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(877) 514-8330 · www.shamirlens.com

Shamir Autograph® is the ultimate freeform progressive lens for patients with any lifestyle, wanting the highest level of personalized optics

available on the market today. Now, patients can enjoy a higher level of optical accuracy and personalization in their Autograph® lenses with the

introduction of FreeFrame Technology™ and As-Worn Technology™. With a variable design starting from 11mm and up, no matter what frame

shape, the Autograph® design will automatically adjust the corridor and reading zone to perfectly match it!
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Tracking the per-
formance of the coun-
try’s major optical
retailers is one of
Vision Monday’s
signature initiatives,
one that inevitably is
accompanied, in recent
years, with comments
about how consolida-

tion has created such a divide between the
largest players and the rest of the market.

Well, this still holds true, but that is far from
the only conclusion about the state of optical
retail chains today.

The two dominant national players, Luxottica
Retail and Wal-Mart, do impact consumer per-
ceptions of optical in markets coast to coast, but
regional chains continue to accrue customer and
patient loyalties, fighting hard for their portion of
“mindshare” as well as market share.

The best of these are clearly attuned to their
local climates, continue to invest in systems,
products and service levels to set them apart and

build loyalty for both eyewear selection and eye-
care confidence among their customers.

What would be to everyone’s benefit—nationals,
regionals and independent ECPs—is a unified and
cohesive initiative to communicate the high value
of comprehesive eye exams to consumers’ health. 

And they—you—need to add to such mes-
sages the very good reasons to explore eyewear
technology combined with (not exclusive
of...)fashion to develop a real competitive level
of excitement to those same consumers.

It’s the very fractionalized nature and conflicting,
hard-to-know-who-to-believe signals about eyecare
and eyewear that is holding back true progress for
all retailers and dispensers and ECPs today.

It’s not the politics of which format is best, but
a commonality of purpose that needs to
supercede industry and professional politics.
This is what it will take to persuade more Amer-
icans to be concerned about their eyes, their
health, their family’s eyes and health, and, yes,
fashion too—all the things that are critical for the
optical business to adapt a modern attitude, grow
and impact more lives.
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Marge Axelrad 
Editorial Director
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WHAT’S ONLINE

Visionmonday.com
Visit our new site,

completely redesigned,
reorganized with search

by rank or date, new
navigation and exclusive
“On the Web” stories

and up-to-date
industry news.

VMail EXTRA
Be ‘in the know.’ Sub-
scribe to this e-news

service. Twice a week
plus “Breaking News”
in HTML. Your sub-

scription lets you access
visionmonday.com

features and archives.

VM Archives
As a VMail EXTRA

subscriber, search
beyond the Current

and Last Issues of VM
to review and access

thousands of VM news
stories, special reports
and company profiles.

OptiStock
For the latest stock quotes,
financial and investment
news for publicly traded
vision care companies, go

to www.visionmonday.com
and click on the

OptiStock button
on the left. 
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BRAND RECOGNITION
Ermenegildo Zegna is currently the leading
multinational company in the men’s luxury
clothing industry, distributing its products in
over 60 counties worldwide with powerful
operations in both mature and emerging
markets. The brand has evolved into an
iconic fixture in the men’s luxury market
and continues to be an industry leader in 
product innovation and coveted design.

ZEGNA’S MODERN MAN
Modern and urban, influential with high 
spending power, today’s Zegna man is 30-55
years of age, interested in golf, polo, yachting
and soccer and has an eye for technical 
performance with smart appeal. He is 
affluent, worldly and considered a successful
businessman and high-end consumer. Always
on the forefront of fashion, Ermenegildo Zegna
has been among the first designers to offer
exclusive luxury eyewear collections to 
sophisticated men.

Ermenegildo Zegna Eyewear combines
the greatness and tradition of Ermenegildo
Zegna products with current sophisticated
and cosmopolitan trends. Modern styling and
top quality materials make this collection 
ideal for the fashion-conscious man. Brand
design elements include the trademark
Ermenegildo Zegna pinstripe, chevron, leather
detailing and external and internal logos.

2008 EYEWEAR COLLECTION BY
ERMENEGILDO ZEGNA

Zegna’s optical collection consists of a 
combination of materials including titanium,
metal and handmade zyl and offer plenty of
options in today’s market. Six newly released
ophthalmic styles feature distinctive details
and fashion-forward designs while infusing
a unique blend of contemporary and classic
styling. Models in the Vintage Series offer
clean lines that deliver a professional yet
casual option, while exposed metal rivets
detailing the front and temples provide 
a definitive option. Classic looks are
re-interpreted with front profiles reminiscent
of the brand’s timeless appeal.   

2008 SUNGLASS COLLECTION BY
ERMENEGILDO ZEGNA
Distinctive styles in the sunglass
collection are the epitome of
sophistication, modernity, and
innovation, retaining the Italian
brand’s trademark 
elegance, comfort
and quality. Newly
designed metal and
acetate frames feature
original finishes and
special details separated
into three unique styles:
Vintage, Classic Metropolitan 

ERMENEGILDO ZEGNA: 
D E F I N I T I O N  O F  M E N ’ S

LUXURY FASHION

800.345.VIVA   vivagroup.com

Ermenegildo Zegna defines men’s 

luxury fashion with a universal 

reputation for flawless materials

and impeccable workmanship.SZ 3072

VZ 3558

VZ 3559

and Upper Casual. The refined feel of the
range is defined by warm hues, a timeless air
and moments of luxury. Highlighted in this
esteemed collection is the Racing Series,
which features streamlined profiles 
characterized by leather sheaths meticulously
cut to fit and handcrafted on the temples and
upper part of the upper bridge.

With great attention to detail, Ermenegildo
Zegna eyewear is crafted using a combination
of traditional and innovative materials with
classic appeal that compliments the lifestyle
of today’s modern man. 
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CINCINNATI—After several months
of squabbling via press releases and
Securities and Exchange Commission
filings, early this month Stephen Joffe,
MD, founder of LCA-Vision, gave up on
his attempt to join the board of directors
of TLC Vision.

On May 7, Joffe withdrew the minori-
ty slate of directors he had nominated for
election to TLC Vision’s board at the
company’s annual meeting scheduled for
next month. 

After first offering in early March to
become TLC Vision’s chief executive

officer or executive chairman (an offer
the refractive-surgery firm turned down),
Joffe, who owns a 5 percent voting posi-
tion in TLC Vision, nominated himself
and two other candidates to the compa-
ny’s board of directors.

The company later announced its own
slate of nominees to the board, rejecting
Joffe’s group.

Joffe resigned as chairman of LCA-
Vision in March of 2006, after which he
began investing in TLC Vision stock,
and is no longer affiliated with LCA-
Vision. ��

MILAN—On the heels of a 3 percent
drop in its North American retail compa-
rable-store sales in this year’s first quar-
ter. Luxottica Group has restructured its
Luxottica Retail chains’ operations. In
addition, Luxottica Retail is initiating
new package pricing at its flagship
LensCrafters stores as part of a strategy
to “drive sales and market share and
attract premium customers.”

The company also announced a new
mall-based “active performance” retail
concept targeting the “active lifestyle
customer,” to launch shortly.

In the quarter, Luxottica Group’s con-
solidated sales increased by 7.7 percent
(up 16.6 percent at constant currency
rates) to €1,398.7 million. The company’s
overall retail sales fell 6.5 percent (but
rose 4.8 percent at constant currency
rates) in Q1, to €779.1 million; wholesale
revenues rose 32.9 percent (up 37.6 per-

cent at constant currency rates) to €619.6
million. The first quarter marked Luxot-
tica’s wholesale operations’ 12th consecu-
tive quarter of double-digit growth.

Luxottica’s net income for the period
fell 19.1 percent, to €103.7 million.

In announcing its Q1 results, the com-
pany revealed what it called “a new
leadership structure” for Luxottica
Retail, with new brand general managers
appointed for its retail brands, along with
new, “100 percent brand-centric product,
marketing and operations teams.”

Luxottica’s retail chains saw comp-
store declines in each segment:
LensCrafters and Pearle Vision together
had a 3.1 percent drop in comp sales in
the first quarter; the company's Licensed
Brands operations’ comps fell by 8.4 per-
cent. Even Sunglass Hut, which has had
stronger comp-sales increases than Lux-
ottica Retail’s ophthalmic chains in

recent quarters, saw its worldwide comps
fall by 1.8 percent in Q1. (By compari-
son, the newly acquired Oakley O stores
had a 19.5 percent increase in comp-
sales in the period, Luxottica said.)

Luxottica executives acknowledged
having seen some customer erosion at
the lower end, while retaining its premi-
um customers. 

Going forward, Luxottica said it hopes
to strengthen its entry-level merchandise
offering with new under-$100 product at
Sunglass Hut stores in the Oakley, Ray-
Ban and Ralph collections. In addition,
LensCrafters will offer a new $119 com-
plete eyeglass pair and a $139 Rx sun-
wear package, while 500 LensCrafters
locations will be carrying Oakley product
for the first time by June.

In an effort to improve business con-
ditions in the second half of this year,
Luxottica is postponing some capital

expenditures and new store openings
previously scheduled for that period.
According to Kerry Bradley, Luxottica
Retail’s chief operating officer, the com-
pany will open just 100 new stores this
year, down from an original projection of
150 new locations in 2008; last year,
Luxottica Retail opened 400 new stores,
Bradley said. In addition, a contingency
plan has already been implemented to
lower costs, streamline processes and
maintain quality and service.

“While there is clearly a market slow-
down, the severe market fluctuations
appear to have been stabilized,” Guerra
said. “We have been able to plan and react
to these new conditions. We have been
engaged in an important cost-control plan,
the purpose of which is to enhance effi-
ciency. This plan allows us to view our
prospects for future quarters positively.”

—Cathy Ciccolella

Luxottica Restructures Retail Brand Operations 

LCA-Vision Founder Joffe Ends
Bid for TLC Vision Board

ROCHESTER, N.Y.—Bausch & Lomb
(B&L) announced early this month that
Stuart Heap, a former CIBA Vision exec-
utive, has joined the company as corpo-
rate vice president and global president,
vision care. In addition, J. Andy Cor-
ley—co-founder of eyeonics, which
B&L acquired earlier this year—has
been named corporate VP and global
president, surgical products. 

Michael Gowen, formerly with John-
son & Johnson Vision Care, has joined
B&L as corporate VP and executive VP,
global business operations and process

excellence. 
Heap is a former group VP of CIBA

Vision, the eyecare unit of Novartis, and
president of CIBA’s global contact lens
division.

Corley has more than 25 years’ expe-
rience in the ophthalmic industry,
including positions at American Medical
Optics and Allergan Pharmaceuticals.

Gowen is a former VP of global opera-
tions and supply chain for the Johnson
& Johnson group of consumer compa-
nies, and VP of global operations and
supply chain for J&J Vision Care. ��

B&L Names New Top Exec
For Global Vision Care

NEWS VIEWS

VIS_0519_006  5/9/08  10:20 AM  Page 6



VM-Ad  4/16/08  9:27 AM  Page 1



República Eyewear:
A Multi-Cultural Way of Life
República Eyewear is a true cosmopolitan, luxury brand 
of eyewear and sunwear that captures the pulse of
Latino and multi-ethnic lifestyles in urban cities around 
the globe. �e collection fills a void in the optical
industry for the young, trend setting multi-ethnic male 
consumer ages 16-35. Inspired by the melting pot that
is New York City, República Eyewear combines bold 
styling with modern shapes for a distinctive look, feel
and fit. 

Contact the Kenmark Group today for
more information at 800.627.2898 or
www.kenmarkoptical.com.
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8 IN THE NEWS

NEWS VIEWS

WASHINGTON—The Food and Drug
Administration (FDA) has not yet
responded to recommendations from a
coalition of optical industry groups
opposed to changes in the FDA’s lens
impact testing guidelines. The group
submitted the recommendations to the
FDA last month as a revised draft of the
document titled “Impact-Resistant Lens-
es: Questions and Answers” released in
October 2007 for public comment.

The coalition includes the American
Academy of Ophthalmology, American
Optometric Association, Opticians Asso-
ciation of America, Optical Laboratories
Association, Sunglass Association of
America, International Standard Organi-
zation TC 72/SC7, National Academy of
Opticianry and The Vision Council.

Ed Greene, CEO of the Vision Coun-
cil, said FDA officials told him “it could
take a while” for the FDA to respond to
the group’s recommendations.

“We are very positive that the FDA is
listening to us and the industry as a
whole understood the importance of
this issue and came together to
respond,” said Greene.

According to the coalition, the revised
draft aims to provide the safest lens for
the consumer, with an emphasis on the
following factors: 

• The need to provide testing guide-
lines which will ensure that safe impact
resistant prescription lenses are provided
to American eyeglass wearers. 

• Current lens technology. 
• The need to ensure that the guide-

lines in the document are consistent
with 21 CFR 801.410 (current impact-
resistant lens regulation). 

• The need to eliminate guidelines
that do not increase safety, but define pro-
cedures that add extra cost for the con-
sumer, additional time to the completion
of the prescription and burdensome cost-
ly procedures for the service provider. 

To view a PDF of the group’s revised
draft of the document go to the New &
Noteworthy section on visionmonday.com. 

Comments from other optical industry
organizations and independent eyecare
professionals about the Food and Drug
Administration’s controversial proposed
guidelines for eyeglass lens impact testing
are available on Visionmonday.com. ��

GAITHERSBURG, Md.—The U.S.
Food and Drug Administration held an
open public hearing last month during
the regular meeting of its ophthalmic
devices division to explore the impact
LASIK eye surgery has had on con-
sumers’ lives. 

The hearing was held in response to
concerns that have been raised regarding
patient satisfaction with the LASIK
(laser-assisted in situ keratomileusis)
vision correction procedure and focused
on patients’ quality of life after LASIK
surgery. The hearings and the subse-
quent issues raised by the FDA and
patients who testified created a large
media play in several national publica-
tions such as The New York Times and the
Wall Street Journal. 

The morning was devoted to patients
who have received the procedure and
offered details of their experiences,
many of which were negative. This was
followed by a presentation from the
FDA on LASIK’s regulatory back-
ground, ANSI refractive laser standards,
a quality of life assessment, adverse

event reporting and a FDA postmarket
assessment. The afternoon session was
opened up for panel questions to the
FDA and laser surgeon guest speakers. 

The FDA, who is aware of the proce-
dures possible side effects, has outlined
the risks to LASIK patients on its Web
site for years and requires that doctors give
every potential patient a brochure outlin-
ing the risks. Another purpose of Friday’s
panel discussion was to conclude if its
warning efforts are extensive enough. 

Additionally, the FDA has recently
recruited the National Eye Institute,
part of the National Institutes of Health,
along with the American Academy of
Ophthalmology and the American Soci-
ety of Cataract and Refractive Surgery, to
conduct a $1.2 million study to deter-
mine how patients' quality of life has
been affected by laser eye surgery,
beyond helping to correct their vision.
The groups hope that the study will bet-
ter quantify the incidence of dissatisfac-
tion with laser eye surgery and help
establish ways to reduce the risk of poor
outcomes. ��

FDA Holds Hearing on LASIK

Optical Group Awaits FDA
Drop Ball Response
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To learn more about Dr. Jiyen Shin and the advantages of partnering with Luxottica go to www.luxandme.com

Yoga and meditation
allow me to center and
regroup myself from the
hecticness of modern
life. As I believe in trying
to live and perform
at my own highest level,
Luxottica’s devotion
to excellence resonates
well with me. 

