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VisionWatch COVID-19 Consumer Study Methodology

[ﬂ VISIONWATCH INSIGHTS

e Custom Consumer Study Conducted via The Vision Council’s
VisionWatch Survey Program

* Questions appended to the end of the February and March 2020
monthly VisionWatch surveys

* Fielded to a demographically balanced sample over the internet

Wave Dates Sample size
February 2/10-2/27/2020 n=10,419
March 3/10-3/26/2020 n=10,312
April 4/8 - 4/30 n=11,401

May (mid-point) 5/1 - 5/15 n=5,028
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Presenter
Presentation Notes
1.The Vision Council Market Research Department used the large-scale VisionWatch consumer survey in February to conduct a small consumer survey that examined how consumers and eyewear users are responding to the COVID-19 crisis. We fielded identical questionnaires in the last half of February and the last half of March that gauged consumer concern over COVID-19, consumer strategies to avoid the virus, anticipated postponement and cancellation of exams and eyewear purchases, as well as other strategies consumer might employ if they need to acquire eyewear during the crisis. 
2. We continued surveying consumers in April and May and fielded the survey over more days each month to help get a better grasp on daily consumer behavior and trends. We also started adding and deleting questions from the survey each month at the request of members and as the COVID-19 crisis evolved and changed.   
2.For the February, March and April surveys we interviewed a demographically balanced sample of 10K+ US adults and asked them 6-16  questions regarding COVID-19 after they finished answering our standard monthly questionnaire that asks everything and everything about eyewear and eyecare. 
3.We are fielding a similar survey right now for the month of May that also looks at anticipated consumer behavior as the COVID-19 crisis slowly ends and consumers get back to a "new normal" trying to balance their personal and economic needs vs. Staying safe and healthy. We are also querying consumers about how employment and benefit losses might impact their eyewear purchasing habits and future intentions, as well as how consumer will prioritize eyecare once the COVID-19 crisis is over. 



Optical Industry Research Programs

ﬂ ECP INSIGHTS {M MEMBER INSIGHTS

Methodology: Methodology

* Online surveys of more than 1,700 eyecare Online surveys of various TVC Member
professionals with approximately 400 Division company contacts including Optical
completes weekly. Retail Division (ORD), Lab, Lens and Lens

« The participants have the option to receive an Processing & Technology (LPT) divisions.
incentive in exchange for completing the « Survey frequency and questions vary by
surveys. division.

« The surveys include questions about discrete * Some survey questions are added, updated
weeks and their location’s corresponding or replaced between waves to inquire about
performance. emerging topics and trends.

« Some survey questions are added, updated or Lab Division
replaced between waves to inquire about 3/19-3/22/2020, n = 50, Wave 1
emerging topics and trends. 4/1-4/4/2020, n = 172, Wave 2

3591)639/42”12/%%” = 4§%W\/eve 12 Optical Retail Division

- , N = , ave - =
3/23-3/28/2020, n = 386, Wave 3 Si12-312212020,n = 37, Wave 1
3/30-4/3/2020, n = 414, Wave 4 ) _ ’

- 4/1-4/4/2020, n = 24, Wave 3

4/6-4/1 0/2020, n= 404, Wave 5 4/8-4/11/2020. n = 24. Wave 4
4/13-4/18/2020, n = 453, Wave 6 : ’ ’
4/20-4/25/2020, n = 466, Wave 7 Member-wide Survey
4/27-5/2/2020, n = 457, Wave 8 4/20-4/25/2020, n = 91, Wave 1
5/4-5/9/2020, n= 486, Wave 9 5/18-5/24/202, n = 104, Wave 2

5/11-5/16/2020, n = 423, Wave 10
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Current views on overall consumer feelings and actions due to COVID-19
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Overall U.S. Consumer Sentiment is beginning to recover slightly

U.S. Consumer Sentiment Index
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Presenter
Presentation Notes
The Vision Council Research Team has been reviewing a number of economic indicators over the last few months to better understand how COVID-19 is affecting overall consumer sentiment and behavior. One such indicator is the U.S. Consumer Sentiment Index. The University of Michigan has been tracking their Consumer Sentiment Index for well over half a century. It rose to 73.7 in the initial May 2020 release, recovering slightly from the April’s eight-year low of 71.8. Even with that modest recovery, it was the second-lowest reading since December 2011. Consumers are still very uncertain of the short and long term financial prospects for themselves and the country.

The Index of Consumer Sentiment (ICS) is derived from the following five questions: 
"We are interested in how people are getting along financially these days. Would you say that you (and your family living there) are better off or worse off financially than you were a year ago?”
"Now looking ahead--do you think that a year from now you (and your family living there) will be better off financially, or worse off, or just about the same as now?" 
"Now turning to business conditions in the country as a whole--do you think that during the next twelve months we'll have good times financially, or bad times, or what?“
"Looking ahead, which would you say is more likely--that in the country as a whole we'll have continuous good times during the next five years or so, or that we will have periods of widespread unemployment or depression, or what?“
"About the big things people buy for their homes--such as furniture, a refrigerator, stove, television, and things like that. Generally speaking, do you think now is a good or bad time for people to buy major household items?"


Consumer concern about COVID-19 peaked at the end of Yl visionwarch nsirTs
March and is on the decline

On a scale of 1-10 how concerned are you over the recent global

coronavirus threat and outbreak?’
% of respondents’

40% -

— Extremely concerned
359 4 — Noconcern at all
Consumer concern
30% peaked toward the end of
March and has been on
25% - the decline since then.
Current levels of extreme
20% 1  argest difference | concern are approaching
No Concern on 3/26 mid-February levels when
15% - we started our monthly
consumer sentiment
10% - tracking.
5% -
0% . . . . . . .
2/9/2020 2/23/2020 3/8/2020 3/22/2020 4/5/2020 4/19/2020 5/3/2020 5/17/2020

'Respondents answering 1 “no concern at all” and 10 “extremely concerned.”
Source: The Vision Council VisionWatch COVID-19 US Consumer Study
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Presenter
Presentation Notes
1.One of the benefits about having a large-scale consumer study like VisionWatch is that we have sample sizes large enough for us to do a lot of different analysis on the data and information consumer give us when answering surveys. For our customized COVID-19 consumer studies one of the more intriguing aspects to look at are responses on a daily trend. 
2.This chart tracks the daily trend in answer responses to our first COVID-19 survey question about ranking their overall concern over the global COVID-19 crisis on a 10-point scale. Here we are looking at the percentage of the US adult population that either has no concern at all over the virus or is extremely concerned over the virus. 
3.Over time, particularly in mid-March, consumer concern over COVID-19 started to rise tremendously and the number of people not concerned at all over the virus dropped simultaneously. Specifically, President Trump’s declaration of a national emergency and the closure of schools and other businesses by state and local governments seem to be associated with the increase in COVID-19 concern, as is the rising count of total Americans infected with the virus. 
However, after peaking from late March through early April concern with the virus has lessened in the USA, with the number of “extremely concerned” people dropping from 35% of the population to just over 25% of the population by mid-May. Conversely, the number of people with “no concern at all” over the virus increased from ~2% in late March to almost 10% by mid-May. 



