Optical Consumer Insights
During COVID-19

Nathan Troxell, Wednesday, January 27, 2021
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VisionWatch COVID-19 Consumer Surveys

Methodology:
« Custom consumer study conducted via The Vision Council’s VisionWatch Survey Program

* Questions appended to the end of the VisionWatch surveys, allowing segmentation and
cross-tabs based on vision care, eye exam, and optical product purchase behaviors

» Fielded to a demographically balanced sample over the internet total sample
« More than 80,000 interviews have been conducted since February (n = 80,438)

Wave Dates Sample size
February 2/10 — 2/27 n=10,416
March 3/10 — 3/26 n=10,312
April 4/8 — 4/30 n=10,389
May 5/1 — 5/31 n=10,325
June 6/2 - 6/30 n= 10,364
July 7/1—7/31 n =4,922
August 8/1 — 8/31 n=4,936
September 9/1 -9/30 n=4,942
October 10/1 - 10/31 n = 3,949
November 11/1-11/30 n=4,932
December 12/1 —12/31 n =4,951
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Consumer concern about COVID-19 has impacted patient eye exam and optical
product purchase behavior
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Presenter
Presentation Notes
It is clear that concern about COVID-19 has had a direct impact on patient eye exam and optical product purchase behaviors and patterns.

The blue line in this graph represents the percentage of adults who are highly or extremely concerned about COVID-19 (or those who selected 8, 9 or 10 out of 10 for their level of concern.) The orange line is the percentage of adults who indicate that they will postpone or cancel their eye exams while COVID-19 is still a threat. And the yellow line is the percentage of those who will postpone or cancel a purchase of eyewear or contact lenses during coronavirus. 

In the spring of 2020, the trend of consumer concern closely mirrored patient behavior trends of postponing or canceling eye exams and optical purchases. As concern increased, so did the likelihood that exams and purchases would be canceled or postponed. However, as the pandemic continued through the summer and fall, and our new reality began to set it in, the correlation between concern and exam or purchase behavior changed. While 61% of adults are highly or extremely concerned about COVID-19 from surveys at the end of December, less than a quarter of patients will postpone or cancel exams, and less than 1 out of every 10 patients will postpone or cancel an optical purchase. This is a significant change from the affect that concern about COVID-19 had on patient behavior compared to March, April and May of 2020.



Patient segments that are highly- to extremely- concerned about
COVID-19

On a scale of 1-10 how concerned are you over the recent global coronavirus threat and outbreak?’
% of respondents?
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'Rated from 1 “no concern at all’ to 10 “extremely concerned.” 2Respondents answering 8, 9, 10. *By location of last Rx eyewear purchase. © The Vision Councl

Source: The Vision Council VisionWatch COVID-19 US Consumer Study, 12/1 — 12/31/2020, n = 4,951


Presenter
Presentation Notes
As we observed from the previous chart, more than 60% of US adults indicate that they highly- to extremely- concerned about COVID-19. In fact, more than 26% of respondents in December indicated their level of concern at 10 out of 10, which is approaching the levels we saw in April that were slightly more than 27% at that highest level of concern.

It is helpful to understand who makes up this group of highly concerned consumers. This slide presents the breakdown of those patient segments which are highly- to extremely- concerned about COVID-19. The yellow dashed line represents the national average in December. 

Significantly more women than men indicated extreme levels of concern, along with adults aged 35-44 and 65 and older. Those patients in households reporting more than $100,000 in annual income also expressed higher levels of concerns than households under $100,000.

Patients in the Northeast and Western regions reported higher levels of concerns, as did patients who primarily wear eyeglasses vs. contact lenses. �
Patient concern appears to be channel agnostic, with all patients making a recent optical purchase indicating high levels of concern, regardless of channel of purchase.


While patients have recently become more comfortable attending in-person eye
exam appointments, exam behavior patterns have plateaued in recent months

Will you postpone or cancel any eye exams or trips to the eye doctor while coronavirus is still a threat?
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"Figures may not sum to 100% because of rounding. © The Vision Council
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, April — December 2020, n = 59,710
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Presenter
Presentation Notes
1. It’s clear from the previous data charts that concern over COVID-19 changed patient eye exam and optical purchasing behavior patterns. This slide presents the impact of COVID-19 on eye exam behavior over the last 9 months of the pandemic.