DR. JIYEN SHIN, O.D.
Golden Vision
Optometric Centers
Los Angeles, CA

‘‘

‘‘

&meLuxottica
sm

Project2  4/29/08  1:45 PM  Page 1



A CASE For The World... A VISION For The Future SM

Avalon is proud to partner with the Wildlife  Conservation Society. 
Your loyal support of our products enables us to help 

save wildlife globally.
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NEWS VIEWS

PLEASANTON, Calif.—7EYE by
Panoptx has announced the replace-
ment of their polycarbonate lens line
with NXT lenses from Intercast, a divi-
sion of PPG. 

As part of the agreement with Intercast,
7EYE is now directly importing NXT
ophthalmic lenses in their proprietary
24:7 Original formula in order to offer the
same quality lenses for prescription use
that were previously only available in a
plano configuration, according to a state-
ment from the company.

“Panoptx was one of the first brands
to adopt NXT lenses due to their supe-
rior photochromic performance and
exceptional impact resistance,” said
Jackson Hogen, 7EYE’s VP of market-
ing and R&D.  “We wanted more of our
customers to experience the advanced
optics, lightness and unsurpassed clarity
of NXT lenses, so we are extending our

NXT lens collection to include all of our
marine polarized lenses, effective imme-
diately, and will be stepping up to NXT
in our  Re-ACT (Amplified Color Tech-
nology) lenses this spring.”            

PPG Industries, Inc. and Intercast
Europe will support the agreement with
increased marketing support allowing
7EYE to increase their ad placements
among trade publications.

“To encourage 7EYE to make the
transition from polycarbonate to NXT
lenses we agreed to some cooperative
ventures that have allowed 7EYE to
introduce NXT to more market channels
and segments without upsetting their
retail price structure,” said Brian Putos,
Intercast’s business development manag-
er. “We are delighted with the ‘Powered
by NXT’ campaign that 7EYE has initi-
ated to reinforce the association of our
two innovative brands.”  ��

7EYE by Panoptx Switches
to NXT Rx Sun Lenses

CLIFTON, N.J.—
Lensco, the Clifton-
based lens distributor,
is branching out.
After 19 years of spe-
cializing in glass lens-
es only, the company
recently began dis-
tributing plastic lens-

es when it added Corning’s SunSensor
line of plastic photochromics to its
extensive product mix.

“There were only two distributors of
SunSensors in the U.S., Polycore and
Signet Armorlite,” said Lensco president
Charlie Poole. “We felt we’d have a fair-
ly decent shot at getting some of the
market with just two other distributors.”

Taking on the SunSensors line is a nat-
ural outgrowth of Lensco’s long term
partnership with Corning, according to
Lyle Rubin, North America sales manag-
er for Corning’s ophthalmic business unit.

“Over the years Lensco has finished
and distributed Corning’s premium glass
products in the US market. Lensco has
been, and continues to be, an important
part of our glass business,” said Rubin.

“With the success of SunSensors it is a
natural fit for our existing partners like
Lensco to take on the this product line,”
he continued. “By working together, Sun-
Sensors distribution increases in the U.S.
market and Lensco’s product offering

grows. We are looking forward to working
with Charlie as he expands his Corning
product line and begins to distribute Sun-
Sensors plastic photochromic lenses.”

Lensco is distributing finished Sun-
sensors in hard coat and mulitcoat, semi-
finished single vision, semi-finished flat-
top bifocals and semi-finished
progressives, according to Poole. Initial-
ly, Lensco is concentrating on distribut-
ing the lenses to wholesale optical labo-
ratories, according to Poole.

“Right now we’re just selling to labs,”
he said. “The retail chains, of course
we’re going to contact. We’re looking at
the export market as well, particularly
Latin America and South America.”

Poole, an industry veteran who has
worked for Custom Optics, Coburn, Tit-
mus Optical and Hillman Cohan Optical,
founded Lensco in 1989. Last year, he sold
it to GKB, a large Indian optical company
whose lenses Lensco now distributes in
the U.S. The GKB line includes fused
bifocal glass, trifocals and progressives.

Poole believes India will also be a
good export market for SunSensors.

“In India, they’ve just recently gotten
into CR-39,” he noted, referring to the
widely used plastic lens monomer made
by PPG Industries. “Given that the pric-
ing in the States was so cheap, we felt
we had a better chance in India with the
SunSensors lens.” ��

Charlie Poole

Lensco Adds SunSensors Line
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PITTSBURGH—The House of Repre-
sentatives Insurance Committee for the
state of Pennsylvania held a public hear-
ing here earlier this month to look into
issues surrounding  House Bill 2101,
which if passed, could have far reaching
implications for managed vision plans
around the country which mandate which
ophthalmic labs providers must use. 

The bill, sponsored by Rep. Harry
Readshaw (D—PA) and described to
VM by the congressman as a “free-
standing” bill, would amend the 1974
Unfair Insurance Practices Act. Accord-
ing to the language of the bill, the exist-
ing Act would add a new paragraph that
would read “Unfair Methods of Compe-
tition and Unfair or Deceptive Acts or
Practices Defined in the business of
insurance means: requiring an insured to
obtain ophthalmic services and products
from a vision laboratory or company as a
condition of obtaining the payment for
the vision services.” 

A range of representatives from the
vision care field testified at the April 28
hearing, including, laboratories, inde-
pendent eyecare professionals, some
frame manufacturers and executives
from both Plainview, N.Y.-based Davis
Vision and Pittsburgh-based Highmark,
Inc., Davis’ parent and a dominant play-
er in the Pennsylvania market. 

The bill targets the ability of managed
vision plans to mandate ophthalmic lab-
oratories for providers. According to a
statement from Readshaw, “Some insur-
ers require that individuals must obtain
their corrective lenses and frames from
certain corporate eyeglass companies
that also provide examination and pre-
scriptions, thus putting ECPs at a disad-
vantage because they do not have labs to
make the corrective lenses.” 

Day-long testimony included presenta-
tions from Rep. Readshaw as well as a
range of independent ODs, opticians and
other parties including Joseph Wende,
OD, senior VP professional affairs, quality
management for Davis Vision; Michael
Warfel, VP government affairs for High-
mark; Robert McCauley, OD, president
of Western Optometric Society; Steve
Seibert, Three Rivers Optical; Pittsburgh-

area opticians James Michael Jones,
Linda Boss and Stacie Warneke; Wes
Smith, WC Eyewear and William Segen. 

Following opening remarks by Read-
shaw, Davis Vision’s Wende’s statement
read, “By requiring significant changes
in vision benefits available to Pennsylva-
nians, we believe the proposed legisla-
tion, House Bill 2101, could cost a typi-
cal family hundreds of dollars in
additional expenses each year.” He went
on to cite several provisions in the bill
that would “result in higher out-of-pock-
et costs to the consumer and higher pre-
mium costs to employers and other plan
sponsors. We believe this legislation
would not benefit the consumer.”

Steve Seibert, owner of Three Rivers
Optical spoke on behalf of independent
optical labs in the Pittsburgh area as well
as the state. He said, “We have seen sig-
nificant impact in the optical laboratory
business since one of the big insurance
companies took over Opti-Choice, Secu-
rity Blue and all the welfare programs in
Pennsylvania. As a result of this action,
four labs have closed.” He went on to
say that most independent labs’ rev-
enues and units are down 28 percent to
36 percent, “due to the closed network
that the above mentioned insurance
company has forced on the industry.” 

After the hearing, Joe Kasyan, owner of
Donaldson Optical told VM he believed
the hearings were a positive sign for inde-
pendent lab owners. “When the hearing
first started, I think the senators and rep-
resentatives had a different outlook. They
didn’t realize how much the doctors and
labs were affected by some of these man-
aged vision care policies.” 

In an interview after the hearing with
VM, Rep. Readshaw said, “The testi-
mony given by the labs, opticians and
manufacturers was most compelling.
They made valid points and educated
the committee about the necessity for a
level playing field. I think they made it
clear that they are not afraid of competi-
tion. In fact, they need it in order to offer
more choices to the consumer.” 

In response to queries from VM, a
Highmark spokesperson said, “We
believe this bill is flawed and not in the

best interest of consumers and employ-
ers. We will use every opportunity to
explain to Pennsylvania legislators why
we feel this way—beginning with the
testimony delivered by Dr. Wende in
Pittsburgh on April 28. 

“We will respond to additional inquiries
from the Pa. House Insurance Commit-
tee, as requested. At this time, however
we are awaiting a copy of the
transcript from the public hear-
ing to see if we’ll have the
need to respond to any inaccu-
rate information it may contain
about Davis Vision, other
vision plans or our industry that were
referenced or discussed. We were the
first to testify on April 28 and were not
able to react/respond to the testimony
from others that followed,” he noted.

In addition, the spokesperson said,

“While next steps are up to the commit-
tee and not us or other vision plans, spe-
cific inquiries about the bill may be
directed to Chairman DeLuca’s office
[head of the Insurance Committee].” 

According to Rep. Readshaw, addi-
tional hearings in other parts of the state,
may be requested by the Insurance
Committee, after which bill 2101 would

be sent to the House Committee and if
voted on, would then be sent to the
State Senate. He described the bill’s
journey as “a long process and if we are
lucky, all of this might be completed by
the end of the year.”��

Pa. House Panel Addresses Vision Insurance Policies 
NEWS VIEWS

NEW YORK—
Deirdre Carroll,
associate editor
of Vision Mon-
day, has been
promoted to the
position of sen-
ior editor, effec-
tive May 1.  

According to senior VP/editorial director,
Jobson Optical Group/Vision Monday,
“Dee has been a terrific addition to Vision
Monday’s editorial team. She joined us in
August 2006 and has increasingly put her
stamp on the role of associate editor,

covering frames, sunwear and acces-
sories and has been building VM’s pro-
file with companies in the market as well
as retailers around the country.” 

Over the past year, Carroll has been
taking on more high visibility and leader-
ship projects for the VM group, from
adding new elements to her section like
the FYEye designer interviews, writing and
managing several high profile Cover Sto-
ries, representing VM at industry events
including the VM Summit, and taking on
projects such as editor of the upcoming
SportSun Supplement, the joint project
with 20/20, according to Axelrad. ��

See the Video of the Week
www.                     .com

Deirdre Carroll Promoted to Senior
Editor for VM

PADOVA, Italy—The
board of directors of
Sàfilo Group S.p.A.
(SFLG.MI), which met
on April 30 to release
the company’s first quar-
ter results, also con-
firmed Vittorio Tabacchi

as chairman and Claudio Gottardi as
chief executive officer. In addition, the
board appointed Massimiliano Tabacchi
as executive vice chairman, a newly cre-
ated position.

Massimiliano Tabacchi is the son of
Sàfilo chairman, Vittorio Tabacchi. He
began his career at Sàfilo USA and Sàfilo

Santa Maria di Sala in Padova. He then
left the company to join Otis, a compa-
ny in the elevators and lifts sector, first as
contract project manager and later in the
special projects department. 

In January 2001, he rejoined Sàfilo as
chief operating officer with responsibility
for research & development, product
development, planning, operations,
information technology and the sport
division. In August of 2006, he was also
appointed co-chief executive officer,
along side Claudio Gottardi.  

He has been member of the Sàfilo
Group S.p.A. board of directors since
2002. ��

Sàfilo Appoints New Executive Vice
Chairman, Reconfirms Chairman, CEO

Massimiliano
Tabacchi

“The testimony given by the
labs, opticians and manufactur-

ers was most compelling.”
—Rep. Harry Readshaw, D—PA 
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Dry Eye Syndrome, an eye irritation condition caused by wind, dry

air, dust and debris, affects nearly 14 million people in the US alone. Wiley X Climate Control sunglasses,

with patented removable Facial CavityTM Seals, create a climate-controlled cocoon around the eyes to guard

against irritation and prevent tear evaporation. They’re perfect for those who wear contacts or have had Lasik

surgery. They’re also ANSI Safety certified and Rx ready. Protect dry eyes in style with Wiley X.  //  Please call 

800.776.7842 to request a catalog or talk with a Wiley X account representative.  //  WILEYX.COM

CLIMATE CONTROL™ SERIES

EXPOSE GOOD LOOKS.
PREVENT DRY EYES,
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PITTSBURGH—Intercast Europe,
S.r.l, a business of PPG Industries, has
named X-Cel Optical, a Sauk Rapids,
Minn.-based manufacturer and supplier
of ophthalmic lenses,  as the first U.S.
lens company to distribute NXT Rx
sunlenses with Trivex material. 

NXT with Trivex is a new premium
product that combines the optical clari-
ty, impact resistance and comfortable,
lightweight qualities of Trivex material
with Intercast’s unique Light Manage-
ment Technology, which offers the latest
advances in color formulation and light
filtration, according to Intercast. 

The addition of NXT Rx sunlenses
completes X-Cel’s Trivex offering, which
also includes Aris Trivex clear, Transi-
tions Trivex and Aris NXT. 

“Today’s consumers are demanding
the best in their prescription sunwear,
making NXT Rx sunlenses the ideal
addition to the Trivex material product
family,” according to Christine Camsu-
zou, general manager, optical materials
for PPG.  

“By combining the benefits of Trivex
material with the sun protection features
of NXT technology, these lenses pro-
vide consumers with a prescription sun
lens that can meet all the demands of an
active, full lifestyle.”

Connie Achman, vice president of
sales and marketing for X-Cel Optical
Company said, “These quality sunlens-
es are a strong addition to our line of
Trivex products, reinforcing our commit-
ment to providing the widest possible
range of lens options to meet consumers’
ever-changing needs.” 

“Today, consumers’ lifestyles are
busier than ever, which is why it’s so
important for us to be able to offer them
a prescription sun lens that can address
all of those needs in a single product,”
Achman said.

First introduced in late 2007 in
Europe, NXT Rx sunlenses are current-
ly available in three fixed tints and four
photochromic colors, including mirror-
coating options, all providing 100 per-
cent UV protection.  ��

Customized for your unique vision.

•  Direct-surface backside progressive
•  Design optimized for frame size & shape
•  As low as 13mm fitting height
•  Available in 34 lens materials & 6 corridor lengths
•  Includes Kodak Clean’N’CleAR Lens Coating

Available At:

1.877.422.7352 •   ICARELABS.Kodak and the Kodak trade dress are trademarks of Kodak, used 
under license by Signet Armorlite, Inc.  ©2008 Signet Armorlite, Inc.
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X-Cel to Distribute NXT Trivex
NEWS VIEWS

PINELLAS PARK, Fla.—Tying in with
the launch of Transitions VI lenses, Tran-
sitions Optical, Inc. has introduced a new,
enhanced Web site for consumers and
industry professionals. Still found at
www.transitions.com, the Web site fea-
tures a new look with updated lifestyle

imagery, plus an interactive component
that allows visitors to “experience” the
new Transitions VI technology through a
visual simulation.

Coinciding with Transitions Optical’s
comprehensive marketing and consumer
outreach campaign, the Web site

includes an “advertising” section where
visitors can view the new Transitions tel-
evision commercial.

The new site includes interactive fea-
tures, such a “Local UV Report,” which
visitors can use to look up the current
UV Index in their city.  Additionally, the
“Find an Eyecare Professional” compo-
nent makes it easy for consumers to
search for a nearby eyecare professional
by zip code. The site also links to the
Eyeglass Guide, which provides infor-
mation about the eyewear selection
process and encourages consumers to
take a five-minute quiz to determine the
lens options they should request at their
next appointment. 