Who is most concerned about COVID-19 among eyewear [ﬂ VISIONWATCH INSIGHTS
consumer segments tracked in VisionWatch?

On a scale of 1-10 how concerned are you over the recent global

coronavirus threat and outbreak?’
% of respondents? Nat!l. Avg. 62% Nat'l. Avg. 62%

\ 4

All Adults '_ 62% Northeast

Men

|
l South

Midwest

Women 64%

West

18-34 years old

35-44 years old Have Optical Subsidy

45-54 years old Possess MVC

55-64 years old No MVC or Subsidy

65+ years old 68%
|
| Independent ECP*
Up to $60K AHI 60%
|
$60K-$100K AHI 61%

$100K+ AHI 66%

Mass / Chain / Corporate Retailer* 74%

73%

Online / Internet*
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Presenter
Presentation Notes
1.As of the middle of May 2020 almost 62% of US adult population indicate that they are concerned to some level with COVID19, with just under 25% being extremely concerned.
2.While concern with the virus has been dropping since early April, concern is still high among women, adults over the age of 55 years old and particularly adults over the age of 65 and adults from relatively higher income households ($60K+ annually). Regionally, concern is still highest among people living in the NE region of the USA—particularly the NY and Boston metro areas. 
3.Concern over COVID-19 was also higher among folks with some type of optical subsidy or standard MVC plan than among folks without insurance coverage. 
4.Over the past month, Rx EG users became more concerned with COVID-19 than non-EG users and expressed slightly more concern with COVID19 when compared to non-EG users. 
5.CL users, who tend to be younger, were less likely to be concerned about COVID when compared to the non-CL using population.  Further analysis reveals that previous patients who visited independent ECPs for their eyewear and eyecare needs are now reporting less concern with the virus when compared to March. In April / May independent ECP patients are also now expressing less concern with COVID-19 when compared eyewear buyers who recently purchased from a conventional chain, mass merchant, department store or wholesale club (whose buyers again typically skew younger and are less concerned with COVID19). This is a slight reversal from what we observed in February and March. 



More than half of consumers have experienced or anticipate {ﬂ VISIONWATCH INSIGHTS
an impact on their current employment situation

How has COVID-19 impacted your employment Do you anticipate going back to your
situation? job, or getting an equivalent new one,
% of respondents’ once the COVID-19 crisis is over?
. | % of respondents
| have recen_tly 9, Not sure / Too
lost my job 18-34 years old _ 86% soon to tell

15%

my hours / work 15%
schedule cut 45-54 years old _ 60% Yes, definitely

| anticipate losing 55-64 Id - 0
my job in the near future years© 40%
| anticipate having my 6% @@ 65+ years old - 17%

hours cut in the near future

No

My wages / salary
have been reduced / cut

1%

Up to $60K AHI

impact

My benefits have
y oo rodime] 6% $60K-$100K AHI _ 58%
Yes, possibly

7

Not applicable 55%

7

Figures will not sum to 100%, because of multiple selections. - :
Source: The Vision Council VisionWatch COVID-19 US Consumer Study © 2020 The Vision Council 8


Presenter
Presentation Notes
1. About 45% of the US adult population had some sort of negative employment impact from the COVID-19 crisis. 15% have seen their work hours or schedule cut due to the COVID-19 crisis with an additional 11% reporting that their wages or salary have been cut/reduced. Six percent have seen their employment benefits reduced and almost 10% lost their job completely (corresponding to what we have seen with the BLS UE rate). Furthermore, another 10% of the US adult population anticipate losing their job or having their hours cut in the near future. 
2. Men, younger adults, people from higher-income households, people from the NE and MP regions of the country were all more likely to have been more adversely impacted, employment-wise by the COVID-19 crisis. People who wear CL, have MVC coverage and typically purchase eyewear from a corporate /big box eyewear retailer or online / Internet retailer were also more likely to have experienced a negative employment impact from COVID-19. 



U.S. Retail Sales

U.S. Retail Sales (MoM)
%
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U.S. Retail Sales averaged
0.28% month-over-month
from 1992 until 2020,
reaching an all time high of
6.70% in October of 2001 and
a record low of -16.40% in
April of 2020.

-8.3%

-16.4%
Jul 2019 Oct 2019 Jan 2020 Apr 2020
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Presenter
Presentation Notes
Another broader economic indicator to consider is the U.S. Retail Sales month-over-month percent change. Retail Sales has averaged approx. 0.3% from 1992 until 2020, reaching an all time high of 6.7% in October of 2001. Not surprisingly with the number stay-at-home and shelter-in-place restrictions and the forced closures of stores and businesses across our country, U.S. Retail Sales hit a record low of -16.4% in April.

Retail sales report in the US provides aggregated measure of sales of retail goods and services over a period of a month. There are thirteen major types of retailers: Motor vehicle & parts dealers (around 20 percent of total sales), Food & beverage stores (13%), General merchandise stores (12.5%), Food services & drinking places (11%), Gasoline stations (10%), Nonstore retailers (9.2%), Building material & garden dealers (6%), Health & personal care stores (6%), Clothing & clothing accessories stores (5%), Miscellaneous store retailers (2.3%), Furniture stores (2%), Electronics & appliance stores (2%) and Sporting goods, hobby, book & music stores (1.7%).



Half of Americans have received stimulus money, but many
might not be putting it directly back into their local economy

Have you personally experienced the following How have you spent the stimulus money
in the last few weeks? - Received stimulus you received from the government?
money from the government % of respondents

% of respondents

Put it into savings 38%

Pay off debts 26%

49 % Food and basic household needs

who needed it more
)

of Americans have received Have not spent it yet, but plan to
government stimulus
money in the last few weeks

25%

18%

Source: Axios-lpsos Coronavirus Index
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Presenter
Presentation Notes
The U.S. government responded to the devasting economic impact of the COVID-19 pandemic by passing multiple stimulus aid packages, hopefully putting more money in American’s pockets to go boost Retail Sales. According to a recent Axios-Ipsos study, nearly half of all Americans (49%) received government stimulus money over the last few weeks. Unfortunately, however, less than one fifth of those stimulus recipients indicate that they have not spent it yet and plan to, with the majority reporting that they have either put their stimulus money into savings or they used it to pay off debts, purchase food and basic household needs or make their rent or mortgage payments.



