000 to 15.2 million
kits. Kit dispensings in the first half of 2001 were
up 5 percent over the first half of 2000. Multipurpose solutions kits accounted for 95 percent
of all soft care kits dispensed by mid-2001 with
hydrogen peroxide kits, long in decline, accounting for the rest.5
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Consumer Advertising Promotes Category
The contact lens industry contributes a major portion of
all consumer advertising provided by the eyecare industry.
This has been true for much the past two decades, and it
remains true despite a downturn in both the economy and
in consumer advertising in general.
In 2000, contact lens manufacturers spent $65.8 million in consumer advertising, according to Competitive
Media Reporting (CMR), which tracks 11 types of measured media. In addition, $10.2 million was spent on consumer advertising for contact lens care solutions, bringing
the combined category outlay to $76 million.
Eyecare practitioners looking to leverage this high
level of consumer contact lens advertising should note
that peak months are June and September. Spending also
is high in April, May and August. At the retail end, an estimated $30 million was spent in 2000 by mail-order merchants of replacement lenses.
Consumer advertising for contact lenses continues
this year. In the first half of 2001, incomplete CMR figures
show that $6.8 million was spent on contact lens advertising, while a large acceleration to $12.7 million was spent
on contact lens solutions advertising for a total category
expenditure of $19.5 million. In addition, the leading mail
order contact lens retailer reported spending about $15
million on consumer advertising in the first half of 2001.
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Contact
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Practice Growth Opportunities
Great Interest in Contact Lens Wear
There is great interest in contact lens wear among
wearers of eyeglasses, especially young wearers.
Importantly, these potential lens wearers view the
eyecare practitioner as a highly influential factor
in trying contact lenses. The practitioner’s suggestion is even more appealing, consumers say, when
a choice of recognized and respected brands of
contact lenses are presented.
Unfortunately, this scenario, which could yield
multiple sales, is all too rare: Few eyeglass wearers say that contact lenses were suggested to
them when they were first fitted with spectacles.
Potential New Wearers Abound
The Bausch & Lomb Segmentation Study 2 identifies 8 million eyeglass wearers who say that they
“definitely” or “probably will” try wearing contact
lenses in the future. Teen eyeglass wearers are
more than twice as likely as adults to try contact
lenses in the future. Measured in percent, 15
percent of eyeglass wearers say they probably or
definitely will try contact lenses in the future;
that number rises to 26 percent among teens.
High Satisfaction with Contact Lenses Though women outnumber
(in
percent
of respondents
whoLenses
are
High
Satisfaction
with Contact
men in contact lens wear, men
“extremely”
orare
“very”
satisfied
with
(in percent who
“extremely”
or “very”
present
vision)
and women are equal in their
satisfied with present vision correction)
All vision corrected consumers
interest in contact lens wear.2
71
Eyeglass wearers
65
Contact lens wearers
81
Teen contact lens wearers
86
Adult contact lens wearers
80
60%

65%
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75%
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85%

90%

Vision Correction Bothersome Source: 2
(in percent of respondents who find
Bothersome
Eyeglasses
their
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correction
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vision correction
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9
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Contact lens wearers
2
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Higher Satisfaction with
Contact Lenses
Satisfaction is notably higher
with wearers of contact lenses
than with wearers of eyeglasses. Some 81 percent of contact
lens wearers say they are extremely or very satisfied with
their present method of vision
correction, and that satisfaction level rises to 86 percent
among teen contact lens wearers. In contrast, just 65 percent of eyeglass wearers note
the same level of satisfaction.2
This indicates the potential for
eyecare practitioners to offer
patients improvements in
comfort, convenience and vi-

Opportunities to Increase
Contact Lens Fits
• High level of interest, especially among
young consumers
• Contact lens wearers highly satisfied...
eyeglass wearers less so
• Consumers want brands & value...cost
not a leading barrier