In addition to detailed information on
the Transitions VI technology, the “For
Professionals” portion of the site provides
continuing education opportunities and a
link to the Transitions Online Marketing
(TOM) tool, where eyecare professionals
can create custom marketing and point-
of-sale materials to support the launch of
Transitions VI lenses in office. ��

Transitions Revamps Web Site

Transitions Optical’s new Web site sports a new
look with updated lifestyle imagery plus an inter-
active component.
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TOKYO—Hoya Corp. [TSE: 7741] post-
ed fourth quarter net sales of 135.8 billion
yen for the period ended March 31, 2008,
a 36.5 percent increase over the same quar-
ter of the prior year. Operating income for
the quarter was 18.0 billion yen, a 26.8
percent decrease compared with 24.6 bil-
lion yen in the prior year period. Net

income for the fourth quarter was 16.3 bil-
lion yen and earnings per share were 37.71
yen. For the same quarter of the previous
year, net income was19.0 billion yen and
earnings per share were 44.11 yen. 

For the fiscal year ended March 31,
2008, the company announced net sales
of 481.6 billion yen, a 23.5 percent

increase over the prior year. Operating
income for the fiscal year was 95.0 billion
yen, or 11.3 percent decrease over the
prior year period. Net
income for the fiscal year
was 77.0 billion yen and
earnings per share were
178.18 yen. For the pre-
vious fiscal year, net
income and earnings per
share were 83.3 billion
yen and 193.50 yen. 

“The result of fiscal year 2007 fell
below our expectations, largely due to
the price drop of digital cameras that
affected our optics business,” said
Hiroshi Suzuki, chief executive officer of
Hoya. “The beginning of the new fiscal
year looks better than the same period
last year. We are planning a proactive
capital investment in FY 2008 in order to
meet the market demand.” 

According to Hoya, vision care rev-
enue decreased by 6.5 percent due to
the tough competition with low-price

lenses. The Health Care sector, which
produces contact lenses, delivered 10.0
percent revenue growth for the quarter
resulting from successful consulting sales
effort and expanding sales of value-
added products. 

For the full year, vision care net sales
were 126.3 billion yen, 5.5 percent up
over the prior year. Health Care net sales
were 46.1 billion yen, 13.0 percent up
over the prior year. ��

Hoya Posts Net Sales Gains in 4Q and FY 2007
NEWS VIEWS

SMITHFIELD, R.I.—FGX International
(Nasdaq: FGXI), based here, reported
net income of $2.2 million in first quar-
ter 2008, a 14 percent increase over
year ago. Net sales were $59.2 million
in the current quarter compared to
$61.1 million in the first quarter of
2007. During the first quarter of 2007
the company said it benefited from
approximately $3.2 million of incremen-
tal sales related to a non-prescription
reading glasses and sunglasses pro-
gram launched at a major customer. Net
income increased 14 percent to $2.2
million in the current quarter from $1.9
million in the first quarter of 2007. 

“We experienced sales and earnings
during the first quarter of 2008 that
exceeded our guidance,” said Alec Taylor,
CEO. “As expected, sales were down
slightly due to the effect of a major cus-
tomer rollout in the year ago period, but
net income was up due to lower interest
expense and improved gross margins. Our
non-prescription reading glasses business
remained strong as we continued to grow
in this dynamic category. Early results for
our sunglasses business were encourag-
ing despite the soft economy.” 

Sales of non-prescription reading
glasses were essentially flat. The
increase in sales in the sunglasses and
prescription frame segment for the first
quarter of 2008 was due to new product

launches and increased sales volume at
two major customers, according to FGX.
Sales from the company’s international
segment decreased slightly in the cur-
rent quarter. During the quarter, the com-
pany added a reading glasses program
at approximately 300 AAFES (military
base) stores, a wall of fashion readers in
the lady’s accessory department at Tar-
get and sunglasses and reading glasses
at an additional 215 Paradies airport gift
stores. The company has not yet
shipped a previously discussed reading
glasses program to Borders bookstores,
but currently expects to do so in the sec-
ond fiscal quarter of 2008. 

Finally, following the end of the quar-
ter, Wal-Mart advised the company that
beginning in September of this year it
intends to begin directly importing the
non-branded opening price point portion
of its reading glasses program currently
provided by the FGX, who will continue
to supply Wal-Mart with Magnivision
branded reading glasses, FGX said. 

“We were pleased with our first quarter
performance which exceeded guidance,”
concluded Taylor. “Sales of our core read-
ing glasses business remained strong,
while our sunglasses product line had a
solid start to 2008. The reaffirmation of
our 2008 guidance speaks to the confi-
dence we have in our market leading Fos-
ter Grant and Magnivision brands.” ��

Have you seen VM WebTV today?

www.                     .com

FGX International’s Net Income 
Up 14 Percent for 1Q ‘08

CINCINNATI— LCA-Vision Inc.
(LCAV: Nasdaq) released financial and
operational results for the first quarter
ended March 31, 2008. Revenue was
$79.6 million compared with $78.7 mil-
lion for the first quarter of 2007. Adjust-
ed revenue was $74 million compared
with $84.3 million for Q1 2007. 

Procedure volume was 44,159 com-
pared with 59,101 for the same period in
2007. Same- store revenue decreased 8
percent and adjusted same-store revenue
decreased 21 percent for the quarter.
Operating income was $10.5 million
compared with $15.5 million for the com-
parable period in 2007 while adjusted
operating income was $5.4 million com-
pared with $20.6 million for the first
quarter of 2007. 

During the first quarter of 2008, LCA-
Vision opened four LasikPlus vision cen-
ters in Savannah, Ga; Des Moines, Iowa;
Tulsa, Okla.; and Woodbridge, N.J. 

Commenting on the company’s first
quarter 2008 results, LCA-Vision’s chief
executive officer, Steve Straus, said,

“The number of scheduled eye exams
increased slightly during the first quarter
of 2008 compared with the first quarter
of 2007. However, attended exams did
not keep pace with the growth in sched-
uled exams. The decline in our proce-
dure volume during the quarter was par-
tially offset by a higher average price per
procedure.” 

The company continues to focus on
the key initiatives that were started in
the second half of 2007 and is moving
forward with its previously announced
plans to open vision centers in new and
existing markets, as well as relocating
some older vision centers in their current
markets, according to LCA-Vision. 

“While today’s financial results do not
reflect the expected benefits of the busi-
ness improvements we are implement-
ing, I firmly believe that the company
has the right strategy, the right business
model, the right balance sheet, the right
management team, and the right focus to
create long-term sustainable shareholder
value,” Straus said. ��

LCA-Vision Reports $79.6 M
In Revenue, Income Declines

The directory in this report includes a comprehensive listing of approximately the top
130 optical retailers in the U.S. Each listing details contact information for the com-
pany headquarters, key executives, buyer names for all product categories, and trade
names/DBAs. Vision Monday’s annual ranking and analysis of the “Top 50 U.S.
Optical Retailers” is also included. An industry overview based on Jobson/Vision
Council’s VisionWatch exclusive data makes up the other half of this valuable report.
The 2008 U.S. Optical Retailer Report and Directory will be released in July, and the
price will be $490. ��

2008 U.S. Optical Retailer
Report and Directory

“The result of fiscal year 2007 fell
below our expectations, largely due
to the price drop of digital cameras
that affected our optics business.”

—Hiroshi Suzuki, Hoya
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PINELLAS PARK, Fla.—Tran-
sitions Optical has unveiled a
national scratch and win promo-
tion, Get Healthy Sight. Give
Healthy Sight., which offers
patients and eyecare profession-
als the chance to win $10,000
while giving back to the Transi-
tions® Healthy Sight for Life
Fund. Beginning in June, con-
sumers will have the opportuni-
ty to Get Healthy Sight with the
purchase of Transitions lenses
and enter to win one of two
$10,000 grand prizes by com-
pleting a survey and registering their
lenses with the Transitions Certificate of
Authenticity (COA). Consumers can also
Give Healthy Sight through the Transi-
tions Healthy Sight for Life Fund by
participating in an online scratch-off
game after completing the survey. Eye-
care professionals (ECPs) have a chance
to win a $10,000 grand prize, as well as
accumulate points for the Transitions
ECP rewards program, each time their

ECP identifier is included with a COA
registration.

“With its tie to the Transitions
Healthy Sight for Life Fund, we feel
that the Get Healthy Sight. Give
Healthy Sight. promotion will be as
engaging as it is rewarding,” said Dawn
West, trade marketing manager, Transi-
tions. “Eyecare professionals will be able
to reinforce the healthy sight benefits of
Transitions lenses they are providing to

their patients, while giving
their patients and themselves
numerous chances to win.”

Patients completing the
COA and survey are entered
to win one of the $10,000
grand prizes to be given away
at the conclusion of the pro-
motion. By completing the
survey, patients are also eligi-
ble to participate in an instant-
win online scratch-off game.
The game starts with a “guaran-
teed win” of $1 with patients risk-
ing their winnings as they pro-

ceed to play through successive levels in
an attempt to spell Healthy Sight. If a
patient correctly scratches off all 12
squares and spells Healthy Sight, he or
she wins $10,000 instantly. Scratching off
an incorrect letter results in loss of the
game and all winnings; however, the
Transitions Healthy Sight for Life Fund
will receive a donation in the amount of
the most recent level completed, so
everyone is a winner.

Eyecare professionals can present the
Get Healthy Sight. Give Healthy Sight.
promotion to patients and communicate
the importance of healthy sight with a cus-
tomizable sales sheet available through
the Transitions Online Marketing (TOM)
tool, www.TransitionsTOM.com. Other
materials offered to support the promo-
tion include program brochures, post
cards and a point-of-sale display. All of
these vehicles communicate the promo-
tion details, such as how to enter online,
as well as how to Get Healthy Sight and
Give Healthy Sight. ��

NEWS VIEWS

CONFIDENCE
It’s the feeling you get when you are at your 
best, reaching higher levels of performance,
achieving your goals.

Confidence comes with having Briot as 
your business partner. It’s knowing you 
have the best edging equipment, backed by
the best technical support in the industry.

AND NOW, we’re introducing the 
new BRIOT CAREFREE 4-YEAR
WARRANTY. We’re that confident 
our edgers will provide you with years of 
reliable performance.

FINISHING... WITH CONFIDENCE

800-292-7468        www.briot-usa.com

Transitions Unveils New ‘Healthy Sight’ Promo
“With its tie to the

Transitions Healthy Sight
for Life Fund, we feel that

the Get Healthy Sight.
Give Healthy Sight. pro-

motion will be as engaging
as it is rewarding.”

—Dawn West, Transitions. 
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Providing excellent 
care, managing staff and 
controlling costs leaves 
little time to build your 

patient base...

Growing 
your practice 

isn’t easy.SANTA ANA, Calif.—Advanced Med-
ical Optics, Inc. (AMO) (NYSE:EYE)
reported that first quarter 2008 net sales
rose 20.7 percent to $303.7 million,
including a 6.5 percent increase related
to foreign currency exchange rate
effects. On a pro forma basis, AMO’s
first-quarter sales rose 4.4 percent,
reflecting a comparison that includes the
IntraLase performance as if this acquisi-
tion had occurred at the beginning of all
periods presented. AMO’s first-quarter
net earnings under GAAP were $6.9 mil-
lion compared to $12.1 million in the
same period last year. 

“Our first-quarter results reflect our
focus on delivering sustainable, prof-
itable growth and cash flow,” said Jim
Mazzo, AMO chairman and CEO. “Our
global refractive business achieved
growth despite a soft domestic LASIK
market brought on by weak economic
conditions. We launched AMO’s first-
ever artificial tear and prepared to intro-
duce exciting new innovations in our
refractive and cataract businesses in
future quarters. Our multipurpose solu-
tion franchise continued to recover, post-
ing sequential sales and market share
gains, and helping to return our eyecare
business to profitability.” 

Among AMO’s business segments,
cataract sales rose 8.2 percent to $124.3
million. Total monofocal intraocular lens
(IOL) sales rose 3.7 percent to $65.5 mil-
lion. Viscoelastic/Phacoemulsification
sales rose 14.9 percent to $54.8 million. 

Refractive sales rose 55.5 percent to

$120.5 million. Procedures, implants and
related sales rose 46 percent to $85.4
million, or 3.9 percent on a pro forma
basis as softness in the U.S. excimer and
refractive IOL market was offset by
increased global penetration of the com-
pany’s IntraLase technology, and inter-
national growth of all its refractive proce-
dures and implants. AMO’s U.S. excimer
procedure volumes declined approxi-
mately 10 percent in the first quarter and
were virtually unchanged for the 12
months ended March 28, 2008. 

AMO’s U.S. femtosecond procedure
volumes rose approximately 16 percent in
the first quarter and 29.8 percent for the
trailing 12 months ended March 28, 2008,
on a pro forma basis. AMO’s international
procedure, implant and related sales were
$27.8 million, up 200 percent, or 48.5 per-
cent on a pro forma basis. System sales
rose 158.1 percent, or 19.4 percent on a
pro forma basis, to $26.8 million. 

Eyecare sales declined 0.5 percent to
$59.0 million. Multipurpose solution sales
declined 24.6 percent, reflecting recall-
related impacts. On a sequential basis,
multipurpose solution sales rose 26.9 per-
cent, as the company re-entered the glob-
al market with its Complete Multipur-
pose Solution Easy Rub formula. 

Hydrogen peroxide sales rose 27.1 per-
cent to $17.6 million, reflecting continued
demand for AMO products in interna-
tional markets. Other eyecare product
sales grew 37.0 percent, due in part to the
U.S. launch of blink Tears, AMO’s first
over-the-counter dry eye product. ��

AMO 1Q ’08 Net Sales Up 
NEWS VIEWS

SAN DIEGO– Carl Zeiss Vision Sunlens
has announced a partnership with L’Amy
America, designer and manufacturer of
Columbia Sportswear hi-tech sunglasses.

“Columbia Sportswear sunwear collec-
tions have been committed to technolog-
ical breakthroughs, innovative materials
applications and cutting-edge designs for
today’s athletes, sports enthusiasts, fish-
erman and skiers, to name a few,” said
Stephen Rappoport, president of L’Amy
America. “These technological break-
throughs are now available in a new pre-
scription sunglass program. With this
program, Columbia is providing a
unique Rx option that capitalizes on Carl
Zeiss Vision’s extensive expertise in
wrap Rx lenses.” 

According to L’Amy America, Colum-
bia Sportswear will offer a wide variety
of the brand’s most popular sunglasses in
prescription lenses with authentic per-
formance lens colors, mirrors and treat-
ments, including polarized. Using propri-
etary wrap lens technology from Carl
Zeiss Vision, Columbia’s Rx offering will
include 6- and 8-base wrap styles. 

“We are very excited about our new
partnership with L’Amy America,” said
Gaetano Sciuto, general manager for
Carl Zeiss Vision Sunlens. 

“It further demonstrates Carl Zeiss
Vision’s leadership in Rx lens design,
processing innovation and collaboration
with our plano sunglass partners,” Sciu-
to said. ��

Carl Zeiss Vision Sunlens Is
Rx Provider for Columbia 
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Engineering consultant 
Family guy 
Stand-up comedian

An ordinary day calls 
for an extraordinary 
lens material.

Any given day, your patients ask a lot of their 
eyes. Start your eyewear recommendation with a
lens material that’s the best foundation for 
their daily vision needs. Only Trivex provides 
the complete package of crisp, clear vision 
plus unsurpassed strength in an ultra- 
lightweight lens. Day in and day out, Trivex 
will always be true to your patients,no matter 
where life takes them.