Level of concern about COVID-19 impacting consumers eye [ﬂ VISIONWATCH INSIGHTS
exam and eyewear purchase behavior

Increasing levels of concern through March lead to increases in consumer postponing or
canceling eye exams and eyewear purchases. As consumer concern declined through
April, so did likelihood of postponing or canceling eye exams and eyewear purchases.

80% A

1%

70% A

60% -
% Highly/Extremely Concerned
about COVID-19

50% -
% Will Postpone or Cancel

40% | Eye Exams

30% -

20% A 20% o Will Postpone or Cancel
Eyewear Purchases

10% A

0% T T T T T T T T T T T T T 1
2110 2117  2/24 3/2 3/9 316 3/23  3/30 4/6 413  4/20  4/27 5/4 5/11

Source: The Vision Council VisionWatch COVID-19 U © 2020 The Vision Council 11


Presenter
Presentation Notes
1.As we have observed with the other trend line chart a few moments ago regarding concern over the COVID-19 crisis, as time moved through February, March and mid-April, the number of people postponing or cancelling their eye exam in response to the COVID-19 crisis increased fairly steadily and dramatically. On February 10th (the first day we started surveying consumers on COVID-19), only 6% of the US adult population was planning to postpone or cancel an eye exam. However, by April 8th and April 9th close to 60% of the US adult population was going to postpone or cancel exams or trips to the eye doctor in response to COVID-19.
2.Consumer cancellations / postponements certainly seemed to pick up after President Trump declared a national state of emergency on March 13th and again after March 17th when the CDC suggested that ECPs suspend routine eyecare and focus only on emergency / urgent care. By the time most major retailers had announced closures and restricted hours/services in late March almost half of all consumers were planning to cancel/postpone eye exams anyway. from February to early March, there was a tremendous increase in the number of consumers postponing or canceling eye exams and trips to the eye doctor because of the COVID-19 crisis. The groups that increased their reported rate of cancellation/postponement most were residents of the NE (were COVID-19 was hitting the hardest a month ago), women, and contact lens users. From mid-April to mid-May the groups that reported the least amount of postponements and cancellations (In other words, the groups most likely to report that they will not postpone their exam) include younger adults, people from higher income households, people with MVC coverage, residents of the MW USA and EG users who have not purchased glasses in over 2 years. By mid-May just over 30% of the US adult population was planning to postpone or cancel any eye exams or trips to the doctor—levels that we last observed during the start of the shut down in mid-March. 



Almost half of Americans will postpone or cancel their

eye exams during COVID-19

[ﬂ VISIONWATCH INSIGHTS

Will you postpone or cancel any eye exams or trips to the

eye doctor while COVID-19 is still a threat?

% of respondents’

waivearsod [ 5%
45-54 years old 42%
55-64 years old B2 39%

65+ years old &8 39%

Up to $60K AHI
$60K-$100K AHI
$100K+ AHI

B Postpone M Cancel

Midest Tl 1%

Wear Rx Eyeglasses

Wear Contact Lenses

Have Optical Subsidy
Possess MVC
No MVC or Subsidy

I Independent ECP*

Mass / Chain /
Corporate Retailer*

Online / Internet*

© 2020 The Vision Council

12


Presenter
Presentation Notes
1.As of late April and early May 2020, certain population groups are more likely to postpone/cancel their eye exam in response to COVID-19. Particularly, adults under the age of 55, women, residents of the Northeast USA and, surprisingly, adults with some form of MVC coverage. Conversely, adults over the age of 55, men, residents of the MW USA and people from relatively lower income households were less likely to cancel/postpone exam plans in response to the COVID-19 virus.
2.Despite the fact that older adults are generally more susceptible to COVID-19, our research continues to show them to be the least willing to change their overall behavior in response to the virus—something that we have seen in other general research on COVID-19. 
3.Recent research has shown that adults who usually visit independent ECPs for their exams and eyewear shopping needs were less likely to cancel their exam plans or trips to the doctor because of the COVID-19 crisis. Consumers who typically go to corporate/big box/chain/mass/club/department store retailers and especially consumers that usually purchase eyewear online were far more likely to be cancelling or postponing their exam plans and eye doctor trips in response to the COVID-19 crisis. 



Parents report a higher likelihood to postpone/cancel their Yl visionwarch insiGrTs
child’s eye exam than their own

Will you postpone or cancel any eye exams or trips to the eye doctor for

yourself or your children while COVID-19 is still a threat?’
% of respondents? Up to $60K AHI

el W Child
$60K-$100K AHI -
. $100K+ AHI
:
" Hortheadt
Women
soutt

.
Midwest
et

18-34 years old

s years old
.
e Have Optical Subsidy

45%

Y -

55-64 years old : rossess VG Standard
|

No MVC or Subsidy

65+ years old

'Respondents answering “cancel” and “postpone”. 2Figures will not sum to 100%, because of other - :
Source: The Vision Council VisionWatch COVID-19 US Consumer Study © 2020 The Vision Council 13



Presenter
Presentation Notes
1. With the exceptions of the MP region of the country, consumer groups that were more likely to postpone/cancel eye exams for themselves because of the COVID-19 threat were also more likely to want to do so for the children under the age of 18 under their care. This was especially true for women/mothers/grandmothers caring for the health of their children (a reversal from Feb/Mar results), as well as parents between the ages of 45 to 64 years old, parents from relatively higher income households and parents residing in the NE and South regions of the USA. Parents in these groups were generally far more likely to want to postpone / cancel exams for their children before canceling/postponing exams for themselves because of COVID-19. However, one trend worth mentioning is that the gap between parents cancelling exams for themselves and cancelling exams for their children have narrowed from March to May as many people are now more likely / willing to cancel exams for themselves between Feb/Mar and April/May.  



When are consumers anticipating they will come back

{ﬂ VISIONWATCH INSIGHTS

When do you anticipate buying eyewear in the future if you are

postponing purchases during the COVID-19 crisis?
% of respondents’ 61 60

56
51
22
10 13
: I :
T
™

After the COVID crisis is
over and | feel comfortable
going to the eye doctor in
person to make a purchase

35
3233 5, 3¢

As soon as the crisis is
over and my doctor’s
office is open again

As soon as | have
vision insurance / vision
benefits to help reduce
the cost of eyewear and

eyecare services.