sion performance by proactively suggesting contact lens wear.
Eyeglasses a “Hassle”
Among those “interested” in contact lens wear,
there is a prevalent perception that “eyeglasses
are a hassle.” Some 11 percent of eyeglass wearers say that they are “not very satisfied” with
their vision correction, versus just 2 percent of
contact lens wearers who say so. This group
cites eyeglass wear as “bothersome.” 2
Among vision corrected teens, 14 percent say
that eyeglasses are “very/extremely” bothersome, versus just 3 percent of teens who say the
same about their contact lenses.2
Eyeglass wearers cite breakage as the leading
bother with their vision correction, followed by
loss, smudging, scratching, fogging up, and pain
or headaches from wear. Contact lens wearers
most commonly cite loss or tearing of lenses as
bothersome, followed by dirt under the lens.2
Consumers cite a variety of reasons for not
having tried contact lenses. About one in five
eyeglass wearers say they have never considered contact lenses. Cost is often assumed to be
a factor, but only 17 percent cite eyeglasses as
less expensive than contact lenses. Some 14 percent say they can’t wear contact lenses because
they have astigmatism. Only 8 percent said they
like the way they look in eyeglasses, and just 7
percent said that they see better with eyeglasses
than with contact lenses.2
Cost Not a Barrier to Contact Lenses
Cost is not cited as a major barrier in choosing
contact lenses; only 15 percent cite this as a
“great” or “very great” influence in their choice.2

Consumer interest does not drop precipitously at
either lower or higher price points—suggesting
that contact lens dispensing holds broad appeal
and can yield practice profitability. Prospective
contact lens wearers estimated that one- or twoweek replacement lenses would cost $298 per
year, on average. A majority (64 percent) of
prospective purchasers said they would be very
or somewhat interested in wearing disposables
at $250 per year for weekly replacement. At an
annual cost of $350 that interest level held at 44
percent.1
When asked about daily disposables, 47 percent said they would be somewhat or very interested at an annual cost of $350—while a slightly smaller 39 percent said they would be interested at $450 per annum.1
Former Contact Lens Wearers
Many eyeglass wearers previously wore contact
lenses, and their past dissatisfaction can easily
be addressed when eyecare practitioners present new and improved options in contact lenses
and lens care products. About one-fourth of all
eyeglass wearers (roughly 30 million consumers) have worn contact lenses previously,
commonly rigid lenses.2
About half of previous contact lens wearers
cite comfort problems as the reason for dropping
out, while others say eyeglasses are more convenient. Of those who once wore contact lenses, 27
percent say they wore hard lenses, while about
17 percent cite RGP lenses. Just 16 percent
dropped out of disposables and 6 percent from
monthly replacement lenses.2
Eyeglass Wearers: Few Given a Choice
Less than one-third of eyeglass wearers are given a choice between contact lenses and eyeglasses when they first get eyeglasses. When given a choice, the incidence of contact lens wear
roughly doubles.2
In contrast, most contact lens wearers are
given a choice—and most often they choose a
brand of contact lenses they recognize, such as
Bausch & Lomb. In fact, consumers choose a
recognized brand name more often than their
eyecare practitioner.

Cost as Influence:
Eyeglass vs. Contact Lens
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Key Influencers: Eyecare
Practitioners & Parents
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influence on contact lens wear,
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15
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Contact lens wearers
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10%
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if contact lenses were safer to 0%
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of Contact Lens Dropouts
Notably, teens generally feel Portrait
Portrait
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Previously wore...
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Hard lenses
Also, current contact lens
27
wearers are great recomRGP lenses
17
menders, especially parents
Two-week disposables
who wear contact lenses: They
12
are twice as likely to encourDaily disposables
4
age their kids to wear contact
Monthly replacement
lenses in the future as are eye6
glass wearers. Among all viOther soft
57
sion corrected consumers, 32
percent say they “probably/ 0% 10% 20% 30% 40% 50% 60%
definitely” would encourage Stopped wearing because...
They were uncomfortable
their children to wear contact
51
lenses; that rises to 57 percent
Eyeglasses more convenient
32
among current contact lens
Could not get used to them
wearers and falls to 21 per28
cent among eyeglass wearers.
Took too much time to care for them
26
Among all vision corrected
My vision was better with eyeglasses
consumers, 48 percent cite
18
Too expensive to replace
age 14 or under as an appro18
priate time to begin contact
Too expensive to maintain
lens wear; that rises to 62 per15
cent among contact lens wear- 0% 10% 20% 30% 40% 50% 60%
ers but falls to 40 percent
Source: 2
2
among eyeglass wearers.
Clear vision, comfort and ease of care are
most important in influencing vision correction
choice. Of little importance is worsening eyesight, and friends wearing contact lenses is only
minimally influential.2
Patients who wear contact lenses say they
would wear them more if their contact lenses
were more comfortable, safer to sleep in, easier
to care for and more durable or if their eyecare
practitioner recommended them.2
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Influences to Contact Lens Wear
(in percenttowho
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cited an influence that
would
make them
to get contact lenses”)
more likely to get contact lenses”)
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If eyecare practitioner recommended contact lenses
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percent of eyeglass wearers. Correspondingly,
19 percent of contact lens wearers last saw an
ophthalmologist versus 23 percent for eyeglass
wearers.2