9:00AM Proposal review

10:30AM Job site visit 

12:05PM Write new comedy routine 

3:45PM TXT kids to say ILU & CUL8R

6:00PM Basketball with the boys

8:30PM Black tie fundraiser 

11:03PM Fall asleep watching TV news

Trivex is a registered trademark of PPG Industries.
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PADUA—The Sàfilo Group
has updated its corporate image
with a new logo and slogan. 

“With this new image we
want to communicate the val-
ues of elegance and solidity that
have always distinguished the
company and characterized its
products,” said Samantha
Tabacchi, director of corporate
communication and identity for
Sàfilo. “With the new image
which previewed at Mido 2008,
we have succeeded in combin-
ing dynamism and refinement.
These are two aspects that
identify our company, based on
a solid tradition but with an eye
on the future.”

According to a statement from
the company, in the new image,
the Sàfilo logo stands out in shades of
ruthenium grey on a surface of molten
metal to symbolize solidity and strength. 

The new institutional slogan “Design
Generation” is meant to place the
emphasis on the positive values that char-

acterize the Sàfilo DNA. “This is demon-
strated by the strong creative commit-
ment and constant attention toward the
development of new products in terms of
technology, performance and design,” the
statement concluded. ��

PADOVA, Italy—The Board of Direc-
tors for Sàfilo Group S.p.A. (SFLG.MI)
released the results for the first quarter
2008 and reported a 4.5 percent decrease
in net sales and a 36.7 percent decrease
in net profit. 

“We were aware that the first three
months would have been the most chal-
lenging of the year, due also to the diffi-
cult economic climate which worldwide
markets are currently experiencing,”
according to Vittorio Tabacchi, chairman
of Sàfilo. 

“The strong development of the retail
channel and the strengthening of our
structures in the wholesale markets con-
firm the soundness of the development
path undertaken by Sàfilo.” 

Net sales for the first quarter of 2008
were €326 million versus €341.4 million
the same time last year, resulting in a
loss of 4.5 percent. Net profit for the
company for the first quarter of 2008 was
€13.2 million, versus €20.8 million in the
first quarter of 2007, a loss of 36.7 per-
cent. According to a statement from the

company, the performance of the first
quarter 2008 was influenced by the
strong devaluation of the U.S. dollar,
which penalized by more than 5 percent
all the main lines of the income state-
ment. At constant exchange rates net
sales registered a growth of 0.9 percent.

The North American market, in the
first 3 months of the year, showed an
increase of 14.9 percent (+2.4 percent at
constant exchange rates), due to good
performance in the sales of the prescrip-
tion frame collections in the independ-
ent opticians channel, and to the contri-
bution of the Mexican Sunglass Island
stores, acquired at the beginning of 2008. 

Performance by Sàfilo’s retail business,
which at the end of March 2008 counted
268 directly operated stores, compared
to 152 in March of 2007, resulted in a
growth of 71.8 percent at constant
exchange rates, or 56.9 percent at current
exchange rates, and is due to the two
acquisitions finalized at the beginning of
the year in Mexico and Australia totaling
77 stores. ��

Sàfilo Releases Q1 Results,
Net Sales and Profit Down

Sàfilo Group Adopts New
Corporate Image, Logo
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NEW YORK—Carl Zeiss Vision and
OSA International have joined forces
in an exclusive partnership signed in
November 2007 to provide Zeiss sun
lenses in all Chrome Hearts styles, as
well as a retailer training program to
explain the details and highlights of
the features of the Zeiss products. 

The agreement marries the Chrome
Hearts eyewear collection with Zeiss
CR-39 lenses, featuring Gold Et and
Bluez anti-glare coating treatments. The
Chrome Hearts collection by OSA Inter-
national will feature new styles, guaran-
teed and certified by Zeiss lenses, start-
ing in the fall of 2008. 

“Uniqueness is the keyword to the suc-
cess of this agreement,” said Gaetano Sci-
uto, general manager of Carl Zeiss Vision
Sunlens. According to the company, Zeiss
maintains a selective policy when partner-
ing with brands and sees this collabora-
tion as the perfect integration of Zeiss
sunglass lenses with the design and pres-
tige of the Chrome Hearts brand, which
has a product that is unique worldwide
with high quality standards. 

“Retailers and end consumers were
very happy with the use of Zeiss lenses
for Chrome Hearts products,” confirmed
Troy Schmidt, president and COO of
OSA International after reviewing the
initial response to the six-month partner-
ship. “People who choose Chrome
Hearts want an exclusive and very high
quality product that can guarantee supe-
rior optical performance features.”

“This collaboration marks the begin-
ning of a wider project,” continued Sci-
uto. “Working with OSA International

on the Chrome Hearts range has stimu-
lated us to develop custom-made prod-
ucts for our customers; innovative treat-
ments and tints that will make the next
eyewear collections even more glam-
orous and stylish.” 

The partnership is not confined to
product offerings but also focuses on a
targeted training program for opticians.

“We focus mainly on training Zeiss
partner companies by passing onto them
all the values and features of our brand
which has a time-honored tradition of
quality and research in various fields of
optics,” explained Sciuto. “In fact, it is
important when dealing with Zeiss prod-
ucts, and in this specific case, Zeiss lens-
es, to be able to convey the technical and
quality features to the optician who in
turn can transfer these to his customer.” 

“We keep retailers educated about the
characteristics and performance of our
products,” added Schmidt. “Our compa-
ny provides ample product training as a
key to customer satisfaction. A large
share of the training program is dedicat-
ed to Zeiss products in order to maxi-
mize product knowledge and then trans-
fer this to the consumer.” ��

LEWISVILLE,
Texas—Hoya
Vision Care,
North America,
has launched a
new sales pro-
motion, “Splen-
dor of Spain.” From April 1 to Dec. 31,
2008, participating eyecare professionals
who purchase Hoyalux iD and Hoyalux
iD LifeStyle will be eligible to win
prizes and trips for two to majestic Spain.

“Hoya is committed to the growth of
the independent eyecare professional.  It

is because of our commitment that we
are tying the elements of this promotion
to growth,” according to Clay Mussle-
white, Hoya’s director of marketing.
“While some of the trips awarded will
be determined by random drawing, most
will be based on sales performance.” ��

Zeiss and Chrome Hearts
Partner on Product, Training

Gaetano Sciuto Troy Schmidt

Hoya Launches ‘Splendor 
of Spain’ Sales Promotion
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NEW YORK—Vision Monday will
once again be highlighting The Most
Influential Women in Optical in our
upcoming July 21 issue, the sixth
anniversary of our signature Special
Report saluting women in the eyewear/
eyecare industry.

This year, we are taking a new approach,
to widen the scope of women VM rec-
ognizes who make leadership contribu-
tions throughout the ECP, retail, suppli-
er, lab, managed care and association
landscape. So please help us identify
women who are making a difference in
the following four categories:

Executive Suite: Candidates are
women holding the positions of presi-
dent, CEO, CFO, CMO, CIO or COO
who guide their companies forward,
inspire leadership among their teams and
peers, and achieve high performance.
They are industry influencers who set the
tone for their companies and the industry.

Mentors: Candidates are women who

are team builders and developers of tal-
ent, who via example or education and
training successfully influence others to
learn and to grow in their business or

professional acumen, within their organ-
izations or among others in the industry.

Rising Stars: Candidates are women
who are “up-and-comer,” in their careers
and within their companies or arenas
within the industry, sharp talents who
are on their way toward higher levels of
responsibility and influence.

Innovators: Candidates are women
who have initiated new product devel-

opments or special programs in the
spheres of marketing, technology or
retail, who have spearheaded innovative
business ideas or enterprises that are
achieving marked success and reinvent-
ing old ideas.

To nominate your choices go to our
Web site at www.visionmonday.com and
select the pop-up ad that asks: Do You
Know An Influential Woman? You may
select up to a total of three nominees for
each category on the electronic nomina-
tion form. 

The deadline for nominations is May
23. Be sure to look for the results in the
July 21 issue: Vision Monday’s 2008
“Women of Influence.”

Also, 2008 marks the third year VM will
spotlight the Next Generation of Leader-
ship, profiling top graduating students
from leading optometry and opticianry
schools throughout the U.S. This section
is once again being made possible through
a sponsorship from Luxottica. ��
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CARLSBAD, Calif.—Contact-lens man-
ufacturer SynergEyes recently named
David E. Fancher its vice president,
global sales. 

Fancher has more than 14 years of
global and national sales and market-
ing experience in the eyecare industry,
according to SynergEyes. 

From 2005 until his retirement in
2006, Fancher was president of Coop-
erVision Surgical, a start-up in corneal
and refractive surgery launced by The
Cooper Companies (NYSE: COO). 

Prior to that position, Fancher was
senior vice president of sales for Coop-
erVision. ��

SynergEyes
Names David
Fancher VP,
Global Sales
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HUENENBERG, Switzerland—Alcon
plans to build a facility in Singapore that
will manufacture pharmaceuticals to be
distributed throughout most of Asia.
The company plans to break ground
next year, with the plant being fully
functional in 2012. 

By building this plant, Alcon will be
able to more efficiently and cost-effec-
tively distribute pharmaceuticals in the
high-growth countries in Asia, an

announcement said. 
Over the past several years, Alcon’s

sales of pharmaceuticals for diseases and
conditions of the eye have risen at a
compound annual growth of more than
20 percent in Asian markets, according
to the company. 

Alcon said it expects to manufacture
more than 53 million units per year at
the planned facility by the end of its
third year of operation. ��

Alcon to Build Pharmaceutical
Plant for Eyecare in Singapore

NEW YORK— In conjunction with
Prevent Blindness America’s 100th
anniversary of saving sight, the non-prof-
it organization has scheduled the “Swing
Fore Sight” golf outing for Thursday,
Oct. 2, 2008. The fundraising event will
be held in conjunction with Vision Expo
West in Las Vegas, Nev. at the Bali Hai
Golf Club. For more information or to
sign up for the event, please contact
Colleen Robbins at (312) 363-6023 or
crobbins@preventblindness.org. 

Founded in 1908, Prevent Blindness
America is the nation’s leading volunteer
eye health and safety organization dedi-
cated to fighting blindness and saving
sight. Focused on promoting a continu-
um of vision care, Prevent Blindness
America touches the lives of millions of
people each year through public and
professional education, advocacy, certi-
fied vision screening and training, com-
munity and patient service programs and
research. ��

Prevent Blindness America
Schedules Benefit Golf Tourney

NEWS VIEWS

SALT LAKE CITY—Robert M.
Schubach, former president, along with
his brother Dick Schubach, of Standard
Optical, based here, passed away on
April 6 in Indian Wells, Calif., at the age
of 90.

He was born Nov. 25, 1917 in Salt
Lake City, to Mollie F. and Henry
Schubach, the founder of Standard Opti-
cal. Bob, as he was commonly called,
graduated from the University of Wash-
ington in 1939 and served in the U.S. Air
Force from 1942 to 1946. 

He was with Standard Optical Com-
pany as president until he retired in
1982. Prior to joining Standard Optical,

he served as president of Western Indus-
trial Inc., a mining and real estate com-
pany from 1954 until 1964. 

He lived in Salt Lake City for most of
his life. An avid golfer, he was a member
of the Salt Lake and Desert Horizons
Country Club. 

Bob is survived by his daughter, Judy
Radcliffe, his son, Henry, and four
grandchildren. He is also survived by his
sister, Trudy Lapidus, his sister-in-law,
Kay Schubach, and numerous nieces
and nephews. 

In lieu of flowers, the family asks that
donations be made to a charity of the
donor’s choice. ��

Robert Schubach, Former Head
of Standard Optical, Dies at 90

BASEL, Switzerland—Sales growth by
its CIBA Vision operation helped Novar-
tis’ (NYSE: NVS) consumer health seg-
ment post a 9 percent increase in first-
quarter sales, a Novartis announcement
said. 

“CIBA Vision delivered strong growth
thanks to new product launches for

Dailies and AirOptix contact lenses and
full product supplies following shortages
in 2007,” the announcement said. 

The consumer health segment “gen-
erated higher operating income that sup-
ported investments in new product
launches in CIBA Vision,” according to
an announcement from Novartis.  ��

CIBA Vision Gains Help Novartis
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CHARENTON-LE-PONT, France—
Essilor International, (ESSI.PA) posted
€762.2 million in consolidated revenue
for the three months ended March 31,
2008, up 3.6 percent from the first quar-
ter of 2007. 

Like-for-like growth amounted to 6.2
percent, in line with Essilor’s announced
annual growth target, according to an
announcement from the company.
Changes in scope of consolidation
accounted for 4 percent of growth for the
period, corresponding mainly (3.3 per-
cent) to acquisitions made in 2007, with

the rest contributed by businesses
acquired since Jan. 1. The 6.6 percent
negative currency effect primarily
reflected the 13.9 percent fall in the dol-
lar against the euro and, to a lesser
extent, the 12.6 percent decline in the
British pound, according to Essilor. 

Essilor reported strong growth in
North America with consolidated rev-
enue of €318.3 million, up 2.1 percent
from the first quarter a year ago or 8.2
percent, like-for like. In the U.S., where
demand generally remained strong,
growth was led by the successful launch

of the sixth generation of Transitions
variable-tint lenses and of the Crizal
Avancé with Scotchguard Protector lens-
es, according to Essilor. 

In Europe, Essilor posted consolidated
revenues of €346.4 million, up 3.6 percent
from the first quarter of 2007 or 3.7 per-
cent, like-for-like. According to Essilor
there were substantially fewer selling days
than in the year-earlier period, however,
Germany and the Eastern European
countries reported a strong performance. 

Consolidated revenue for the Asia-
Pacific region was €69.2 million, repre-
senting a 5.9 percent increase over the
year-ago period or 6.6 percent like-for
like. Consolidated revenue for Latin
America was €28.3 million, a 17.6 per-
cent increase from the first quarter of
2007 or 14 percent like-for like. 

Since the beginning of 2008, Essilor has

announced 10 acquisitions in North Ameri-
ca, Europe and Asia, which are expected to
contribute an aggregate €64 million in full-
year revenue, according to the company. 

Prescription laboratories acquired in
North America included Interstate Opti-
cal, Advance Optical Sales, Empire Opti-
cal of California and Future Optics in the
U.S.; Rainbow Optical Labs in Puerto
Rico and WestLab Optical in Canada. 

In Europe, Essilor acquired Galileo, a
leading Italian marketer of prescription
and stock lenses; Optymal, the compa-
ny’s distributor in Bulgaria; and O’Max,
a Dutch distributor of optometry and
lens edging instruments. In India,
Essilor purchased Rx 20/20, a prescrip-
tion laboratory. And finally, Nikon-
Essilor purchased a minority stake in
Encore Optics, a Connecticut-based pre-
scription laboratory in the U.S. ��

Essilor Posts 10.2 Percent Revenue Gain for 1Q 2008
NEWS VIEWS

FAIRPORT, N.Y.—A recent survey spon-
sored by CooperVision, a division of The
Cooper Companies (NYSE: COO), indi-
cates that 83 percent of U.S. adults
aged 18 years and older are not aware
of presbyopia as a vision condition. 

“The lack of awareness around presby-
opia is surprising—especially since more
Americans than ever are developing the
condition in light of the maturing Baby
Boomer population,” said Doug Brayer,
marketing manager for CooperVision. “So
few Americans are aware of this vision
condition that is bound to affect them,

even if they've never worn glasses or con-
tact lenses their whole lives.” 