Figures will not sum to 100%, because of multiple selections allowed. *By location
Source: The Vision Council VisionWatch COVID-19 US Consumer Study

B All Adults

B Men

B Women

I Independent ECP*
Mass / Chain / Corporate Retailer®
Online / Internet*®

22 20
18

14 15
11 11 11

As soon as | have the
funds available to buy
the eyewear | need

9 9 9

As soon as | handle higher-
priority health issues.

12
9
6
1k
m
As soon as | can

easily and confidently
buy eyewear online

© 2020 The Vision Council 14


Presenter
Presentation Notes
1. For the 63.7 million eyewear users who are postponing or canceling eyewear purchases because of COVID-19 there are several different factors weighing on their decision to buy eyewear in the future. Most users are waiting until the COVID-19 crisis is over and they feel personally comfortable going to the eye doctor in person to make a purchase. They may wait either a few days or few weeks before getting an appointment and going back to the physical BAM doctors office. This was a popular option for women, adults from lower-income households, residents of the MP and people who have purchased Rx EG from an independent ECP.
2. Almost one-third of all eyewear users (especially men, residents of the NE USA and people with MVC benefits) are planning to return to the eyewear market to make a purchase as soon as the crisis is over and their doctor’s office is open again. One-tenth of all the eyewear users in the US (21.1 million) will wait until they have the funds available to purchase eyewear, while an almost equally large number (17.8 million) will wait until they handle higher-priority health issues before buying new eyewear.  


)

Initial signs of turning the corner but still a long journey ahead

UPDATE ON THE IMPACT ON OPTICAL
BUSINESS OPERATIONS

M THEVISIONCOUNCI|L




S
Optometry practices and optical retailers are reopening

Are you remaining open to the public at this time?
% of respondents

Not Sure

Yes 53%

No

3/9 3/16 3/23 3/30 4/6 4/13 4/20 4/27 5/4 5/11
Week of

R ecp INSIGHTS

As state and local
governments begin lifting
restrictions on
businesses, more ECPs
are reporting being open
to the public than during
any other week since
surveys began in March.
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Presenter
Presentation Notes
1. We asked ECPs whether or not they are remaining open to the public at this time.
2. Over ¾ of respondents indicated that they are remaining open when asked the week of 5/11. 
3. As state and local governments are lifting their restrictions on businesses, we see more ECPs reporting being open. This number has been the highest since we started fielding in March. 
4. As restrictions are lifting we're focusing our view on the re-opening of businesses, rather than closings. 


ECPs are becoming more certain of the timeline to reopen if
their locations are currently closed

Do you have a timeline for when you plan to re-open your location(s)?
% of respondents

Not sure

No

3/9 3/16 3/23 3/30 4/6 4/13 4/20 4/27 5/4 5/11
Week of

R ecp INSIGHTS

A slight majority of
ECPs (53%) report
that they have a
timeline to re-open
their practices. This
has been steadily
increasing over the
month of April and is
the highest it has
been since the
surveys started in the
beginning of March.
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Presenter
Presentation Notes
1. ECPs were asked whether or not they have a timeline for when they plan to re-open their location. 
2. By the week of 5/11, we see that 53% of respondents reported having a timeline.
3. As more state and local governments are in the transition of opening up businesses, ECPs now have a better grasp on when they can re-open to the public, and therefore can plan a timeline accordingly. 
4. Interesting to see the changes over time 


Practice and store hours are beginning to return to
pre-COVID schedules

Is your location currently operating at the normal hours of operation?
% of respondents’

3 ECP INSIGHTS

Yes

No

3/9 3/16 3/23 3/30 4/6 4/13 4/20 4/27 5/4 5/11
Week of

Figures ma

Source: The © 2020 The Vision Council 18


Presenter
Presentation Notes
1. Next we’ll be talking about store hours of operation and how that’s been affected 
2.  Eyecare providers have been significantly impacted by state and local government restrictions during the months of March and April, which has led to closings/reduced hours. 
3.  Now we see that more than half (52%) of eyecare providers report that their businesses are returning to normal, pre-COVID hours of operation. We anticipate this number to increase in the next few weeks as more restrictions are lifted across the country.


ECPs are also beginning to return to offering their full suite

3 ECP INSIGHTS
of services to their patients

Are you currently offering your full suite of services?
% of respondents?

Yes

No

3/9 3/16 3/23 3/30 4/6 4/13 4/20 4/27 5/4 5/11
Week of

Figures wi

I
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Presenter
Presentation Notes
1. Related to operating at normal hours of operation, ECPS are also beginning to offer their full suite of services. 
2. Due to the impact of COVID-19 a lot of ECPs have only been able to provide limited services to their patients.
2. However over the last two weeks, well over half of ECPs – 57% in first week of May and 66% in the second week– have reported returning to their full suite of services
3. These are the highest percentages since we began the ECP panel survey at the beginning of March. (There is a pattern of increases) 


Reductions in employee headcount and staff hours continue R ecp INSIGHTS
in majority of optical practices/stores

Have you had to reduce staffing over the past week How are you reducing staffing at your

in response to the COVID-19 outbreak?’ location?

% of respondents’ % of respondents

Prefer not to answer
§ ,//,;/?7..:7

Furloughs

74% 73%

Cutting back hours
for employees

Layoffs

34%
25% 25%

3/9 3/16 3/23 3/30 4/6 4/13 4/20 4/27 5/4 5111
Week of

© 2020 The Vision Council 20


Presenter
Presentation Notes
Eyecare practice and store owners have had to make some difficult decisions as it relates to employee staffing over the last two and a half months. While the percentage has declined slightly over the last week, still more than half (58%) of practice owners report having to reduce staffing levels. Reducing overall headcount is the most prevalent form of staff reduction actions taken with 50% of ECPs reporting to have Furloughed or Laid Off employees in the most recent survey while 43% of owners indicate cutting back employees hours.


Optical employee experiences with changes in their \% ECP INSIGHTS
employment changes and feelings about returning to work

What is the reason that you are no longer active at How much of a risk to your health and well-being
your location? do you think returning to your normal place of
% of respondents employment would be?

% of respondents

Large risk N

A large majority of ECPs
(76%) believe returning to
> their normal place of
employment would be a
moderate or large risk to
their health and well-being.

| was laid off EEE

Moderate risk

| was furloughed

| left my position . Small risk  B2LZ
voluntarily 13% A No risk
3/30 4/6 4/13 4/20 4/27 5/4 5/11
Week of
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Presenter
Presentation Notes
The majority of optical employees who are inactive with their business (43%) report being furloughed, with a lower percentage reporting being laid off (23%).