2. We observed high rates of exam cancelation and postponement in the spring – not surprising, as many optometry practices and retailers were closed due to state and local government guidelines and mandates. More than 50% of patients indicated that they would cancel or postpone their eye exams in April with only 17% indicating that they would keep their originally scheduled in-person exams. That behavior pattern reversed through the summer and into the fall months with more patients keeping their in-person eye exams compared to those canceling or postponing. However, it appears that overall eye exam behavior has plateaued since September, with very change across the different patient behavior response categories in recent months.

3. Of particular interest, about 1 in 10 of patients acknowledged in December that they are interested in pursuing virtual screenings or telemedicine eye exams while COVID-19 is still a threat, which is up slightly from the beginning months of the pandemic, but with little movement across the year. 



Nearly half of all patients now indicated that they will keep their in-person eye exams
during COVID-19

Will you keep your originally scheduled exam or trip to the eye doctor while COVID-19 is still a threat?
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TFigures will not sum to 100%, because other answer options removed. *By location of last Rx eyewear purchase.

Source: The Vision Council VisionWatch COVID-19 US Consumer Study, 12/1 — 12/31/2020, n = 4,951
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To try to understand which patients will keep their in-person eye exams, let’s look at the segmentation of those respondents. We see that older adults – those aged 45 and up – are more likely to keep their in-person exams compared to younger adults.

The Midwest appears to be slightly more resilient than other regions, with 47% of Midwest patients indicating that they would keep their in-person exams, compared to only 42% of patients in the other regions from December interviews.

It is interesting to note that contact lens wearers are among the segments with the highest percentages of those that will keep their in-person exams – at 54% percentage compared to 48% of eyeglass wearers.

Finally, the highest percentage of patients that will keep their in-person exams during coronavirus are those whose most recent optical product purchase was made with an independent ECP. Not surprisingly, the online / internet segment was the lowest at 26%. Those online shoppers will have to go in-store for an exam at some point, but perhaps this result indicates that they are not renewing their prescriptions as frequently as other patient segments.
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Consumers are adjusting optical buying behavior by taking extra precautions
when shopping in-person

If you need new eyeglasses or contact lenses while coronavirus is still a threat, which of the following actions

are you likely to take?
% of respondents’

Nothing, | will continue to purchase 31%
eyewear as | normally would
28%
(0]
| will take extra precautions* when 259 e 10
visiting the eye doctor or eyewear retailer ° o . 38% 41% . .
41% 41% 40% 41% 42%
| will postpone or cancel my purchase
until conditions are better
17% 17%
| will buy eyewear online to limit 18% 0 . 0 17% 0
human interaction and physical contact e e e : 15%
March April May June July August September  October  November December
© The Vision Council
Figures will not sum to 100%, because multiple selections allowed. “Other” response removed. *extra handwashing or wearing a face mask

Source: The Vision Council VisionWatch COVID-19 US Consumer Study, March — December 2020, n = 51,363
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Shifting our focus to purchasing behavior patterns, we see that the number of patients postponing or canceling purchases has declined to 17% or not quite 1 in every 5 patients. This is down from a high of 40% in April but has not really changed much since August. 

The majority of consumers – 85% of those interviewed in December in fact – are going to make an optical purchase if needed regardless of whether COVID-19 is still a threat. They may be accommodating their buying behavior by taking extra precautions in-store or shopping online, but they are adjusting to the new normal that we are all finding ourselves in.

Finally, the percentage of consumers indicating that they will purchase their optical products online during coronavirus has been consistent at approximately 15% of adults. Surprisingly, there has not been much movement in this segment during the pandemic, except for a slight increase to 18% in April.
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Patient volume is still depressed overall, but the decrease is less
significant than in previous months

How would you describe the number of customers / patients your location served within the
last week compared to a normal week?