The survey also found that only 27
percent of respondents said they expect
to need bifocals or reading glasses. 

Because of the reality of presbyopia
occurring in the population, “over the
last few years, CooperVision has seen
substantial growth in the multifocal con-
tact lens segment,” Brayer noted. 

The study was conducted from Feb. 8
to 12 on behalf of CooperVision, inter-
viewing a nationwide sample of 2,075
U.S. adults aged 18 years and older. ��

New CooperVision Study Shows Need
for Consumer Education on Presbyopia
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DALLAS—Nouveau Eyewear Inc. has
signed a new eyewear partnership with
Umbro International Ltd, the leading
global soccer brand. 

The agreement, brokered by The
Licensing Company NA Inc., is for a
line of Umbro branded ophthalmic eye-
wear and sport sunwear, to launch in
January 2009 and be distributed in the
U.S., Canada, South and Central Ameri-
ca, Mexico, Australia, New Zealand,
Switzerland and European markets. 

“We’re thrilled to collaborate with a
giant like Umbro,” said Marj McGraw,
co-president of Nouveau Eyewear. “The
global markets for sports-related fashion
apparel and accessories are expanding,
and Umbro Eyewear is ideally positioned
to fill a growing demand.” 

Founded in 1924, Umbro is a globally
recognized brand with a powerful her-
itage founded in soccer. With products

distributed in over 90 countries world-
wide, Umbro is synonymous with high-
quality, performance soccer footwear and
equipment. According to Nouveau, the
Umbro eyewear collection will take its
cues from street-ready athletic wear and
will incorporate colors and graphics
inspired by the 2010 World Cup in
South Africa. 

“Nouveau Eyewear has understood
our audience and brand,” added Terri
Hanson, Umbro U.S. “They have pro-
vided an exciting opportunity for Umbro
to enter the ophthalmic marketplace.” 

In 2008, sports giant Nike acquired
Umbro in a deal designed to strengthen
Nike’s presence in the soccer-playing
world. In its offer document, Nike
described Umbro as “a world-class,
authentic football brand.” Both the
Umbro brand and its U.K. headquarters
will be maintained. ��

Nouveau Eyewear Signs License
With Umbro, Soccer Brand
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CooperVision Taps McLean to Lead
Global Commercial Strategies
FAIRPORT, N.Y.—CooperVision has
named Jeffrey A. McLean executive vice

president of commercial
strategies. McLean pre-
viously served as presi-
dent of CooperVision’s
Americas region. 

In his new role,
McLean will be respon-
sible for managing
CooperVision’s global

commercial strategies, including the
seamless integration of marketing, prod-
uct development, manufacturing, and
sales across the organization, according
to an announcement from the company.

“In order to achieve our long-range
goals in a competitive and changing world
market, CooperVision must have a deep
understanding of our customers’ needs,
from clinical to commercial require-
ments,” said John Weber, president,
CooperVision. “Jeff’s significant market-
ing, sales, and strategic development
experience within the contact lens indus-
try represents an opportunity for us to
capitalize on a proven executive resource
who can maintain a focused view on these
changing requirements. Jeff will work
with me to ensure that we continue
exceeding our customers’ needs.”

Under his leadership as president of
the Americas, McLean helped Cooper-
Vision achieve the number two market
position in the Americas region and suc-
cessfully manage the integration follow-
ing CooperVision’s acquisition of Ocular
Sciences. Before he joined CooperVi-
sion, McLean held significant business
development and brand management
roles within Bausch and Lomb. He has
also received numerous sales and mar-
keting awards throughout his career. 

CooperVision has not yet named a
successor to lead the company’s Ameri-
cas region. McLean will continue his
current responsibilities until a replace-
ment is identified.

“We are confident that having Jeff’s
strategic marketing and commercial
emphasis at the executive level within
CooperVision will be a building block for
our worldwide success,” added Weber.
“His broad experience will be beneficial
in our pursuit of operational excellence.”

Nouveau Hires Jim Slattery to Manage
Umbro Brand
CARROLLTON, Texas—Nouveau
Eyewear, based here, has appointed Jim
Slattery as vice president of Umbro
Eyewear. Formerly a vice president of
marketing and sales for Liberty Optical,

Slattery is an industry veteran who
brings over 30 years of management
experience to the position. 

“The Umbro brand is poised for dra-
matic expansion, and we’re counting on
Jim to help us explore every opportunity
for worldwide distribution,” said Marj
McGraw, co-president of Nouveau Eye-
wear. Slattery’s role at Nouveau will
include the development of sales, mar-
keting and product strategies for the
domestic and international launch of
Umbro Eyewear. He will guide both the
development of new accounts and the
servicing of existing customers. 

Umbro Eyewear features designs
inspired by the Umbro soccer brand
name. The line is scheduled to launch
in January, 2009.

H. Dunbar Hoskins, Jr., MD to
Receive 2009 Catalyst Award from
Glaucoma Research Foundation
SAN FRANCISCO—H. Dunbar
Hoskins Jr., MD, will be the recipient of
the 2009 Catalyst Award, the highest
honor bestowed by the Glaucoma
Research Foundation (GRF) acknowledg-
ing exemplary leadership in sustaining
innovative research and education. The
award will be presented as the centerpiece
of GRF’s 31st Anniversary benefit celebra-
tion to be held on Jan. 28, 2009, at the
Westin St. Francis Hotel in San Francisco. 

“Dr. Hoskins has earned The Catalyst
Award several times over," said GRF
president and CEO Thomas M. Brunner.
“While in private practice, there was his
visionary leadership as co-founder of
GRF and the thoughtful guidance he
provided during those all-important form-
ative early years, along with co-founders
Robert Shaffer, MD (1912-2007), and
John Hetherington, MD. Certainly he is
the personification of ‘catalyst'. And then,
since Jan. 1, 1993, there has also been his
widely praised leadership as executive
vice president of the American Academy
of Ophthalmology." 

An internationally recognized glauco-
ma specialist, having authored or co-
authored more than 70 publications and
presented more than 300 invited lectures,
Dr. Hoskins is a Clinical Professor of
Ophthalmology at the University of Cali-
fornia School of Medicine, San Francisco. 

The theme of the 31st Anniversary
benefit - building on the traditional
event title “Speeding the Cure. Spread-
ing the Word—Will Be ‘Honoring the
Physicians'," according to Brunner. 

Sponsorships and table reservations
for the benefit are available by contact-
ing Craig Palmer, (415) 986-3162,
cpalmer@glaucoma.org.

Hydrogel Vision Names Deb Bulken
Director of Sales for Northeast
SARASOTA, Fla.—Contact lens manu-
facturer Hydrogel Vision recently

named Deb Bulken its
director of sales for the
Northeastern U.S. 

Bulken has 21 years’
experience in the CL
industry with CIBA
Vision; most recently,
she managed seven

regions and 54 sales
representatives as CIBA’s

north area sales director. 
In her new position, Bulken is teaming

up with Jim Massa, Edward Lohmann
and Peggy Schuster in similar roles part-
nering with distributors and developing
key practitioner account business, accord-
ing to Hydrogel Vision. Bulken now has
responsibility for managing the Northeast-
ern U.S., Massa is responsible for the
Central U.S. and Lohmann retains
responsibility for the Western U.S., while
Schuster takes over the Southeastern
U.S., a company announcement said.

Christian Roth Eyewear Appoints New
General Manager
TOKYO—The Charmant Group has
appointed Nobu Ishizuka as general
manager of its high-end luxury house

brand, Christian Roth.
His responsibilities will
include business plan-
ning, global sales, mar-
keting and production
for the brand. Ishizuka
will work directly with
the designers Christian
Roth and Eric Domege.

“The appointment of Nobu as gener-
al manager is further commitment from
the Charmant Group to the brand. It
will be a pleasure to work with Nobu to
strengthen the worldwide distribution of
Christian Roth Eyewear. His experience
in the fashion world lends itself perfect-
ly to the vision that we have for the eye-
wear collection” said  Christian Roth.  

“There is a great opportunity for us
to further expand our distribution of the
Christian Roth brand in the key markets
of the U.S., Europe and Asia.  In addi-
tion, we will concentrate on new mar-
kets that demand luxury and the high-
est quality” stated Ishizuka.

Joan Hollywood-Alten Joins Augen
Optics as Marketing Manager
PETALUMA, Calif.— Joan Hollywood-
Alten, a 15-year veteran of the optical

industry, has joined
Augen Optics as mar-
keting manager. Holly-
wood-Alten will be
responsible for market-
ing Augen products to
trade and consumer
markets in the U.S.,
Canada, South Ameri-
ca and Europe.

Working both independently and for
national and global companies, her 25-
year marketing career has spanned a
wide range of industries and all aspects
of marketing management and commu-
nications. She has held positions as com-
munications director, director of global
brand management, marketing director
and strategic marketing manager for
leading organizations.

In the optical trade, Hollywood-Alten
worked with SOLA International for over
10 years, specializing in launching new
products and businesses. As an inde-
pendent contractor,  she has provided
marketing services to a range of business-
es within the optical industry including
Jobson Publishing, Chemat, PRVAIL,
Exercise Your Eyes and Matsco.

In her marketing role at Augen
Optics, Hollywood-Alten will be devel-
oping strategic marketing programs and
materials to introduce the Augen line of
premium High Definition optical prod-
ucts to retail and wholesale customers.

Jeffrey Rubin Joins Emerging Vision’s
Board of Directors
GARDEN CITY, N.Y.—Emerging
Vision (OTC BB: ISEE.OB) appointed
Jeffrey Rubin, a former Optical Dynam-
ics executive, to its board as an inde-
pendent, non-employee director. 

Rubin is currently a managing member
of Realstar Realty, and owner and presi-
dent of Autoskill and the JR Group. Pre-
viously, Rubin served as president and a
director of Newtek Business Services.
Prior to 1998, he was an executive and
board member of Optical Dynamics. 

Rubin replaces Robert Cohen, OD,
chief executive officer of the Cohen’s
Fashion Optical chain, who resigned from
Emerging Vision’s board on March 5.

Jeff McLean Bulken
Hydrogel

Nobu Ishizuka

Joan Hollywood-
Alten

See the Video of the Week
www.                     .com
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ANNUAL NAVCP CONFERENCE

AMELIA ISLAND, Fla.—Last month’s
fifth-annual conference of the National
Association of Vision Care Plans drew a
record attendance, attracting representa-
tives of most major managed vision com-
panies as well as a number of optical chain
executives and eyecare/eyewear vendors.

The meeting included a day and a half
of seminars and discussions along with
plenty of time for networking during cof-
fee breaks and receptions.

A highlight of the meeting was a talk
by Peter Kehoe, OD, president-elect of
the American Optometric Association,
who addressed ODs’ concerns about
managed vision care.

NAVCP Conference Puts Spotlight on Managed Care

Ed Greene (l) and Stephanie Campbell of The Vision Council chat with
National Vision’s Reade Fahs at the NAVCP’s opening reception.

Peter Kehoe, OD, incoming president
of the American Optometric
Association, addresses the NAVCP
conference on the ODs’ view of man-
aged vision.

At the NAVCP’s closing reception (l to r), Todd Kimball
of the National Coalition of Eye Care IPAs and Reid
Nelson of Vision Care Direct visit with NAVCP executive
director Steve Ingram and his wife Barb.

Jason Harrold (l) of OptiCare Managed
Vision and Bill Ludwick of Carl Zeiss Vision
enjoy the sunset at the NAVCP reception.

John Lahr, OD (l), of EyeMed Vision
Care, chats with Mark Hennen, OD, rep-
resenting the American Optometric
Association.

Incoming NAVCP president Liz DiGiandomenico of EyeMed Vision Care
presents a plaque to outgoing president Rick Corbett of Superior
Vision Services, honoring him for his work for the organization.

Among the team representing Co/Op Optical at the
meeting were (l to r) Joe Mathis, Ben Edwards and
Matt Gruen.

SCENE AND HEARD

Enjoying the NAVCP closing reception are (l to r)
Kris Hathaway of the National Association of Dental
Plans, Zon Dunn of Superior Vision Services, Cathy
Holley of EyeMed Vision Care, Mary Carder of
EyeBenefits and Jenni Vincent of the NAVCP.

Zimco Optics’ Art Lair (l) and Mitch
Zimberg chat during the NAVCP meeting.

Terri Nesrsta of Essilor of America (l) catches up with
Terry Challenger of the For Eyes chain and Linda Sauer
of Advantica Eyecare.

Mike McPhillips (l) of the U.S. Vision chain chats
with managed-vision consultant Steve Holden, a
former NAVCP president.

NAVCP executive director Steve Ingram (l) welcomes
OptumHealth Vision’s Steve Brewer (c) and Ed Greene
of The Vision Council to the NAVCP conference.

Susy Yu of Kaiser Permanente takes a
break during the NAVCP conference
with her daughter Ilsa, who accompa-
nied her to Amelia Island.
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SOHO COOL

NEW YORK—Proenza Schouler designers, Jack McCollough and Lazaro Her-
nandez, hosted a super cool cocktail party on April 17 at the Ilori Soho flagship
store in New York City to celebrate the launch of the Proenza Schouler eye-
wear collection. 

Besides the line’s designers, the invitation-only event drew such bold-faced
names such as actress and mini-mogul Mary-Kate Olsen, designer Tory Burch,
photographer Terry Richardson and Margherita Missoni, grand-daughter of the
label’s founders and current spokesperson, who enjoyed specialty drinks
served by white-clad waiters and music by guest DJ and fellow designer Ben-
jamin Cho.  

Optical industry notables included L’Amy America president Stephen Rap-
poport, and Michael Hansen, vice president and general manager of Ilori. 

Ilori Celebrates the Proenza
Schouler Collection 

SCENE AND HEARD

(L to r) L’Amy America’s Cheryl Canning cozies up to Proenza
Schouler designers Jack McCollough and Lazaro Hernandez with
Ilori’s Michael Hansen and Stephen Rappoport, also of L’Amy
America. 

SCHOOL DAYS

High School Students Make
Expo Visit
NEW YORK—Students
From the George Westing-
house vision care classes
toured Vision Expo East last
month making a stop at the
Zyloware Booth on the show
floor. Zyloware has been a
member of the school’s Opti-
cal Council for more than 20
years. Representatives of the
school were also on hand to
present a special award to
21st Century Optics Michael
Woythaler, marking his years
of service to the school’s vision care program. 

L’Amy America’s Stephen Rappoport chats up
Proenza Schouler’s Jack McCollough. 

RACE TO THE FINISH LINE

Amazing Race Winners at
Expo East 
NEW YORK—Frames Data
in cooperation with Vision-
Web, First Insight Corporation
and Vision Monday, spon-
sored a daily giveway at Vision
Expo East called the Amazing
Vision Expo Race. Attendees
were encouraged to stop by
the respective booths to pick
up a game card and have it
stamped for a chance to win
daily drawings for a GPS or an
iPod®. Daily drawing winners
included Theresa Bacaris of Mastic N.Y., Scot Ellis of Tuckerton N.J., and Todd
Clark of Westerville, Ohio.

The Last Day Grand Prize drawing featured two roundtrip companion tick-
ets to anywhere in the U.S. and the winner was Carol Adler of Lakewood N.J. 

Theresa Bacaris of Mastic, N.Y. was one of the daily draw-
ing winners of Frames Data Amazing Vision Expo Race
promotion at last month’s show. 