Through our external research review, we found it intriguing that many Americans think going back to work is risky. According to an Axios-Ipsos study, 58% of people who are working from home, are furloughed, or laid off think going back to work is a moderate or large risk to their health and well-being. We wanted to compare this with how inactive optical employees felt about returning to work so we added a similar question to our ECP panel survey this week. The risk to return to work is felt even more strongly by ECPs with 76% reporting a moderate or large risk to return.

This indicates a clear opportunity for businesses to identify ways to alleviate some of these feelings of risk and concern for their employees. 


Patient volume and capture rate beginning to show slight

Increases
How would you describe the number of customers/ How would you describe the capture rate at your
patients your location served within the last week location served within the last week compared to a
compared to a normal week? normal week?
% of respondents? % of respondents?
y 9 ! 0 0 0 !
L 0% gl 1% = 1% |Soj s ! Increased U’ 3”’ 3/" 4% !
15%
'Unchanged / R |
1 normal I
|
I
|
|
|
I
99% 98% 96% 95%
Decreased 85% 86% 81%
4/6 4/13 4/20 4/27 5/4 5/11 4/6 4/13 4/20 4/27 5/4 5/11
Week of Week of
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Presenter
Presentation Notes
State and local government restrictions on businesses and stay-at-home orders have greatly impacted consumer behavior and spending patterns during COVID-19. No where is this more evident than in the number of patients served by ECPs every week in our survey. The number of patients seen by eyecare providers still continues to be down compared to normal levels. However, in the most recent survey there was a noted shift in ECPs reporting patient volume being slightly down (28%) versus significantly down (58%). 

We also noted an increasing trend in the reported capture rate over the last 3 weeks. This would seem to make sense with patients being potentially more “ready to buy” if they have ventured out into the world recently for an eye exam.



' ' SIGHTS
Optical lab sales volume continues to be depressed WA memeer wsichT

How would you describe the level of Rx lens sales activity

within the last week compared to a normal week?
% of respondents

6% il
(o)

More than normal

Unchanged /
normal

Less than normal

% rerer not 1o answer
5% % 14t 3% Y %////////’
3/9 4/20 5/11

Week of
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Presentation Notes
The news is similar from our Lab Division members, the majority (80%) reporting that Rx lens sales volume continues to be less than normal. There is, however, a shift in labs reporting sales volume being slightly less (15%) versus significantly less (66%). This was a noted change from the previous survey in which 3% reported slightly less sales while 87% reported significantly less.


Business performance perspectives from E&A and SRD WY memeer nsichs
members

How would you describe the level of Are you currently accepting Which best describes your plans for
frame/accessories sales activity returns of new merchandise preparing new design collections for
within the last week compared to a shipments from customers? 20207

normal week? % of respondents % of respondents

% of respondents

Increased
Unchanged / normal

Going to start

preparing soon

4% 8
i

6%
Yes
In process
Decreased [
N[l 30%
229 Canceled upcoming
/ 0 collections y 4%
Don'’t know / o Prefer not to answer 722% R Not sure /7 : 6°/// iy
y 9 o 712%7
Prefer not to answer\wz%% ;%9 s //// M/ Prefer not to answer ///////// 2%
4/20 5/11 4/20 5/11 4/20 5/11
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Presentation Notes
According to our Eyewear & Accessories and Sunglass & Readers division members, frame and accessory sales activity showed a slight increase last week. In addition 67% of E&A and SRD members reported accepting returns of new merchandise this week, which is up from 48% from the previous survey. Lastly, as it relates to new design collections for 2020, 9% of respondents reported that they are cancelling their upcoming collections, which is up from 4% from the previous survey.


Impact on business operations — vendor performance ‘% ECEINSIEHTS

How would you rate your vendors' ability to keep pace with

your product demands/needs last week?
% of respondents

Excellent, no
disruptions

Significant majority of
ECPs (91%) reported
minimal to no disruptions
in their vendors’ ability to
supply them with their
product needs over the
last week, the highest
percentage since the
surveys began.

Good, minimal
disruptions

Poor, considerable
disruptions

3/9 4/6 4/13 4/20 4/27 5/11
Week of
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Presentation Notes
Vendors continue to perform well in the view of eyecare providers. The significant majority of ECPs (91%) reported minimal to no disruptions in their vendors’ ability to supply them with their product needs last week. This percentage has been high throughout all of our surveys since the beginning of March indicating perhaps a general resilience to maintain good service levels in this period of challenges and uncertainties.



Preparing for the patient journey back to brick-and-mortar

ROAD TO RECOVERY
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Nearly 70% of consumers indicate that they will |Ik9|y return {u VISIONWATCH INSIGHTS
to physical eyewear retailers after COVID-19

After the COVID-19 crisis is over, how likely are you to return to a
brick and mortar physical eyewear retailer to try on and purchase

eyewear? M Very likely Il Somewnhat likely Natl. Avg. 69%
% of respondents’ v

18-34 Years Old 32%
35-44 Years Old 45%

Somewhat unlikely Very unlikely

Very likely 45-54 Years Old

55-64 Years Old 52%

Not sure /

65+ Years Old 54%
Too soon to tell 23%

All
Adults

Have Optical Subsidy 50%
Possess MVC Standard 53%
No MVC or Subsidy

Independent ECP* )

Mass / Chain / Corporate Retailer* 28%

Figures will not sum to 100%, because other answer options removed. *By locatio - :
Source: The Vision Council VisionWatch COVID-19 US Consumer Study © 2020 The Vision Council 27
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Presentation Notes
1. Looking to the future, hopefully the near future, we are directing our line of inquiry at the future and how consumers might approach shopping for and buying eyewear once the COVID-19 crisis is over and society begins to return to a new "normal". When we asked consumers if they thought they would be comfortable returning to a physical brick and mortar retailer almost half (46%) reported that they would be very likely to return to a BAM retailer to try on and purchase eyewear once the COVID-19 crisis was over. Another 23% each reported that either it is too soon to tell if they will return to a BAM in the future or they are "somewhat likely" to return to a physical BAM retailer to try on and buy eyewear after the COVID-19 crisis is over. Unfortunately, 8% of US adult consumers are unlikely to return to a BAM retailer to try on and buy eyewear even after the COVID-19 crisis is over. 
2. Certain demographics are far more likely than others to be likely to return to BAM retailers to try on and buy eyewear. Men, adults over the age of 35 years old, people from higher income households, residents of the MW USA and people who recently bought Rx EG from an independent ECP were all more likely than the general population to be willing to go back to physical retailers and shop for eyewear again.  Conversely, younger people under the age of 35, those without MVC and consumers who mostly recently purchased eyewear online lag slightly behind the U.S. average and will be less likely to go back to the old retailing system of visiting a BAM retailer to try on and buy eyewear once the COVID-19 crisis is over. 