If contact lenses were more comfortable
42

Lack of Knowledge Limits Usage
The leading barrier to more consumers trying
and wearing contact lenses is a perceived lack of
knowledge.3 This knowledge gap points to the value of the recommendation of the eyecare professional in the minds of the consumer. Consumers
also reveal a concern that contact lenses and
their care are inconvenient and that handling is
difficult—two perceptions that a pro-active
practitioner can alter with good communication
and by fitting new products now on the market.

If contact lenses were easier to care for
38
If contact lenses were safer to sleep in
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If contact lenses were more durable
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If I earned more money
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8
0%

10%

20%

30%

40%

50%

60%
Source: 2

While many contact lens wearers say they find
refractive surgery appealing,2 many of the comfort and ease of care issues that they raise can be
addressed when practitioners fit continuous wear
lenses.
Contact Lens Wearers: More Eye Exams
Contact lens patients offer growth opportunities
because they are closely tied to the eyecare practice through frequent eye exams.
Among contact lens wearers, disposable and
planned replacement lens wearers have their
eyes examined most frequently: 95 percent have
their eyes examined at least every two years versus 85 percent for wearers of traditional soft
lenses and 85 percent for rigid lens wearers.2
Contact Lens Wearers See ODs More Often
Roughly two-thirds of U.S. consumers last saw
an optometrist when having their eyes examined,
Wearers Recommend
followed by about one-fifth
Wearers Lenses
Recommend
Contact Lenses
Contact
to Kids
who saw an ophthalmologist
to Kids
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percent who “probably/definitely”
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lenses)
couragecontact
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All vision corrected
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Contact lens wearers are
Contact lens wearers
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Eyeglass wearers
eyes examined by an op21
tometrist. Seventy percent
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Many Likely to Switch Brands
Some 28 percent of soft lens wearers say they
are somewhat or very likely to switch brands of
contact lenses in the next 12 months, while 29
percent say they are somewhat or very likely to
switch types of contact lenses. These consumers
say they are most likely to switch to monthly replacement lenses.3
Reasons for switching are cost/value for money, convenience and recommendation of eyecare
professional. Also mentioned: comfort and brand
reputation. Leading influences on brand choice
are lenses that provide crisp, clear sight and are
comfortable for as long as lenses are worn. Also
cited: brand recommendation of eyecare professional and high quality.3

Eyes Examined Every Two
Years or More Frequently
(in percent)
U.S.population 80
Eyeglas s wearers 76
Contact lens wearers 89
Teen contact lens wearers 97
Adult contact lens wearers 86
HARD/PMMA lens wearers 81
Traditional soft lens wearers 85
Disposables/PRP lens wearers 95
70%
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80%

85%
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Source: 2

One to One Marketing
for Customer Loyalty
An Interview with

Don Peppers
Peppers and Rogers Group
The greengrocer of old, a retailer who knew everyone’s
name and preferences, is a
model for one to one marketing. Is this still a valid model
for doing business today?
“The greengrocer always has been a valid model and always
will be. He’s simply someone who treats every customer the
way they want to be treated.”
Technology allows us to collect more information
about customers than ever before. Does technology
ensure success?
“Absolutely not. The number one
“Treat every
failing among business leaders is
customer the way
the view, ‘Hey, we’ve got all these
new technologies. How can we use
they want to be
them to sell our customers more
treated.”
stuff?’ The real questions are:
‘How can we use technology to make our customers’ lives
better? How can we give them our products cheaper, faster,
more conveniently and better tailored to them? What can we
do to add value to our customers’ lives?’ If we begin with
those questions, profit will come from it.“
Under one to one marketing, why is it better to increase your share of existing customers than to
find new customers?
“Traditional business models call for finding more customers
for your products. The right perspective—under good customer relationship management—is to find more products
for your customer. It’s simply more economical, and you have
a customer you can cultivate over their lifetime, provided
that you give them products they want when they want
them.”
Under your concept of a “learning relationship,” it
is vital to learn all you can about your customers—
but is that alone enough to make them stay?
“No. Every customer interaction is critical to customer loyalty—but only if you take some kind of action to treat that customer differently because of it. When a customer or patient

shares personal information or preferences with you or your
staff, they have invested something in your relationship. They
don’t want to begin again elsewhere and retrain another doctor in how they want to be treated. If you note every patient
interaction, you may get smarter with every interaction, but
that’s not enough. What locks in customer loyalty is not that
they’ve taught you about themselves—but that you’ve remembered these things and changed your behavior so they
won’t have to tell you again.”