RANDY 3000

Randy Jackson Visits the
“Ellen” Show
LOS ANGELES—Randy Jackson
(right) appeared as a special guest on
the April 22 episode of Ellen. While
visiting with host Ellen DeGeneres
(left) Jackson hyped his Randy Jack-
son eyewear collection from
Zyloware and sported style RJ 3000
from the line. 

Proenza Schouler’s Jack McCollough (left) and
Lazaro Hernandez (right) greet actress Mary-
Kate Olsen.

Visiting with Westinghouse vision care students are
Zyloware’s Jaime Shyer, Robert Shyer (back row) along with
Zyloware’s Paul Anderson and Optics Council chairman
Anthony Rebaldo (front row at right). 

Designer and the night’s DJ,
Benjamin Cho.

Designer Tory Burch.Mary-Kate Olsen and
Margherita Missoni.

Photographer Terry
Richardson and girlfriend
Jen Brill.
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By Andrew Karp, 
Group Editor, Lenses and Technology

NEW YORK—Just a few years ago, the
subject of digitally surfaced PALs—pro-
gressive addition lenses—would have
drawn a blank look from most U.S. eye
doctors and dispensers. Although Japan-
ese and European eyeglass wearers have
been wearing these technologically

advanced lenses—also known as free-
form or direct surfaced—for as long as a
decade, few if any American eyecare
professionals had direct experience with
them. Lack of production and distribu-
tion as well as patent confusion had lim-
ited their availability here.

However, over the past 18 months, the
situation has changed considerably. Major
PAL manufacturers have expanded
domestic production capacity through
their own facilities as well as those of
their partner labs. Additionally, manufac-
turers and labs have significantly boosted
their sales and marketing efforts. Most
offer seminars to educate ECPs about the
benefits of digital PALs, and some are
reaching out to consumers as well.

Although the U.S. market for digital
PALs is growing, suppliers estimate that
sales of the lenses—which retail from an

estimated $400 to $700—currently com-
prise only 5 percent to 10 percent of the
entire U.S. PAL market. Yet most suppli-
ers predict the market will grow steadily
over the next few years as excitement
about digital PALs continues to build
among both ECPs and eyeglass wearers.

In general, digital PALs deliver clearer
vision than conventional PALs because
they make more effective use of the
lens surfaces. Some feature full backside
designs, while others feature frontside
designs or combinations of front- and
backside designs. The most advanced
digital PALs are customized according to
individual patient measurements and, in
some cases, facial form and frame style
as well. Based on these selling points,
digital PALs are becoming some of the
hottest and most profitable products in
the optical dispensary.

Top Performers
“These lenses are the future,” assert-

ed Dr. Neil Sika, OD, a solo private
practitioner in Strongsville, Ohio. “Part
of the attributes of the old type of PALs
was distortion and the narrowness of the
corridor. With those lenses, you may not
get the width of range in terms of read-
ing in the middle. Free-form technology
can get rid of most of the abberations,
which makes the lens easier to adapt to.
That’s a strong point.”

Because of such high-performance
characteristics, digital PALs appeal most
to doctors and dispensers whose patients
want the latest, most technically advanced
lenses. The lenses offer ECPs the oppor-
tunity to present something new and
exciting to patients, while providing them
with practice-building products.
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Continued on page 30

How the new
generation of
progressives
is reshaping
the lenscape

PALs Go Digital
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“They’ve made a difference for our
practice,” said Dr. Harry Snyder, OD of
Northern Virginia Doctors of Optometry,
in Falls Church, Va. “We have very few
redos because the lenses are easier to
adapt to. People say, ‘I tried progressives
three or four years ago and didn’t like
them,’ but I tell them it’s the same with
a computer from three or four years ago.
Things have improved a lot.”

As Dr. Sika noted, “These lenses give
you another way of increasing your bot-
tom line. They also separate you from
the chains that might not carry them.”

While not all ECPs are sold on digital
PALs, most have at least heard about
them. New market research data from
Jobson Research indicates that aware-
ness of the lenses is high among ECPs.
According to 20/20 magazine’s 2008 Pre-
mium Lens Study of Eyecare Practition-
ers, 79 percent of respondents said they
are familiar with the term “digitally sur-
faced progressives,” versus 75 percent
the previous year. Seventy five percent
of respondents said they are aware of the
term “free-form progressives,” compared
with 70 percent in 2007, and 44 percent
said they are aware of the term “direct
surfaced progressives,” versus 38 percent
the previous year.

Although awareness of digital PALs
among ECPs is on the rise, it’s unclear to
what extent ECPs understand and
appreciate the benefits of the lenses. A
plethora of new products has resulted in
a potentially bewildering array of choic-
es. Conflicting marketing messages from
different lens suppliers, compounded by
the lack of standard terminology for
describing digital PALs is also confusing
to many ECPs.

“Eyecare practitioners need to be more
sophisticated in their understanding of
progressives,” said Laurie Badone, senior
manager, retail sales for Seiko Optical
Products, who presents educational semi-
nars about the Seiko Succeed Internal
Free-Form and Pentax Perfas progres-
sives, both of which feature proprietary

backside designs. “There’s still a lot of
confusion in the market about new tech-
nologies and what they represent.”

Bruno Salvadori, president of Signet
Armorlite, which markets the Kodak
Unique digital PAL, said lens suppliers
need to explain to both labs and ECPs
the advantages and disadvantages of var-
ious lens designs. “We need to, as an
industry, come up with a glossary of
terms and definitions,” he suggested.

Raanan Naftalovich, president of
Shamir Insight, offers this definition of
“Freeform,” a term which Shamir not
only uses to market its Autograph line of
progressives but has trademarked as well.

“The meaning of Freeform is you are

starting every lens you do from scratch.
You’re saying OK, here is my patient, here
is his Rx, here is his frame, let’s see what
I can do to give him the best optical solu-
tion. Everything is Freeform. It’s like jazz.
You don’t know how it’s going to end. If
you choose two different frames and one
is round the other is wrap-around, we’ll
give you two different designs.”

A basic misunderstanding among
ECPs concerns the difference between
a digitally designed progressive and a
digitally surfaced progressive.

“Some people assume that a lens is
better if there’s a digital design behind

it,” said Daniel Monaco, vice president
of market innovation and retail market-
ing for Essilor of America.
“But it’s really got to be a
combination of the design and
the calculation system behind
it to optimize the design for
the end user.”

Jean Marc Leroy, Essilor’s
director of product manage-
ment, PALs, added, “Design
drives optical performance,
and the technology will deliv-
er it. It’s like with television.
You can buy an HDTV tomor-
row, but if you see an old black
and white movie on it, it’s not going to be

any better.”

The Three Tiers
of PALs
Because market-
ing terminology
varies from one
manufacturer to
another, compar-
ing digital PALs

can be difficult. However, most can be
grouped into three distinct tiers based
on performance characteristics, degree of
personalization, and price.

At one end of the spectrum are lenses
that are completely customized. These
are typically the most expensive digital
PALs, and currently account for the
smallest share of market.

“When a personalized PAL is ordered,
the dispenser provides the lab with much
more information than is typically provid-
ed,” explained Mark Mattison-Shupnick,
director of continuing education for the
Jobson Optical Group. “That information

consists of patient measurements that
may come from an instrument, or it may
be specific to the exact way it’s worn, the
way the patient’s eyewear fits for dis-
tance, tilt and face form. This contrasts
with the way the Rx was created in the
exam room.” Examples of fully cus-
tomized lenses include Varilux Ipseo,
Zeiss Individual, Shamir Autograph, Indo
Eyemade and Rodenstock Impression.

“Hoya iD Lifestyle, which has a stan-
dardized vertical front and a customized
horizontal back, is also a personalized
lens, although it’s somewhat in its own
category,” Mattison-Shupnick added.

The middle tier of the digital PAL
market consists of lenses that are modi-
fied or optimized to improve the Rx
using a combination of back surface
and/or front surface design.

“The back surface is modified to con-
sider any unwanted front surface errors
inherent in the design as well as the pre-
scription, fitting characteristics and add
power,” said Mattison-Shupnick. “The

curves may be aspheric, atoric or a com-
plex surface based on a variety of assumed
patient characteristics, so the lens is not
completely personalized.” Examples of
this type include Varilux Physio 360°, Var-
ilux Comfort 360°, Varilux Ellipse 360°,
Definity, Definity Short, SOLA HDV,
Pentax Perfas, Seiko Succeed, Shamir
Autograph DLT, Hoyalux iD lifestyle,
Signet Armorlite Kodak Unique and
Rodenstock Multigressiv MyView.

At the opposite end of the spectrum
are lenses that are delivered in a more
traditional manner, such as semi-finished
PALs with traditional sphere and cylin-
der backs and toric prescriptions.

“This category really has two parts,”
noted Mattison-Shupnick. “It consists of
new designs that are delivered from
molds that have been created using the
newest of digital technologies in design
and the actual cutting of the surfaces.”
Among the examples are Varilux Physio,
Varilux Ellipse, SOLAOne, Zeiss GT2,
Seiko Proceed and Shamir Creation.

“The other category is the library of

Neil Sika, OD Harry Snyder, OD Donna Troutwine Doug Clark, OD

Continued from page 29
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“These lenses are the future. Part of the attributes
of the old type of PALs was distortion and the nar-

rowness of the corridor. With those lenses, you
may not get the width of range in terms of reading
in the middle. Free-form technology can get rid of

most of the abberations, which makes the lens
easier to adapt to. That’s a strong point.”

—Neil Sika, OD 

VIS_0519_029+  5/8/08  8:56 PM  Page 30



COVER STORY VISION MONDAY/MAY 19, 2008     31www.visionmonday.com   

lenses that have been on the market for
years, made traditionally and have a good
following among patients,” he continued.
“Dispensers who recommend these lens-
es may have patients that are risk-adverse
to switching to other PALs.” Examples
include Varilux Comfort,
SOLAMax, Shamir Gene-
sis, Shamir Piccolo and
Younger Image.

Dispensing Options
The increasing variety of
lens designs and brands allows ECPs a
wide range of options when prescribing
and dispensing digital PALs, just as it
does with conventional progressives.
Clear preferences are developing among
ODs and dispensers.

“We go with Varilux Physio and
Physio 360° lenses,” said Dr. Snyder,
noting that 40 percent of his patients
wear progressives. “We’re big on the
wavefront technology issue, so we
explain to patients about higher order
abberations. It’s kind of complicated, so
we show them pictures of what the dis-
tortion looks like through an older lens
compared to a digital lens.

“Patients tell me they see well with
these lenses,” he added. “They have no
issues with them. That saves a lot of
chair time.”

At Pelham Eyecare in Pelham, Ala,
the Zeiss GT2 is the digital PAL of
choice for Dr. Doug Clark, OD. “Most
of our patients simply say they like the
lens,” said Dr. Clark, who owns the prac-
tice. “But 15 percent to 20 percent of
them notice the clarity and sharpness of
these higher definition lenses. They’re
typically the engineers and type A’s who
are very critical with their vision. The
higher myopes and astigmatics will real-
ly notice a difference in their vision.”

Dr. Sika favors the Hoya iD lens,
which he compared to “a custom Italian
suit.” “Its front and back surfaces are
customized based on your Rx,” he said. 

“Some people are just happy to see a
cat, but others want to see the whiskers
on the cat,” said Dr. Sika. “It’s for the
connoisseur who wants the best lens
with the least distortion. If they’re that
picky, they’ll notice the difference
between iD and a normal PAL. That’s
the Rolls Royce of the industry. You’re
talking $700 for a pair of lenses.

“If you’re a patient that doesn’t have
that ability to discern that, then you can
spend $350 and get Hoya Lifestyle, and
get some of the best features of iD with-
out having to pay an additional $350.”

Hoya’s line of digital PALs utilizes
what Barney Dougher, president of

Hoya Vision Care North America called
“trickle down technology.”

“I’ll make an analogy with race cars,”
said Dougher. “As much as we’d all like
to drive Ferraris, it’s not economically
feasible for most of us. So why not pro-

vide some of the benefits that go with a
premium, top-of-line car to some of the
other products you offer?

“Race cars have brought more tech-
nology to cars in general,” he continued.
“Look at Indy car racing. They’ve pio-
neered technology in braking, safety
and fuel economy that has improved
consumer cars.

“It’s the same with digital progressives,”
explained Dougher. “The technology we
use at the iD level, which is our Ferrari, is
providing better vision all the way down
to our single-vision lenses.”

Bullish on PALS
Although the market for customized,

digital PALs is still small, some lens
manufacturing executives are bullish
about its growth potential. Steve
Mitrakos, vice president of marketing,
North America for Carl Zeiss Vision,
sees these products as part of a broader
consumer trend.

“There are a lot of signals in our cul-
ture that indicate consumers want a per-
sonalized experience,” Mitrakos pointed
out. “Look at the Internet, consumer
electronics and clothing. Consumers are
open and receptive to that message.

Eyeglass lenses are ripe for the same
thing. And, if you tell the story about
personalization, you move away from
price points.”

Digital PAL manufacturers employ a
variety of techniques to customize their
lens designs to varying degrees. Typical-
ly, dispensers must supply their lab with
individual patient measurements. These
measurements, which may include
monocular PD, vertex distance,
pantoscopic tilt and frame
wrap, are then fed into
Rx calculation soft-
ware to create a
personalized lens
design that is
made at the lab.

For example,
Rodenstock only
requires the dispenser
to take a monocular
PD for its Multigressiv
MyView digital PAL. “The cal-
culation is optimized for that,” noted
Dave Delle Donne, CEO of Optical
Distribution Corp., Rodenstock’s exclu-
sive U.S. distribution partner. Delle
Donne said Rodenstock markets two
digital PALs in Europe, Impression and
Impression Freisign, that incorporate
additional measurements.

“Impression is the next generation of
Multigressiv MyView, the next level of
personalization in free-form,” he
explained. “Rodenstock takes four meas-
urements for Impression: vertex, face
frame angle or wrap, panto, and monoc-
ular PD. Impression FreeSign, which
just launched in Europe, takes those four
individual measurements, and allows the
dispenser to customize the distance and
near viewing zones. If someone does a
lot of near reading, we can blow that out,
or blow out the distance. It’s the ultimate
in customization.”

Another approach to improving lenses
is considering an eye’s higher order
abberations, which are not corrected
through a standard prescription. Digital
PALs such as Varilux Physio 360°, Oph-
thonix iZon and Nikon W uses special
backside surface designs to “include”
these abberations in the final lens deliv-
ered to the patient.

The Frame Factor
One of the most interesting new

approaches to customizing digital PALs
takes into account the patient’s frame
choice. For example, the SOLA HDV
from Carl Zeiss Vision uses proprietary

“Morphing Technology,” that
allows the lens’ corridor to be

custom-sized for the exact
measurements of the

patient’s chosen frame.
This assures full read-
ing performance and
maximum clear view-
ing zones for fitting

heights of 13 to 35mm,
according to Zeiss. HD

technology digitally opti-
mizes the lens for the wearer’s

exact combination of sphere power,
cylinder power, cylinder axis, add power
and frame dimensions.

Donna Troutwine, a dispenser with
Drs. Huffman and Huffman, a multidis-
ciplinary practice in Somerset, Ky., is
impressed with the performance of
SOLA HDV (High Definition Vision).
“I’ve sold every major progressive lens

on the market,” she
said. “I tell patients
that regular progres-
sives are like the little
old radios from years
ago. But Zeiss has
turned the HDV into a
high definition stereo.

“There’s not any
way to describe the
clarity unless you
wear them yourself,”
said Troutwine, who
wears the lens herself.