% of respondents’

2% 0% —1%—\1\%
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21% 24% 24% 27% Unchanged / normal
0 30%
26%
98% 97%
86%
72%
58% ) 58% °
° 56% 519% 51% o 56% Decreased
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Figures may not sum to 100%, because of rounding.
Source: The Vision Council COVID-19 ECP Panel Study, 3/9/2020 — 12/31/2020, n = 5,449
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A question that we’ve tracked since the beginning of our ECP survey is patient volume. We ask ECPs how many customers they’ve served within the last week compared to a normal week, or pre COVID-19. We see that during the last few months of fielding, patient volume is slowly stabilizing. Now only about half of ECPs report seeing a decreased number of customers / patients. This is a significant difference compared to the 98 or 97% reported in the beginning months of COVID-19, back in March and April. 




More than 75% of consumers indicate that they will likely return 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?
% of respondents’
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"Figures will not sum to 100%, because other answer options removed. *By location of last Rx eyewear or optical product purchase.
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, September 2020, n = 3,762
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In diving a little deeper into the return to physical brick and mortar locations, more than 75% of consumers indicated that they are likely return to physical stores and practices after COVID is no longer a threat. Of the specific optical product consumer segments that we monitor, consumers who do not have managed vision care were slightly less likely to indicate that they will return to physical stores. Additionally, those consumers who have previously purchased eyewear or contact lenses online are also less likely to return to physical stores, perhaps indicating a level of comfort with their previous online optical product purchase experience. The independent ECP and national retail consumer segments equally report a likelihood to return to stores – 82% of each segment – higher than the national average of 76% of all adults.


Consumers want PPE, safety precautions, sanitization and 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

o ) 26%
as soon as the retailer is open for business

Retailer employees must wear PPE gear

o
like facemasks and gloves 42%

Retailer employees will have to sanitize

o
any eyewear before I try it on in the store 41%

Retailers must limit the number of people

o
in the store at any one time before | will go in 39%

All other customers must wear PPE gear

o
like facemasks and gloves 39%

The retailer will have to offer prices and financing

0,
terms that are better than before the COVID-19 crisis 18%

Other 3%
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Figures will not sum to 100%, because of multiple selections.

Source: The Vision Council VisionWatch COVID-19 US Consumer Study, September 2020, n = 7,880
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Most consumers want to see additional safety and protective measures in place before going back to a physical brick and mortar retailer to make a purchase. Specifically, 41% want doctors and retailers to sanitize any eyewear before they try it on at the store. Equally large numbers of consumers want retailers to limit the number of people in the store at any one time or to require their employees and all other customers to wear PPE gear like facemasks and gloves before they will visit and make a purchase (42% and 39% respectively). 


“Feeling comfortable” is the largest influence on patients returning to make a purchase
after canceling or postponing due to COVID-19

When do you anticipate buying eyewear or contact lenses in the future if you are postponing
purchases during the COVID-19 crisis?

% of respondents’

54

After the COVID crisisis  As soon as the crisis is As soon as | have the As soon as | handle As soon as | can As soon as | have
over and | feel over and my doctor’s funds available to buy higher-priority easily and confidently  vision insurance / vision
comfortable going to the office is open again the eyewear | need health issues. buy eyewear online benefits to help reduce

eye doctor in person to the cost of eyewear and
make a purchase eyecare services.
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Figures will not sum to 100%, because of multiple selections allowed.

Source: The Vision Council VisionWatch COVID-19 US Consumer Study, September 2020, n = 787
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1. For those consumers 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. 

2. More than two out of every ten eyewear users are planning to return to the eyewear market to make a purchase as soon as their doctor’s office is open again. 17% of all the patients in the US (24.8 million) will wait until they have the funds available to purchase eyewear, while a lesser number (14%) will wait until they handle higher-priority health issues before buying new eyewear or contact lenses.  


Americans rank Vision Care within top 5 health care priorities

during COVID-19

As the COVID-19 crisis contin

care needs?
% of respondents’
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Q: As the COVID-19 crisis continues in the USA how are you prioritizing the following health care needs?
Source: The Vision Council VisionWatch COVID-19 US Consumer Study, August-September 2020, n = 9,878
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How are consumers prioritizing their Vision Care among other Health Care related needs during COVID-19? Vision Care ranked fourth in importance overall, behind filling prescriptions, general health check-ups, and dental care. Looking at these results slightly differently, Vision Care ranks third of the health care routines that typically require an interaction with a health care practitioner, as refilling drug prescriptions can be done without visiting or interacting with a doctor or practitioner. 
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