Consumers want PPE, safety precautions, sanitization and [ﬂ VISIONWATCH INSIGHTS
social distancing protocols to be comfortable in stores

Which of the situations below would encourage you to visit, try-on and purchase eyewear from

a physical brick and mortar retailer?
% of respondents’

Nothing, | will go and try-on / purchase eyewear
as soon as the retailer is open for business

Retailer employees must wear PPE gear
like facemasks and gloves

any eyewear before | try it on in the store

Retailers must limit the number of people

I

I

I

I

I

| Retailer employees will have to sanitize
|

I

I

| in the store at any one time before I will go in

All other customers must wear PPE gear
like facemasks and gloves

The retailer will have to offer prices and financing
terms that are better than before the COVID-19 crisis

Other - 4%
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Presentation Notes
1. One-quarter of those adults who wear eyewear will be willing to go to a physical BAM retailer to make a purchase as soon as the doctor office or retailer is open again without any additional safety or protective measures in place. That totals to 49 million consumers willing to go to and purchase from an eyewear retailer as soon as stay-at-home and office closure regulations come to an end. 
2. Most consumer do want to see additional safety and protective measures in place before going back to a physical BAM retailer to make a purchase. Specifically, 41% of eyewear users want doctors and retailers to sanitize any eyewear before they try it on at the store. Equally large numbers of consumers (38% and 37% respectively) want retailers to limit the number of people in the store at any one time before going into the establishment or having employees wear PPE gear like facemasks and gloves before visiting and making a purchase. A smaller number of potential eyewear consumers (30%) want other customers to wear PPE gear before visiting a BAM eyewear retailer. 
3. Demographically, women, adults from higher income households,  and people with MVC coverage want to see the most safety and protective measures in place before going to a BAM retailer to try on and buy eyewear. 


PPE requirements and advisements are the standard as
optical practices begin to reopen across the country

R ecp INSIGHTS

Does your state or local government require employees/staff

and/or patients to wear personal protective equipment?
% of respondents?
\

More than 90% of ECPs

Required RO reported that their
state/local governments

> either require or advise
use of PPE, such as
masks, for both
employees and
customers.

Advised but
not required

Not required

22%

5%
Not Sure\ s 1or . 3%
Employees / Patients /
Staff Customers

Source: The Vision Council COVID-19 ECP - :
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Presentation Notes
There is a lot to consider when it comes to PPE. First and foremost are state and local government guidelines requiring that PPE be worn while in public. More than half of ECPs (59%) reported that their state or local governments require PPE to be worn by employees and customers. Another 31% reported PPE is strongly recommended but not required.


eSS ECP INSIGHTS

ECPs vary in requiring and providing a range if PPE for staff

Please indicate which type(s) of personal protective

equipment you are requiring and/or providing for your staff.
% of respondents 82%

B Required of Doctors
Required of Opticians/Staff

I Providing
54%
48% 48% 48% 48%
45% B 4 ==, 44444444 _________

g 1
I

37% 33% 35% ' 340 35%

o 0 32% . ! 31% ! 30%
29% 29% 26% 28% 29% I :
(o]
23% 23% | L B 21%
I
18%
15% 177 3 | ‘

I

: |

! :

: : 0%
Face Shields Gloves Goggles/Safety Gowns Hand Sanitizer = Headcovers : Masks : Respirators Shoe Covers
Glasses D o J

Source: The Vision Council COVID-19 ECP Panel Study © 2020 The Vision Council 30
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Presentation Notes
We asked the practice owners in our ECP panel about PPE requirements for their employees and patients. This chart presents the type of PPE along the bottom with orange representing percent of owners requiring Doctors to wear PPE, grey is percent of owners requiring Opticians and Staff to wear PPE and blue is the percent of owners who are providing that specific PPE for their employees. Mask requirements for Doctors and Opticians/Staff are most common among our panelists, but it is interesting to note that Masks are also the least provided PPE for employees. 


PPE for patients

Please indicate which type(s) of personal protective equipment
you are requiring and/or providing for your patients.
% of respondents

0 63%
B Required of Patients 62% ’

I Providing for Patients

Gloves Gowns Hand Sanitizer Masks

Source: The Vision Council COVID-19 ECP Panel Study

Masks are the most often required but least often provided

s ecpinsiGhTs
@ ®

Masks are the most
required PPE for patients

59%
60/0 '\
44%
41%
| I I
J

by ECPs, but they are
also the least provided.
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Presentation Notes
As it relates to patients, eyecare providers indicate that masks are the most often required but least often provided PPE for patients. It is a fair assumption that many patients will have their own masks, but it would be prudent to be prepared with a back-up supply of masks for those patients who arrive without one but are required to wear one.


Increased safety precautions at ECP locations

What safety precautions are you utilizing at your location?

% of respondents

Limiting patient schedule to reduce the number
of people in the location at any given time

Taking temperatures of patients and staff before
entering the location

Asking patients to come alone unless a
caretaker or guardian is needed

Requiring doctors, staff and/or patients to wear
a face mask before entering the location

Implementing frequent cleaning and sanitization of
frames, optical equipment, and commonly used surfaces

Asking patients to reschedule their appointment if they
or anyone in their home is experiencing flu like symptoms

Installing plastic divider shields (sneeze guards) in areas
where patients and staff are close in proximity

9.2%

eSS ECP INSIGHTS

15.9%

11.8%

15.5%

14.8%

16.6%

15.8%

© 2020 The Vision Council
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Presentation Notes
Eyecare providers are implementing a number of safety measures and protocols in their physical stores to enforce social distancing guidelines, maintain practice cleanliness and provide an overall safe and as-comfortable-as-possible experience for their patients. ECPs reported implementing frequent practice cleaning and frame sanitization processes as the most common new safety measure. They also report that they are limiting their patient schedule to reduce the number of people in the practice at any given time, as well as asking patients to come alone unless a caretaker or guardian is required. While taking patient temperature scans is lower on the list, asking patients to reschedule based on whether or not they or anyone in their home is experiencing flu-like symptoms is increasingly common among reported safety measures.