“It has the widest channel of any lens
out there. They’re perfect for reading,
too. When I look at my computer
screen, you see the whole screen. When
I pick up a book, I see the whole page.”

Essilor takes a different approach to
incorporating frame measurements in its
digital PAL designs. The company’s
Accolade Freedom lenses employ
“FrameOptimization technology” to
customize the backside design using
digital surfacing, based on frame dimen-
sions. This allows patients the freedom
to choose virtually any type of frame to
fit their lifestyle, according to Essilor.

FrameOptimization technology takes
into account the Rx of the patient, the
frame size and the fitting parameters. It
adapts lenses to their particular frame
which maximizes the fields of vision for
any frame and optimizes corridor length.

Shamir’s newly introduced “FreeFrame
Continued on page 32

“There are a lot of signals in our
culture that indicate consumers

want a personalized experience.”
—Steve Mitrakos, Carl Zeiss Vision 
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Technology,” which is incorporated into
its expanded Autograph freeform line,
takes into account the patient’s frame
choice, adjusting the design of the lens
by dynamically increasing or decreasing
the corridor length to match the frame
and fitting height. 

By moving the reading zone to the
exact location in relation to the patient’s
selected frame, FreeFrame Technology
creates wide reading areas with full add
for any frame shape or structure, accord-
ing to Shamir.

Signet Armorlite Kodak Unique lens
is “Design Optimized for Frame Size
and Shape.” The company uses propri-
etary production technology to automat-
ically customize the lens design for each
patient’s frame selection, ensuring the
best overall visual performance for any B
measurement, large or very small, down
to a 13mm fitting height. 

Dispensers need to provide the Signet
Armorlite lab with the patient’s monoc-
ular PD, frame selection and fitting
height. No special equipment or tech-
niques are required.

Despite the many benefits offered by
digital PALs, some doctors and dispensers
are reluctant to recommend them to
patients, particularly those that are con-
tent with their current progressives.

“With Varilux, we look at whether the
ECP is using Physio or not using Physio,

or are they using Comfort 360° or Com-
fort,” said Essilor’s Jean Marc Leroy. “If
the ECP has used Varilux Comfort for
more than 15 years, it’s very difficult to

change their mind. We don’t want to
force that. But we give them as many
opportunities to upgrade as possible.”

Daniel Monaco of Essilor believes an
ECP’s selection of a lens design should
reflect their patient base. “We do lot of
complex research behind the scenes to
determine what’s best for them,” he said. 

“We are hoping to get much more into
that in the future. There are so many
designs out there, with direct surfacing
capability, we can get very segmented,”
Monaco said.

For ODs, Seeing Is Believing
Although lens manufacturer sales reps

sometimes struggle to get an ECP to try
a new PAL design, Craig Fahan of Seiko
said there are effective ways to reach
them. “We’ve found ODs dispense what
they wear,” he said. That’s why we’ve
given out a lot of free fits.”

Laurie Badone called this approach
the “try it, you’ll like it philosophy.”

“Once a doctor has the lens on their
face and actually sees the differences, it

means more than any amount of Power-
points or charts,” she said. “Seeing is
believing, literally.”

Narrowing Down Choices
To help ECPs and patients narrow
down their choice of digital PALs, Indo
has created two series of lenses. Global
Designs consists of three lenses: Global
22, a soft design with a 22mm fitting
height and a 17mm corridor; Global 19,
a versatile design with optimized fields
of vision, a minimum fitting height of
19mm and a 15mm corridor; and Glob-
al 16, which is optimized for small
frames with a minimum fitting height of

16mm. The lens achieves 85 percent
progressive addition at 11mm.

Indo’s Action Designs are made to be
worn for certain activities. The series
consists of the Office design, which is
conceived for indoor working environ-
ments and created based on the focus
distance at which the user usually
works; Road Design, which was devel-
oped for far and intermediate distances. 

The vision quality is improved in cer-
tain tasks such as backward driving or
using the rear-view mirror; Outdoors
Design, which was developed to
improve performance when practicing
outdoor activities; FreeDesign, which is
based exclusively on the characteristics
and parameters provided by the client,
taking into account the use the design
will apply to. This design will be only
marketed by the lab involved in its
development, according to Indo.

Looking ahead to the second half of
2008, digital PALs are poised to make fur-
ther inroads into the U.S. market. As the
product category continues to expand and
diversify, the lenses are likely to become
an increasingly attractive option for dis-
criminating eyeglass wearers. ��

“We have very few redos because the lenses are
easier to adapt to. People say, ‘I tried progressives
three or four years ago and didn’t like them,’ but I
tell them it’s the same with a computer from three

or four years ago. Things have improved a lot.”
—Harry Snyder, OD

Continued from page 31

@ An increasing number of independent labs are acquiring the capability to produce digi-
tally surfaced progressive lenses in-house. Some labs are even making it their primary
thrust. Get the lab point of view on PALs and read the full story as part of VM’s com-
plete Modern PALs Report in the New & Noteworthy section on visionmonday.com.

NEW YORK—Due to the complexity of
digital PALs and the rapidly expanding
range of lens choices, suppliers
acknowledge that educating the profes-
sional market will take some time.
Some compare the growth of the digi-
tal PAL market to the growth of the AR
lens market in the U.S.

“There’s a need to educate the ECP on
the benefits of the product, and at same
time put the technology in place,” said
Jean Marc Leroy of Essilor. “It’s not yet
plug and play.”

Kristan Zeilan, senior public relations
specialist for Essilor, said Essilor is train-
ing ECPs to do more “needs-based, solu-
tion selling, asking customers specific
questions about their lifestyle so they
can dispense the right progressive.”

“It’s the same with AR,” she said. “Once
we’ve trained the ECP to ask the ques-
tions, they’re selling so much more AR.”

Hoya has recently expanded its educa-

tional efforts. This year, the company
launched the Hoya Technology Institute
and hired veteran optical educator Brad
Main to head it.

“Brad has been charged with helping
educate and provide technical education
about our digital performance technology,
our AR coating technology and other
things,” said Hoya’s Barney Dougher.
Understand our technology. He’s doing
seminars and on-site training in customer’s
offices, as well as training Hoya staff.”

Shamir Insight offers a Freeform Certifi-
cation Program which takes ECPs through
the history of free-form technology,
explains how traditional semi-finished
lenses are made, and discusses Shamir’s
approach to free-form. ECPs who com-
plete the program get promotional pins,
polo shirts and window decals for their
office. Under the guidance of Todd Has-
selius, Shamir’s director of education, the
company also produces about 1,200

seminars a year, ranging from large pre-
sentations at optical conferences to one-
on-one in-office sessions.

“We’re doing a lot of lunch and learn
seminars before they open the practice,”
detailed Raanan Naftalovich. “Education
has always been part of our concept. It’s
one of the legs our company stands on.”

Although educating ECPs is also a pri-
ority at Carl Zeiss Vision, the company is
particularly focused on giving ECPs the
tools to communicate effectively with
patients about digital PALs.

“Our experience shows that eyecare
professionals quickly grasp the advan-
tages of customization and the benefits
to the patient and the practice,” Jeff Hop-
kins, senior manager, customer communi-
cations for Zeiss. “The challenge is much
greater when it comes to communicating
to patients, who generally don't under-
stand the subtleties of progressive
design. How to explain that they're get-

ting something different and better, when
they can't really experience the difference
until they try on their new eyeglasses?”

According to Hopkins, using a measur-
ing device like the Zeiss i.Terminal can
help. It includes a visual demonstration
tool that shows the visual difference pos-
sible for a customized PAL.

“Also, because it is a more thorough,
more precise and altogether different
measuring experience, it helps the
patient see that he or she is going to
receive something new and different.”
Hopkins noted. 

“Ultimately, though, the eyecare profes-
sional will have to communicate the differ-
ence, and we are working on communica-
tion tools that will aid in this process.
Fortunately, patients intuitively recognize the
benefits of true customization in a range of
products, and most will understand the
importance of customization for something
as vital and personal as vision.” ��

Educating Providers on Complexities of Digital PALs
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By Cathy Ciccolella
Senior Editor

NEW YORK—In 2007, for the first
time, the aggregate optical sales of the
nation’s 50 largest eyewear/eyecare
retailers topped the $7 billion mark,
reaching total revenues of $7,042.2 mil-
lion, according to VM’s exclusive Top
50 U.S. Optical Retailers listing.

That aggregate sales gain helped
these key retail players’ combined share
of the overall U.S. vision-care market
increase by more than a full percentage
point in 2007: last year, the VM Top 50
accounted for 27.3 percent of the
$25,759 million total U.S. market for
vision-care products and services sold at
optical retail locations, as estimated by
VisionWatch (see related story below).

By comparison, in 2006 the Top 50
Optical Retailers’ sales represented 26.2
percent of that year’s $25,928 million
U.S. vision care market. 

The combined sales of this year’s VM

Top 50 are nearly $260 million higher
than the aggregate volume of the lead-
ing 50 chains in the VM Top 50 U.S.
Optical Retailers listing published in
May 2007, which showed an estimated
$6,782.4 million in combined revenues
for the industry’s 50 largest players for
calendar 2006. (The VM Top 50 U.S.
Optical Retailers list published in this
issue that reports 2006 sales and store
counts is not directly comparable to the
Top 50 list published last year, since the
50 retailers included among the Top 50
vary from year to year due to industry
consolidation and other factors.) 

This latest VM Top 50 list also
reflects a higher aggregate store count
for these key eyewear/eyecare industry
players, who operated an estimated
9,304 units as of Dec. 31, 2007. That’s
up from the estimated 9,069 units pub-
lished on last year’s VM Top 50 U.S.
Optical Retailers list for calendar 2006. 

Along with the Top 50 retailers’
slightly larger share in calendar 2007 of

the total U.S. market for vision-care
products and services sold at optical
retail locations than in the prior year, the
10 largest optical retailers on VM’s latest
list have continued to gain market share
both among the Top 50 and in the total
market. On this year’s VM Top 50 U.S.
Optical Retailers list, the Top 10 retail-
ers have an estimated combined vol-
ume of $6,046.3 million, representing
85.9 percent of the Top 50 retailers’
overall sales. That Top 10 share for 2007
is up from the Top 10 optical retailers’
84.2 percent share of the VM Top 50’s
combined volume in calendar 2006.

Looking at the overall U.S. optical
marketplace, in 2007 those Top 10 opti-
cal retailers generated 23.5 percent of
the $25.8 billion U.S. market for vision-
care products and services sold at opti-
cal retail locations, a jump of 1.5 per-
centage points over the Top 10’s market
share the previous year. In calendar
2006, the VM Top 10 accounted for 22
percent of that year’s estimated $25.9
billion total U.S. vision care business at
optical retail locations.

Luxottica Retail again tops the 2008
VM Top 50 U.S. Optical Retailers list,
for the ninth consecutive year. Luxotti-
ca Retail’s 2007 U.S. optical revenues
are estimated at $2,680 million, includ-
ing sales by its 2,515 company-owned
U.S. optical stores as well as from the
392 franchised Pearle locations and the
11 franchised D.O.C Optics stores it
acquired as part of its February 207 pur-
chase of the D.O.C chain.

Wal-Mart Stores again holds second
place on the VM Top 50 list, and this
year for the first time has the highest
total number of U.S. optical locations.
The retailing giant increased its eye-
wear/eyecare sales to an estimated
$1,335 million in 2007 through its 2,942
company-owned Wal-Mart Vision Cen-
ters and Sam’s Club Optical locations.
Including sales by the 229 Wal-Mart

Vision Centers operated as leased opti-
cal departments by National Vision at
year-end, VM estimates the aggregate
Wal-Mart/Sam’s optical volume for 2007
at $1,476 million.

Luxottica’s acquisition of perennial
VM Top 10 player D.O.C Optics made
room for a new entry into the Top 10
this year, For Eyes Optical. The Flori-
da-based chain appears in ninth position
among the VM Top 10, with estimated
revenues of $94 million generated by
about 140 retail locations; For Eyes held
the number 11 position on the Top 50
U.S. Optical Retailers listing published
in May 2007.

However, SEE/Selective Eyewear
Elements—the all-private-label chain
launched 10 years ago by the Golden
family, former owners of D.O.C—
appears on the VM Top 50 list this year
for the first time as a separate entity (at
number 33), having generated an esti-
mated $16 million in sales through 20
retail locations during 2007. ��
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NEW YORK—Improved technology for measuring vision-care products and services is
providing a broadened view of the total eyecare marketplace.

Using the latest methods of analyzing the complete market, based on an in-depth
study of consumer buying patterns, VisionWatch estimates the overall vision-care
business at optical locations—including optical chains, other chains, independents
with optical locations, leased optical spaces in department stores and mass mer-
chant optical locations—at just under $25.8 billion for calendar 2007. Those sales
include money spent at all optical retail locations on the sale of either spectacle
lenses (regular Rx and Rx sun), frames, contact lenses, sunglasses (plano and Rx),
OTC readers, or revenues earned from refractive surgery or eye examinations. This
number does not include sunglass clips, and reflects the dollars spent only by those
U.S. residents 18 and older; it does not include retail dollars spent by/for those
17 years of age and younger.

VisionWatch, a joint venture of Jobson Optical Group and The Vision Council, is a
continuous consumer study that interviews 100,000 consumers on an annual basis.

The information produced by VisionWatch provides not only a broad view of vision-
related markets, but also fine details on specific areas of the market. ��

VisionWatch Analyzes
Total Vision-Care Market

27.3%
$7,042.2*

Total Market:  $25,759**

Top 50 Share of U.S. 
Vision Care Market

(in millions)

23.5%
$6,046.3*

Total Market:  $25,759**

Top 10 Share of U.S. 
Vision Care Market

(in millions)

Top 50 Retailers’ Sales
Reach $7 Billion Mark 
VM’s exclusive look at how the nation’s largest optical
chains performed in 2007

* VVMM Estimate
** Source: VisionWatch
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Key Players Ranked By
U.S. Sales in Calendar 2007

2007
Rank

2006
Rank Retailer

2007 Sales
($ Millions)

2006 Sales
($ Millions)

2007
Units

2006
Units Comments

1 1 Luxottica Retail $2,680.0* $2,570.0* 2,918 2,841

VM 2007 sales estimate is for U.S. sales including revenues from
392 franchised Pearle Vision stores and 11 franchised D.O.C
Optics units. Luxottica Group reported worldwide revenues for
Luxottica Retail of €3,234M for FY 2007. Luxottica Retail busi-
nesses include LensCrafters (879 U.S. units, 72 units in Cana-
da), Pearle Vision (379 company-owned U.S. units, 98 units in
Canada) and Licensed Brands (805 U.S. Sears Opticals, 81 units
in Canada; 296 Target Opticals; 156 BJ’s Opticals), Sunglass Hut
International (worldwide), OPSM Group (Australasia) plus stores
in Europe, South Africa, China and Hong Kong. Luxottica Retail
operates more than 6,000 optical and sunwear stores worldwide.
Acquired D.O.C Optics (100 units) 2/07; Oakley (11/07). U.S.
optical retail trade names: LensCrafters, Pearle Vision, Sears
Optical, Target Optical, BJ’s Optical, D.O.C Optics.

2 2 Wal-Mart Stores $1,335.0* $1,262.0* 2,942 2,755*

Worldwide optical units: 3,290 (includes 156 vision centers in
Canada, plus 79 vision centers in the U.K., 79 in China, others).
U.S. store count includes 2,472* company-owned Wal-Mart vision
centers and 470* optical departments in Sam’s Clubs. Optical
retail trade names: Wal-Mart Vision Center, Sam’s Club Optical.