Strategies to Increase Customer Loyalty
Do the basics right: Impress upon yourself and your staff

how important it is to recognize patients and greet them by
name. Look up all of your appointments and prepare to greet
patients in a manner that makes them feel welcome and well
cared for.
Keep customer focused: Apply the golden rule of business:

Always treat customers like you would like to be treated if
you were a customer. Remind your staff to take a non-defensive attitude with patients. Explain, ”Patients can be mean
and wrong, but we never lose our cool. We’re better people if
we act in a cool way.”
Treat individual patients individually: If a customer tells

you that they prefer an early morning appointment, note that
and schedule their future appointments at morning times.
Note how often a customer needs new contact lenses and
have replacement lenses delivered to their home on a schedule that suits them.
Direct your patients to reliable information: Consumers are using the World Wide Web to become armchair
medical experts. An eyecare practitioner can provide a great
service by knowing and recommending URLs of the best
healthcare information Websites. Hand your patients a list of
these resources. Then offer your expertise to your patients as
a filter of the information they find there.
Don Peppers is co-founder of the
Peppers and Rogers Group, a global
management consulting firm on
customer relationship marketing.
He has published numerous books
with Martha Rogers, PhD. Their latest is One to One, B2B, Customer
Development Strategies for the
Business-to-Business World.
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Building the Wearer Base: Teenagers
Opportunities with Teens
• Extremely high interest—on top of high usage
• Many likely to make purchase soon
• Desire disposables and planned replacement lenses
Over eight in 10 vision corrected teenagers either wear contact lenses or are interested in doing so. This distinguishes
teens as the largest group both in wearer penetration and in
potential new wearers.1
Among vision corrected teens aged 13 to 17, some 55 percent wear contact lenses, projecting to about 4.7 million wearers among 20 million total teens. Another 31 percent of teens
are very or somewhat interested. Just 14 percent are not interested or have dropped out. Wearing levels peak at 63 percent
for 16-year-olds with another 31 percent who are interested.1
Teenage girls are more likely than boys to wear contact
lenses: 57 vs. 51 percent of each vision corrected gender do
so. This gap is smaller for younger teens.1
Teenagers with vision correction who have never worn
contact lenses comprise the greatest potential source for new
contact lens wearers: 63 percent of this group are very or
somewhat interested in contact lens wear. That interest level
falls to 39 percent for those aged 18 to 34 and to 23 percent
among those 35 to 49. Just 6 percent of consumers aged 50
and up who have vision correction but never wore contact
lenses express interest in them. Interest is far higher among

non-whites (29 percent) than among whites (13 percent). Interest rises to 39 percent of Hispanics with vision correction
who have never worn contact lenses.1
Fifty percent of teens interested in contact lenses say they
are very (15 percent) or somewhat (35 percent) likely to purchase contact lenses in the next 12 months. Disposables are
the modality of greatest interest: 38 percent of prospective
wearers cite this versus 19 percent who cite soft disposable
extended wear lenses. Also, 19 percent cite single-use lenses,
a category where interest has tripled over the past two years.
Some 23 percent cite conventional lenses and 16 percent cite
planned replacement lenses.1
Very or Somewhat Interested in Wearing Contact Lenses
(in percent of vision-corrected consumers who have never worn
contact lenses but are interested in doing so)
Aged 13-17
Aged 18-34
Aged 35-49
Aged 50+
White
Non-white
Hispanic

63
39
23
6
13
29
39
Source: 1

Building the Wearer Base: Torics
Opportunities with Torics
• Half of astigmats not yet fit with torics
• New formats serve stated customer needs
• High awareness of leading brands

Astigmatic Wearers: Too Few in Torics
(in percent of contact lens wearers, 2000)
Diagnosed with astigmatism
Wear soft toric lenses 22