Shift to alternative technologies, communications, online eyewear and new ECP services

ROAD TO RECOVERY
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Younger consumers, previous chain and online eyewear
buyers are more open to telehealth eye exam alternatives

‘ u VISIONWATCH INSIGHTS

Will you postpone or cancel any eye exams or trips to the

eye doctor while COVID-19 is still a threat?

% of respondents’

All Adults

55-64 years old [/ KR 3%
1%

18-34 years old
35-44 years old
45-54 years old

65+ years old

0%
Up to $60K AHI 3% 4% 7%
$60K-$100K AHI 3% 4% 7%

Figures will not sum to 100%, because other answer options removed. *By location of last Rx eye:
Source: The Vision Council VisionWatch COVID-19 US Consumer Study

$100K+ AHI 5%

“I will get a....

B .. .complete telemedicine eye exam at remote location"
Il .. .virtual eye screening or visual acuity test via pc/mobile app"

o

Possess MVC 7%
No MVC or Subsidy 6%

Independent ECP* 6%
orats Retaller’ °
Corporate Retailer* it 17 19%
Online / Internet* 14%
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Northeast
South
Midwest
West

Wear Rx Eyeglasses

Wear Contact Lenses

Have Optical Subsidy

23%



Presenter
Presentation Notes
1. While 44% of US adults are still postponing or canceling their eye exam until the COVID-19 crisis is over, some consumers (about 7%) will be looking for a virtual/digital/telehealth/telemedicine platform to get their eyes screened or examined during the COVID-19 crisis. As this chart illustrates men, adults under the age of 45 years old, adults from higher income households ($100K+ annually), CL users and people who recently bought Rx eyeglasses from a corporate /big box eyewear retailer or online / Internet retailer were also more likely to be looking for a virtual/digital/telehealth/telemedicine platform to get their eyes screened or examined during the COVID-19 crisis. 
2. People were slightly more likely to be interested in getting a virtual eye screening using social media programs or visual acuity apps in place of an in-person exam at the doctor's office (3.8%) then they were interested in a full telemedicine eye exam at a dedicated remote telehealth location in place of an in-person exam at the doctor's office (3.3%).
3.  It should be noted that the number of people looking for a virtual/digital/telehealth/telemedicine platform to get their eyes screened or examined during the COVID-19 crisis has increased from April (6.2%) through the first couple weeks of May (7.1%). This increase was primarily the result of increased interest from consumers under the age of 35 years old, consumers from higher-income households, consumers from the MW USA and consumers with MVC coverage and benefits. 


ECPs report consistent levels of telehealth platform
evaluation and use in response to COVID-19

eSS ECP INSIGHTS

What best describes the use of virtual / telehealth related

platforms at your location?
% of respondents

We used a platform before / 2%
the COVID-19 outbreak

We have been using a platform
since the COVID-19 outbreak

"\ Nearly 60% of ECPs
surveyed in each of the
last six weeks indicate

> some current exploration
and/or use of telehealth
platforms since the start of
Y the COVID-19 pandemic
in February.

We are in the process of
setting up a platform now

We are assessing options 5
27%
for platforms now

We have no plans to look into
platforms at this time

n

W //////// / 1% ::;‘

N

Don’t know / Not sure

;:'/ ”””?:’/ / PPt e
4/6 4/ 13 4/20 4/27 5/4 5/1 1
Week of
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As consumers begin to show signs of interest in virtual and telehealth eye exam alternatives, nearly 60% of eyecare providers report some type of current evaluation, implementation and/or use of telehealth platforms. This amount of activity has been consistent across the last month and a half of our ECP Panel surveys.


= Exploring telehealth platform types and popularity among

ECPs

What type of virtual / telehealth related platform are

you using or do you plan to use at your location?
% of respondents

Commercial / Medicare Telehealth
(visits using a telecommunications system)

Virtual Check-in

(brief check in to decide if an in-person visit
is necessary; remote evaluation of recorded
video and/or submitted images)

E-Visit
(communication with patient through an online
portal)

Using Plan to Use

Figures will not sum to 100%, because “Not Sure” and “Other”
Source: The Vision Council COVID-19 ECP Panel Study

s ecpinsiGhTs
@ ®

Which specific platforms is your location using or

looking to use?
% of respondents’

20/20 Now

Digital Optometrics
Now Optics
GlobeChek

Smart Vision Labs
Visibly

Appointment Launch
Eyecarelive

Doxy.me

B 2.3%
N 3.1%
N 0.8%

W 1.6%
N 3.1%
B 2.0%

N 0.8%

N 5.1%

T 23.7%

© 2020 The Vision Council
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Presentation Notes
When it comes to which telehealth platform option they are considering or using, eyecare providers report a fairly even split among the different platform options – Full Commercial Telehealth, Virtual Check-in and E-Visit. Doxy.me and Eyecarelive are the two most popular platforms among ECP respondents, with Doxy.me leading fair and away at over 23%.



Newer forms of social media communications and mobile [ﬂ VISIONWATCH INSIGHTS
apps and are helping patients stay in touch with their ECP

How are you currently staying connected to your eye doctor Il Dedicated vision screening cell phone app (Smart Vision, Visibly, etc...)

for vision / eyecare needs during the COVID-19 crisis? B Social media video apps & programs (Zoom, FaceTime, Skype, etc.)
% of respondents’ B Emails / texts / written social media messaging

" Telephone calls
B In-person visits

AllAdults  BRNEL Have Optical Subsidy

Possess MVC Standard

Women
Up to $60K

$60K - $100K
$100K+
3% 6%

45-54 Years Old Independent ECP*

Mass / Chain / 5 :
Corporate Retailer* 23%

55-64 Years Old

65+ Years Old
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Presentation Notes
1.A large portion of adults (65%, almost 2/3 of the population) were not staying in touch with their ECP during the COVID-19 crisis. Older adults, women, people without MVC benefits and people who typically buy Rx EG from corporate / big box retailers and online retailers were more likely to not be in contact with their ECP during the COVID-19 crisis. 
2.Telephone calls, emails, text messages and social media text messages were the most common tactics used by consumers to stay in touch with their ECPs during the COVID-19 crisis. 7% of the US adult population are using social media video apps (Zoom, FaceTime, Skype) to stay connected to their eye doctor and another 7% are using dedicated vision screening apps or dedicated telemedicine platforms to stay in touch with their eye doctor during these times. Video conferencing, virtual care and telemedicine / telehealth approaches to staying connected to their eye doctor were popular methods among men, adults under the age of 45 years old, people from the Northeast USA and people from higher income, and super-high income households, as well as people with some form of MVC coverage who want to stay in touch with their eye doctor.  