48
Source: 1

Astigmatic consumers have long had an underserved need when
it comes to vision correction with contact lenses. Now, with the
emergence of toric contact lenses in disposable and planned replacement formats, significant inroads are being made to serve
that need. Over the past year, new fits of two-week and monthly
planned replacement toric lenses have seen a dramatic rise, at
the expense of traditional and quarterly replacement torics.4
These new toric lenses allow practitioners to fit more low
cylinder patients whose acuity and satisfaction can be readily
improved. Despite the availability of new options, consumers
display a lack of knowledge about toric lenses. While roughly
40 percent of vision corrected consumers say they have astigmatism, just over 20 percent are aware that there are contact
lenses that correct for the condition.3
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Prescribing Soft Toric Lenses:
Most Commonly Cited Determining Factors
(in percent of practitioners who cite)
Amount of astigmatism 47
Motivation of patient 37
Past contact lens experience 27
Age 21
Prescription/near or farsighted 20
Lifestyle 13
Source: 4

An Interview with

Gary Getz
Customers are assets that a
company can compute in value.
Can a patient be viewed as a
“customer” whose business is an
equity in a healthcare practice?
“Very much so. Some differences exist
with a healthcare profession, but the fundamental underpinning is the same: Patient relationships are tremendously
valuable. A practice needs to first understand the value of a
patient and then maximize the value of that patient to the
practice over time.”
Customer retention programs focus on keeping
customers. Differently, customer equity frameworks
aim to retain the most valuable customers and to
increase their value over time.
“It’s important to retain cus“Understand the
tomers, but you must decide
value of a patient
which customers not to serve.
and then maximize
Keeping 100 percent of custhat value to the
tomers is not a reasonable goal
practice over time.”
for any business. Some customers are highly price sensitive and have low affinity. Other customers will pay a premium for service and will build relationships over time. Strike a
balance. Don’t expend time and funds to retain customers
who over time won’t give a return, but don’t underspend and
let valuable customers float away.”
How can you compute the acquisition cost of patients?
“Businesses and healthcare professionals think very seriously about capital investments. If you’re buying new equipment,
you look at the purchase cost and the potential revenues generated. You also calculate how long that asset will last and
whether it will improve over time. Similarly, you have to view
a patient over their entire life cycle. Ask yourself: ‘Am I making or losing money relative to cost of acquisition? What is
their potential equity? How much can I afford to invest in a
relationship program to keep this patient?’”
In this fickle world, what helps to retain patients?
“Personal contact and expertise make a difference. Healthcare professionals need to focus heavily on expertise related
aspects of the doctor/patient relationship. Since you’re in

direct contact with your customer, it’s best to build your own
brand and form an affinity on the basis of expertise.
Customers are highly aware of alternative options, so there’s
no such thing as sustaining customer relationships without
providing excellent value to customers—value that is meaningful to them.”
Can add-on selling maximize the doctor/patient
relationship?
“Add-on selling is successful only when the assortment of
products and services that you offer is relevant to your customers. They also must see that you have some imbedded expertise in selling those product. Practitioners can be authoritative in recommending what’s best for patients. Who better
than an eye doctor should recommend and provide products
and services related to eye health and vision?”

Strategies To Build Customer Equity
Understand the long-term value of your patients: Look

at your patients over their entire life cycle. Pinpoint ways to
maximize your relationship over time.
Serve the right patients: Compute acquisition costs and

look critically at how you assign precious time and finances to
develop relationships with patients who will profit the practice most over time.
Target your services: Send all of your patients a quarterly

newsletter, but pinpoint your most profitable patients for personal phone calls that inform them about special promotions.
Experiment, and then tailor your efforts: Experiment with

real customers in the marketplace. Try a reactivation campaign with 200 individuals, measure response rates and then
try something else. See what works well with which types of
customers.
Avoid sweet introductory offers: Introductory pricing and

offers set customer expectations as to the cost and value of
your services. A patient who is willing to come in for $75 off
may not come back for zero dollars off.
Gary Getz is managing principal of Integral, Inc., a management consulting firm
that focuses on helping clients to create
growth in turbulent markets. He is coauthor with Robert C. Blattberg and
Jacquelyn S. Thomas of Customer Equity: Building and Managing Relationships
as Valuable Assets.
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Contact Lenses and Brand Image
Brands are Important
Consumers of all ages report that brands are extremely important to them in all goods that they
buy, and this holds true in contact lenses and
lens care solutions. In the minds of consumers,
highly regarded and well-recognized brands project a positive image of something they want to
be a part of.
For practitioners, dispensing highly regarded
and well known brand products—and then offering patients the convenience of direct delivery of
replacement lenses—translates to patient satisfaction and retention. All too often, however, patients are given limited opportunity to obtain the
well-known brands they prefer.
When participants in the Bausch & Lombsponsored Segmentation Survey were asked who
chose their current brand of contact lenses, they
said that their eyecare practitioner made the
brand decision three-quarters of the time—but
less often with well-known brands Bausch &
Lomb and Johnson & Johnson.2
Indeed, consumers are not accustomed to
asking for brands of contact lenses. Overall, just
5 percent of all respondents say they heard
about a specific brand and requested it.2
When asked in a Bausch & Lomb-sponsored
Total Research survey about lens brands, nearly
half of respondents said that they believe that they
are wearing Bausch & Lomb contact lenses. These
consumers presumably expect a level of quality
that is associated with this esteemed brand name.
Brand Loyalty, Brand Switching
Once consumers are fitted with a particular conContact Lens Wearers Believe They Are tact lens brand, they tend to
stay in that brand. The largest
Wearing...
(in percent of respondents who were asked
group of respondents in the
what brand they wear)
Gallup Survey (31 percent)
say they have worn the same
Bausch & Lomb
45
brand of contact lens for two to
Johnson & Johnson
three years. A combined 41
35
percent have worn their brand
CIBA
5
of lenses four years to 10
OSi
years or more. A combined 27
4
percent have worn their cur0%
10%
20%
30%
40%
50% rent brand of contact lenses
Source: Total Research
one year or less.1
Data on file.
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Opportunities with Brands
• Brands are important = customer
satisfaction
• Opportunities to offer patients top
brands underutilized
• Bausch & Lomb perceived as world
class brand

About one-third of wearers in the Segmentation Study have switched brands, and most have
done so within the last five years. The most common brand switch is to disposable or planned
replacement lenses, and the most influential
factor in this switch is the eyecare practitioner.2
High Regard for Bausch & Lomb
Brands
High consumer awareness of leading brands of
contact lenses and lens care solutions may
well set the stage for new fitting opportunities
and practice growth. Bausch & Lomb, in particular, registers high awareness among consumers on many tiers: as a vision care company, as a brand of contact lenses and as a brand
of lens care solutions.3
When consumers were asked about overall
awareness, 89 percent expressed an awareness of the Bausch & Lomb name or Bausch &
Lomb products, highest among vision care
companies. Overall recognition rises to 97
percent among consumers who wear contact
lenses, and even 86 percent of non-vision corrected consumers are aware of Bausch &
Lomb and its products.3
While consumers know the Bausch & Lomb
name and products, they also closely identify it
as a vision care company. Among all consumers, Bausch & Lomb commands a 23 percent unaided awareness as a vision care company—about four times higher than the nearest vision care competitor. When prompted,
another 54 percent express awareness, giving
Bausch & Lomb a cumulative 77 percent consumer awareness as a vision care company,
again tops among all vision care companies.3

How to Identify
Consumer Values
Excerpts from

Re-Mapping the World of Consumers
A Special Report from Roper Starch Worldwide

The World’s Top 10 Values

retail and transportation structure available to them, and the
marketing to which they are exposed. Businesses have varying degrees of control over these external factors...but they
have no control over people’s internal motivators. These begin with inner-core beliefs or personal values. Consumer values tend to be more stable and innate than many other human characteristics we can examine. Finding common
ground is the key to creating effective and efficient messages
that provide the most bang for the marketing buck.

(in percent who say value is “extremely important”)

Some values are global, others are more local.
Protecting the family
Honesty
Health and fitness
Self-esteem
Self-reliance

47
38
31
28
27

Justice
Freedom
Friendship
Knowledge
Learning

27
27
26
26
25

Identifying Consumer Types
Creatives: “Renaissance people” who are deeply involved in
all areas of life. Their message: “Challenge my mind, broaden
my horizons.”

Marketers need to view consumers’ personal values along
with the values they associate with cultures and brands and
ask, “How can my brand be the best local brand?”

There are main drivers in human behavior.
Three main factors drive consumer behavior: nationality,
lifestage and values. Lifestage, which includes age, family
status and employment status, is the main driver in sports
participation, health-related concerns and certain leisure interests and activities.

How to identify values segments in your
customer/patient base.

Fun Seekers: “Party people” who stress social & hedonistic
pursuits. Their message: “Entertain me with fun, friends and
fantasy.”

Think of the descriptions of the six values segments and picture someone who fits the profile. Ask yourself: “What are the
key values that drive them?”

Intimates: “People people” who value relationships above
all else. Their message: “Help me relax and enjoy life with
those I love.”