[ﬂ VISIONWATCH INSIGHTS ]

to buy eyewear

on

consumers’ stated intenti

= Going online

online has double since before COVID-19

+—Nothing, | will continue to purchase eyewear as | normally would.

—I will postpone or cancel my purchase until conditions are better.

—| will buy eyewear online to limit human interaction and physical contact.

80%
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Presenter
Presentation Notes

1.This chart shows how consumer behavior regarding Rx eyewear changes have changed over time since the COVID-19 crisis started in the US. Initially, most consumers were not planning to change their eyewear buying habits when the crisis first started. However, as the virus spread across the USA, and as doctor offices and retailers started closing en masse, more and more people started changing their anticipated behavior when it comes to buying Rx eyewear. March 17th when the CDC announced their guidelines for ECPs to suspend routine care seemed to be an important inflection point for US consumers  where more consumers were changing their intended behavior rather than planning to purchase as they normally would. 
2.By late March, most consumers were planning to postpone/cancel upcoming eyewear purchases, or buy online, and the number of consumers intended to buy as the normally would had dropped to just 12% of Rx eyewear users in the US. The behavior has improved somewhat since late March but only minimally. Intended online Rx eyewear buying activity stabilized at about 20% of eyewear buyers saying they would use the internet to shop for and buy eyewear in an attempt to limit personal interaction. That is double the rate of consumers intending to buy eyewear online before the COVID-19 crisis started. Postponing Rx eyewear purchases peaked in early April with 50% of Rx eyewear users planning to postpone or cancel purchases and that number has declined to 30% by mid-May with postponements falling most for adults over the age of 55, people from lower income households, residents of the Northeast USA and people without any MVC benefits or subsidy. 



Consumer interest in new “social distancing influenced”
services from their ECP is growing

Please indicate which of the services below you would like to see
your eye doctor offer AFTER the COVID-19 crisis is over?

% of respondents’

[ﬂ VISIONWATCH INSIGHTS

B All Adults

Curbside pick-up of = Home delivery of Virtual vision care  Virtual vision care via Cleaning kits and Better payment Dedicated time for
eyewear purchased eyewear purchased Vvia cell phone and visiting a dedicated instructions to deferral and emergency in-office
from your ECP from your ECP social media apps telehealth / sterilize recently financing options care with minimal

telemedicine facility purchased eyewear to buy eyewear personal interaction
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In addition to growing interest in purchasing eyewear online, consumers also expressed interest in a few New Services to be provided by their eyecare provider in response to COVID-19. Cleaning kits and sterilization instructions for recently purchased eyewear was the most requested new service by consumers of their ECP. Other services desired by consumers may reflect our collective “new normal” of social distancing – such as home delivery of eyewear purchases and dedicated times for emergency in-office care with minimal personal interaction. Consumer will likely continue to limit unnecessary trips and interactions in stores for the foreseeable future.


Consumer interest in new “social distancing influenced” Yl visionwarch insiGrTs
services from their ECP is growing

Please indicate which of the services below you would like to see
your eye doctor offer AFTER the COVID-19 crisis is over?

% of respondents’

I Independent ECP* il :
Mass / Chain / Corporate Retailer® : 29% 28%
(o]
Online / Internet* : :
I I
24% I
23(70 ! 1 0
I
17% 17% : 17% - " 16%
I I
I : 14%
I
o
" 10% 1 |
I I
I ! 7%
I I
I I
I I
I I
I I
1 1
Curbside pick-up of Home delivery of : Virtual vision care Virtual vision care : Cleaning kits and Better payment Dedicated time for
eyewear purchased eyewear purchased | via cell phone and via visiting a 1 instructions to deferral and emergency in-office
from your ECP fromyour ECP 1 social media apps  dedicated telehealth ! sterilize recently financing options care with minimal
: / telemedicine facility : purchased eyewear to buy eyewear personal interaction

Figures will not sum to 100%, because “Other” answer option removed. *By location of last Rx eyewear purchase. - :
Source: The Vision Council VisionWatch COVID-19 US Consumer Study © 2020 The Vision Council 40
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Presentation Notes
We noted an increased level interest in virtual vision care services among consumers whose last eyewear purchase was either at a national retail chain or an online retailer versus those consumers who purchased from an independent eyecare provider. Patients who have an existing relationship with their independent ECP may not see the need for a virtual vision care solution, while national retail and online customers may be more open to try the new virtual vision screening and/or eye exam technologies.
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Presenter
Presentation Notes
1. We are starting to get a read on how the COVID-19 crisis will impact the US economy. COVID-19 is Still Spreading Through the US and Globe with Conditions Changing Daily
  --Will Likely Have a Better View of Economic Impact when many of the quarantine / stay-at-home orders are lifted and business starts returning to normal. 
-Stock Market Downturn and Volatility, along with the record breaking number of people filing for UE benefits Point to a Recession in the USA. 
-Three Likely Scenarios
  -- “V” Shaped Recession (Two Negative Quarters with a Quick Rebound in late Q3/Q4) if   COVID crisis ends by the end of April.
  -- “Major Recession” (3-4 Negative Quarters with 10% UE lasting through Q1’21) if COVID crisis ends in June/July time period—this looks like the most likely scenario right now.
  --”Depression” (8+ Negative Quarters with 20% UE lasting until 2022) if COVID crisis lasts into 2021 and business cannot return to normal before the end of the year
On the plus side, there are a few factors that will limit losses to the optical industry during this devastating crisis. 
Four insulating factors: 
1.Virtual care / telemedicine, 
2.The notion that most people are postponing exams and purchases rather than canceling exams and purchases 
3.Increased online buying activity replacing BAM buying activity  
4. Consumer intentions to return to the optical market to make a purchase and get an exam once the COVID-19 crisis is over. 
We anticipate exam and sales activity in the optical industry to be down most Q2’20 vs the previous year (Q2’19) with exam activity down by 75% in Q2’20 before slowly recovering in Q3’20 (-36% from Q3’19), Q4’20 (-15% from Q4’19) and Q1’21 (+5.8% from Q1’20 levels). Following the blue line in the chart above. 
That concludes the webinar for today. We are going to pull up a few poll questions about todays webinar now and we'll take any questions that people may have about what we have gone over today. Pause. Thank you all for participating in today's webinar. 




For regularly updated facts and information regarding the implications of the COVID-19 pandemic on the optical
industry, visit the The Vision Council's resource page at thevisioncouncil.org/covid-19-implications.

To help us improve this series, please direct all questions and feedback to info@thevisioncouncil.org.
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