“Influential Americans” are recommenders.

Strivers: “Workaholics” driven by a desire for status and
wealth. Their message: “Cut to the chase. Don’t waste my
time. What’s in it for me?”
Devouts: “Traditionalists” with strong convictions about
faith, modesty, duty and respect for the past. Their message:
“Respect me and my family.”
Altruists: “Humanitarians” who value social values and the
world at large. Their message: “Enrich my life so I can contribute to the world around me.”

Identifying Core Values
Consumers all around the world differ in many
ways, but all can be identified in terms of core
values.
The way that people express their wants and needs in the
marketplace are determined by both internal and external
factors. External drivers include media and technology, the

In the U.S., 15 percent of Creatives are likely to be “Influential Americans,” people who recommend products and services at much higher-than-average rates. They are followed
by Altruists at 10 percent and Devouts at 8 percent. Just 5
percent of Intimates qualify, followed by 4 percent of Fun
Seekers and 2 percent of Strivers.

Age, education and culture affect values.
As consumers age, learning drops in importance while health
and fitness increase. As education rises, self-esteem, self-reliance and stable relationships increase in importance, while
faith and respecting ancestors decrease.

Culture affects values. Some examples:
There are two major groups of consumers based on their
feelings about cultures in general. Nationalists, who make up
26 percent of the global sample, feel very close to their own
culture but no others. Multiculturalists, who make up 15 percent of the global sample, feel very close to three or more cultures in addition to their own and value open-mindedness,
social tolerance and learning.
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Leading Influences Choosing
LeadingofInfluences
Solutionsin Choosing Brand
Brand
(in
percent of U.S. respondents
of Solutions
who
say so)
of respondents who say so)
(in percent

Further, consumers say
they regard Bausch & Lomb
as a “leader in vision care”
Comfortable for my eyes
and a “world class brand.”
88
They identify Bausch & Lomb
Clear, crisp sight
81
products as “safe and comHigh quality
fortable products” that “pro66
vide clear, crisp vision.”
Convenient to use
Bausch & Lomb also enjoys
60
Eyecare professional recommended
high consumer recognition
55
levels as a company involved
40%
50%
60%
70%
80%
90%
in the surgical treatment of
Source: 3
Leading Reason for Choosing
eye ailments and as a “techType
of Solutions
Leading
Reason for Choosing Type of
nological innovator.”3
(in
percent
of
U.S.
respondents
Solutions
who
say so)
(in percent
of respondents who say so)
Brand awareness often
Lens care product convenient
creates opportunities for
33
new fits. Eyecare practitionAll-in-one disinfecting solution
ers should note that among
29
all consumers who “would
Eyecare professional recommended
24
consider” contact lens wear,
Good reputation of lens care product
the Bausch & Lomb brand is
23
cited as their “most likely
Disinfection solution is fast
22
choice” of lenses.3
0%
5%
10% 15% 20% 25% 30% 35%
Altogether, these findings
Source: 3
suggest that by placing
more patients in a “power brand” so widely
recognized and highly regarded, eyecare
practitioners can leverage “brand equity” to
capture growth and build a positive practice
image.
Consumers Recognize Leading
Solutions Brand
Bausch & Lomb leads by far in consumer
brand awareness of lens care products: 36
percent of all consumers have an unaided
awareness of Bausch & Lomb lens care products, four times larger than the nearest competitor. Some 66 percent of contact lens wearers say they are aware of Bausch & Lomb lens
care solutions—while 21 percent of non-vision
corrected consumers say so, an awareness
level seven times higher than that of any other
lens care brands. Recognition of Bausch &
Lomb lens care brands is especially high
among young consumers, aged 14 to 25.3
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Over a third of all soft lens wearers named
Bausch & Lomb as the cleaning/disinfecting
solution they use, over twice the level of the
nearest competitor. The ReNu® brand name is
the most commonly named cleaning/disinfecting solution, far more widely recognized by
consumers than any other brand.3
Choosing Lens Care Brands
The key influencers to choosing a “brand” of
solutions are comfort, providing clear, crisp vision, being of high quality and convenient, as
well as the recommendation of the eyecare
practitioner. When choosing a “type” of solutions, consumers value convenience, all-in-one
simplicity, the recommendation of the eyecare
professional, and reputation and speed.3
When asked specifically for the leading reason in choosing a lens cleaning product, the
recommendation of the eyecare professional
was the top reason cited.3
Bausch & Lomb®: World Class Brand
The Bausch & Lomb® name is held in extremely
high regard with consumers in both contact lenses
and lens care systems, according to a 1999 survey
conducted by Total Research. The Bausch &
Lomb® name is regarded as a “world class” brand,
the study shows, on par with such names as Hallmark and Hershey and more highly regarded than
Nike, Marriott, Mastercard and Toyota.
Among vision care companies, the Bausch &
Lomb® brand has far higher recognition than
other leading brands, says Total Research.

World Class Brands
Vision Care Companies
(in 5-9 scale of awareness among consumers)
Bausch & Lomb
Johnson & Johnson
OSI
CIBA

8.1
7.2
6.1
6.0

Note: 5 = mediocre, 7 = strong, 8 = world class
Source: Total Research
Data on file.

How to Offer Consumers
Optimum Choice
An Interview with

Peter Sealey
How much choice in
brands do consumers
want?
“The human capacity for
choice is not infinitely expandable. Twenty or 30 years ago,
consumers could deal with the level of complexities on
the landscape. Today, life is too harried and there’s too
little time. In the 21st century, companies that succeed
will simplify the life of their consumers and reduce
their stress. Consumers are not saying, ‘Limit my
choices.’ They’re saying, ‘Give me choices, but make
the options understandable so I can deal with them.’”
Are consumers faced
with too many brand
“By attaching
options?
yourself to a
“There are 47 different types
respected brand,
and sizes of Crest toothpaste.
you validate your
There are so many different
practice.”
cellular phones and service
plans for them that you can’t possibly make an intelligent choice. These are classic examples of offering consumers so much choice that you confuse them rather
than benefit from them. The market becomes so fractionated the customer is lost.”
How does simplicity marketing work?
“With simplicity marketing, choice and innovation can
de-clutter a consumer’s mind. Instead of offering ‘maximum choice,’ a business needs to offer ‘optimum
choice’ and position those choices within a customer’s
whole life context. For manufacturers, this means consolidating, aggregating or integrating multiple functions
into a single product or service.”
How do brands simplify life?
“In the context of too much choice, brands are the
shortest, most efficient path to potential satisfaction

and stress release. As more choices pile up, strong
brands become more appealing. The exasperated customer says, ‘This is the company I want to do business
with, so let’s get on with it.’”
How can eyecare practitioners simplify choices
but leverage brands?
“Doctors can identify themselves with a megabrand. If
you go to a remote part of the world and see that red
Coca Cola logo, you know you’ll get the same beverage
you would get on Fifth Avenue in New York City. The
same thing applies to a vision care professional. By attaching yourself to a respected brand, you validate your
practice. If I’m going to a new town and selecting an optometrist and or an optician, seeing a megabrand tells
me that you are a class provider in this industry. You’re
saying you offer the very best in products, and you give
me a guarantee.”

Strategies to Simplify Choice for Your
Patients
Offer leading brands: Link your practice with leading
brands that identify you with the best and most widely
known products on the market.
Offer the optimal: Don’t bombard your patients with all

available choices. Recommend what you determine are
the right options to meet their needs and lifestyle.
Simplify steps: Reduce your patients’ stress by recom-

mending lens care products that incorporate multiple
steps into a single product.
Treat yourself like a brand: Let your patients know about

your accomplishments in your profession and your
community. Patients want to be associated with a leading practice headed by a distinguished eye doctor.
Peter Sealey, PhD, is a professor of
marketing at University of California at
Berkeley and former head of global
marketing at Coca Cola. He is co-author with Steve M. Cristol of Simplicity
Marketing—End Brand Complexity,
Clutter and Confusion.
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Thanks...
For being a reader of Bausch & Lomb’s
Trends in Contact Lenses and Lens Care
Each year, we attempt to bring you the latest
and most insightful market research and
industry analysis—to help you to capture
growth opportunities in your practice.
We appreciate your feedback. Hearing from
our readers enables us to deliver information
that is most helpful to you and your staff.
Please take a moment to fill out this brief
response card—to help us to better serve you.
We also appreciate your interest in
Bausch & Lomb products and services. For
more product information and helpful practice
management tips, please visit our Website:
www.bausch.com
To speak with a sales representative who can
serve your individual needs, please contact:
Bausch & Lomb Vision Care
1400 N. Goodman St.
P.O. Box 450
Rochester, NY 14603-0450
Tel: 800-553-5340
Fax: 716-338-6896

See the Wonder
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