3 3 Highmark Vision 
Holding/Retail Group $587.8 $551.9 503 477

Optical retail trade names: EyeMasters, Visionworks, Vision
World, Cambridge Eye Doctors, Hour Eyes, Dr. Bizer’s Vision
World, Dr. Bizer’s Value Vision, Doctor’s ValuVision, Doctor’s
Visionworks, Stein Optical, Eye DrX, Binyon’s, Empire Vision
Centers, Davis Vision Centers, Total Vision Care.

4 4 Costco Wholesale $458.4 $397.0 374 362 Worldwide optical units: 504. Optical retail trade name: Costco
Optical.

5 5 National Vision $405.0* $368.0* 473 465*

Includes 229 units in Wal-Mart, 32 in Fred Meyer, 40 in military
installations, 3 free-standing Vision Center II and 169 America’s
Best Contacts & Eyeglasses. Optical retail trade names: The
Vision Center (Wal-Mart), The Optical Shoppe (Fred Meyer),
National Vision Optical, Vision Center II, America’s Best Contacts
& Eyeglasses.

6 6 Refac Optical Group $185.0* $170.0* 521* 501

Acquired BJ’s Optical leases (156 units) 2/08. Optical retail trade
names: J.C. Penney Optical, Sears Optical, Macy’s Optical,
Boscov’s Optical, The Bay Optical, OptiCare Eye Health & Vision
Centers, others.

7 10 Cohen's Fashion Optical $116.0 $90.0 106 90
Sales include revenues from company-owned and franchised
Cohen’s Fashion Optical stores, plus General Vision Services
stores.

8 8 EyeMart Express $95.0* $93.0* 75* 72* Optical retail trade names: EyeMart Express, Vision 4 Less,
Visionmart Express.

9 11 For Eyes/Insight Optical Mfg. $94.0* $88.0* 140* 140* Optical retail trade name: For Eyes Optical.

10 9 Emerging Vision $90.1 $92.0 158 154 Optical retail trade names: Sterling Optical, Site for Sore Eyes.

11 12 ShopKo Stores $80.0* $78.5* 131 131 Optical retail trade names: ShopKo Eyecare Center, ShopKo
Express Eyecare.

12 16 Luxury Optical Holdings $71.0 $60.0* 46 40

Acquired Palm Beach Eyes (1 unit) 3/08, Au Courant Opticians
(3 units) 4/08. Optical retail trade names: Optica, Scene, Morgen-
thal Frederics Opticians, Davante, Lunettes, Classical Eye, Opti-
ca Elements.

13 13 Texas State Optical $66.8* $66.8 100* 100 All locations independent network affiliates.

14 14 Eyeglass World/Vision Care Holdings $66.5* $64.0* 63 60 Optical retail trade names: Eyeglass World.

15 15 Eyecare Center $66.0 $62.0 52 52 Formerly Optometric Eye Care Centers.

16 17 Doctors Vision Center $56.2 $56.0 56 63 Optical retail trade names: Doctors Vision Center, Tennessee
Vision Associates.

17 18 Nationwide Vision $47.0 $44.2 61 56 Optical retail trade names: Nationwide Vision, Nationwide
Optique, Nationwide Laser & Eye.
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2007
Rank

2006
Rank Retailer 2007 Sales

($ Millions)
2006 Sales
($ Millions)

2007
Units 2006 Units Comments

18 19 Henry Ford Optimeyes $46.2 $43.8 18 18 Optical retail trade names: Henry Ford Optimeyes, Henry
Ford Optimeyes Super Vision Center.

19 23 Clarkson Eyecare $32.8 $27.9 37 27

20 20 Optical Shop of Aspen $30.0* $30.0 21 20
Acquired by Luxottica Group 11/07. Optical retail trade
names: Optical Shop of Aspen, OSA International,
Emporio Optic.

21 21 SVS Vision $28.5* $28.5* 52* 52 Acquired by company management team 3/07.

22 22 Eye Centers of Florida $26.5* $28.0* 14 15

23 28 Crown Optical $24.7 $21.4 26 26

24 27 Rx Optical Laboratories $24.3* $24.0* 43 42 Optical retail trade name: Rx Optical.

25 30 Allegany Optical $21.0 $18.5 23 22 Optical retail trade names: Allegany Optical, National
Optometry.

26 29 Wisconsin Vision $21.0 $20.0 27 26 Optical retail trade names: Wisconsin Vision, Heartland
Vision.

27 34 Eye Care Associates $20.5 $16.5 13 12 Acquired Visual Concepts (1 unit) 1/07.

28 25 United Optical/Spectera $19.5 $25.4 37 54 Optical retail trade name: United Optical.

29 31 Eye Health Vision Centers $18.8* $18.3 5 5

30 32 Co/Op Optical Vision Designs $18.4 $17.7 11 11 Optical retail trade names: Co/op Optical, Vision Designs
by Co/op Optical, Co/op Optical Vision Designs.

31 35 Horizon Eye Care $17.0 $16.4 6 6

32 N Eye Doctor's Optical Outlets $17.0 N 36 N Optical retail trade names: Optical Outlet, Progressive
Optical.

33 N SEE/Selective Eyewear 
Elements $16.0* N 20 N Optical retail trade name: SEE.

34 33 Dr. Tavel Optical Group $15.2* $17.5* 19 22 Optical retail trade names: Dr. Tavel Family Eyecare,
Vision Values.

35 39 Accurate Optical $12.3* $12.4 12 12 Optical retail trade names: Accurate Optical, H. Rubin
Vision Centers.

36 37 The Hour Glass $12.1* $12.8 8 9 Optical retail trade names: The Hour Glass, Eye Savers,
South East Eye Specialist.

37 41 The Eye Gallery $12.0 $11.0 10 10

38 38 The See Center/Group Health $12.0* $12.8* 14 15 Optical retail trade name: The SEE Center.

39 40 Standard Optical $11.5 $11.1 17 17

40 42 Rosin Eyecare $10.0* $10.0* 12 12

41 45 Bard Optical/ J.A.K Enterprises $9.0 $8.5 18 18 Optical retail trade name: Bard Optical.

42 46 Thoma & Sutton Eye Care Pro-
fessionals $8.9 $8.5 20 21

43 44 St. Charles Vision $8.8* $8.5 8 8

44 43 Optical Management Systems $8.6 $8.8 10 10 Optical retail trade names: Riverfront Optical, Optiview
Vision Centers.

45 48 Midwest Vision $8.6 $7.4 18 17 Acquired Vista Eyes (1 unit) 6/07. Optical retail trade
names: Midwest Vision Centers, Taft Optical.

46 47 Europtics $7.8 $7.6 4 4

47 49 Voorthius Opticians $7.6 $7.1 8 8

48 50 Fraser Optical $7.3* $7.0* 6 6

49 N Berris Optical $5.0 N 5 N 

50 N Alvernon Optical $3.5 N 7 N

Totals $7,042.2* $6,600.8* 9,304* 8,884*

Source: VM’s 2008 Top 50 U.S. Optical Retailers
When 2007 U.S. sales are the same for more than one company, the retailer with the fewest 2007 U.S. units is ranked first.
*=VM estimate. N=Not on last year’s list. Note: U.S. sales include Puerto Rico.
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Luxottica Retail
U.S. Optical Sales: $2,680M (est.)
U.S. Optical Units: 2,918 

Luxottica Group’s Luxotti-
ca Retail division, heading
the VM Top 50 Optical
Retailers list for the ninth

consecutive year, operated 2,918 optical
locations in the U.S. at the end of 2007
(that U.S. total includes 392 franchised
Pearle Vision stores). Those U.S. optical
locations generated estimated revenues
of $2,680 million in calendar 2007, up
from $2,570 million estimated for 2006. 

Luxottica’s 2007 retail expansion
kicked off in February of last year with
the acquisition of D.O.C Optics; 100
former D.O.C stores have since been
rebranded as LensCrafters and Pearle
Vision locations. Luxottica chief execu-
tive officer Andrea Guerra has said the
company will continue to expand its
retail base, although “more selectively,”
during 2008. Current plans call for 30
new LensCrafters stores this year as
well as 54 remodelings or relocations. In
addition, Luxottica Retail will open 30
new Target Optical leased vision centers
during 2008.

On the other hand, Luxottica Retail
dropped one of its Licensed Brands
hosts this year with the expiration of its
lease agreement with BJ’s Wholesale;
those 156 BJ’s Optical locations were
taken over by Refac Optical Group.

Wal-Mart
U.S. Optical Sales: $1,335M (est.)
U.S. Optical Units: 2,942

Retailing giant Wal-Mart
Stores opened about 187
more U.S. vision centers
last year, ending 2007 with

an estimated 2,472 company-owned opti-
cal departments in its Wal-Mart Super-
Centers and discount stores, plus about
470 vision centers in its Sam’s Club ware-
house clubs, for a total of 2,942 company-
owned optical locations (making it the
largest U.S. optical retailer in terms of
store count for the first time). Wal-Mart’s
optical revenues reached an estimated
$1,335 million last year, up from 2006’s
estimated $1,262 million volume. 

Now part of Wal-Mart’s health and
wellness segment, the retailing giant’s
optical operations draw more than six
million patients annually, according to
the company. Wal-Mart’s four optical
laboratories manufacture more than five
million pairs of eyeglasses each year,
130,000 pairs per week.

According to Jeff McAllister, senior
vice president of Wal-Mart Optical, the
division’s mission is to provide “afford-
able, quality eye health care and eye-
wear for an unbeatable value.” That
emphasis on eyecare as well as eyewear
is part of Wal-Mart Stores’ overall mes-
sage of delivering health and wellness
programs for consumers, brought to the
fore by John Agwunobi, MD, senior
vice president and president, health and
wellness. Agwunobi says the chain’s cur-
rent goal is to “help people save money
so they can live healthier,” whereas in
the past the “save money” element
tended to be preeminent.

Early this year, Wal-Mart Optical
signed an alliance with 1-800-Contacts
for a new CL program for consumers, set
to launch this fall.

Wal-Mart plans to open about 120
new optical locations during 2008,
according to McAllister.

Highmark Vision
Holding/Retail Group
U.S. Optical Sales: $587.8M
U.S. Optical Units: 503

Highmark Vision Holding’s
retail group retains third
place on the VM Top 50
Optical Retailers list this

year, with combined retail sales from its
Eye Care Centers of America (ECCA)
and Empire Vision chains reaching just
under $588 million in calendar 2007,
generated by 503 optical locations. 

ECCA, which ended 2007 with 411
locations, moved to broaden its market
penetration last year by entering the
Chicago marketplace with its first
Visionworks store there in February
2007; by year-end the chain had 19
locations in metro Chicago. The com-
pany plans to open 25 new stores this
year—10 of them in the Chicago mar-
ketplace—and another 25 optical loca-

tions during 2009.
ECCA also started off this year with

a major change in its executive suite:
David Holmberg, former president of
Cole Licensed Brands, took over as
ECCA’s chief executive officer on Jan.
1. Holmberg succeeded former CEO
David McComas, who retired at the
end of 2007.

Syracuse, N.Y.-based Empire Vision
Centers, owned by Highmark sub-
sidiary Davis Vision since 1995, current-
ly operates 92 retail locations, having
added two more optical stores during
2007.

Costco Wholesale
U.S. Optical Sales: $458.4M
U.S. Optical Units: 374

Costco Wholesale slowed
its optical expansion some-
what during 2007, adding
just 12 new in-store, every-

day-low-price Costco Optical vision
centers last year, which brought its U.S.
optical unit total to 374. (During 2006,
Costco opened 26 warehouse clubs
with optical.) Those new company-
owned optical departments helped the
membership-warehouse chain’s rev-
enues climb to $458.4 million during
calendar 2007, up from $397 million the
previous year.

Costco also continues to operate in
the worldwide optical market, operating
130 optical departments in its stores out-
side the U.S. at the end of 2007, prima-
rily in its warehouse clubs in Canada,
Mexico and the U.K.

Costco’s total worldwide warehouse-
club store count reached 529 locations by
the end of 2007; as of mid-April 2008, the
company had already added another
seven clubs. Costco executives have said
the chain will open 20 to 23 new ware-
house clubs (including relocations of four
or five existing units) during its 2008 fis-
cal year, which closes on Aug. 31, down
from last year’s original projection of 35 to
40 new clubs in FY 2008.

During the past year, Costco Optical
has modernized its two optical labs—
near its Issoquah, Wash., headquarters
and in San Diego—adding new robotic
equipment.

National Vision
U.S. Optical Sales: $405M (est.)
U.S. Optical Units: 473

With a firmly held position
in the everyday-low-price
segment of the optical mar-
ket and an eye toward the

country’s economic woes, National Vision
has been expanding its high-volume
America’s Best Contacts & Eyeglasses
chain, which it acquired from Consolidat-
ed Vision Group in August 2005.

Privately held National Vision operated
169 America’s Best superopticals at year-
end 2007, adding 58 locations since the
acquisition. By the end of last year it also
had leased opticals in 229 Wal-Mart stores
(down from a high of 400 in 2001) and 32
Fred Meyer locations, as well as 40 vision
centers on military bases and three free-
standing Vision Center II stores.

The $88 million America’s Best
acquisition has proved to be a major
move in National Vision president and
chief executive officer Reade Fahs’
strategy to find additional revenue
sources as the leases on the company’s
Wal-Mart and Fred Meyer vision cen-
ters gradually expire. America’s Best
maintains a strong marketing image in
the discount optical market, advertising
two pairs of single-vision eyeglasses plus
an eye examination for $69.95, and
offering consumers membership in its
EyeCare Club—discounts on eye
exams and eyewear.

Refac Optical Group
U.S. Optical Sales: $185M (est.)
U.S. Optical Units: 521 (est.)

With an estimated 521
U.S. optical locations—
most of them leased eye-
wear departments hosted

by various department-store chains—
and estimated revenues of $185 million
for calendar 2007, Refac Optical Group
entered a new market segment this
year, taking over operation of 156 leased
vision centers in BJ’s Wholesale ware-
house clubs. The BJ’s locations, former-
ly operated by Luxottica Retail, gener-
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Top 10 Snapshots
What optical’s largest players plan for 2008

Continued on page 40
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ated an estimated $36 million in rev-
enues last year, and represent Refac’s
first move into the warehouse-club opti-
cal arena, under president and chief
executive officer Dave Pierson.

Lower-than-expected first-quarter
results this year from its major host, J.C.
Penney, may slow Refac’s expansion in
Penney stores during 2008; this year J.C.
Penney plans to open 36 new department
stores, down from 50 opened or relocated
stores during 2007. (Last August J.C. Pen-
ney announced plans to add 250 new
locations between 2007 and 2011, 80 per-
cent to 90 percent of them in its single-
level, off-mail format, in which Refac’s
U.S. Vision operation began opening its
first optical departments last fall.)

The protection of the host environ-
ment gives Refac an advantage over
free-standing optical retailers: its leased
vision centers are cushioned from a U.S.
recession because most of its customers
hold the host stores’ proprietary credit
cards, and can turn to those cards to
make purchases if the credit limits on
their general credits cards, such as Mas-
terCard and Visa, are maxed out.

Cohen’s Fashion 
Optical
U.S. Optical Sales: $116M
U.S. Optical Units: 106

Cohen’s Fashion Optical
jumped three places to
number 7 on the VM Top
50 Optical Retailers list this

year, in large part because operations of
16 General Vision Services (GVS) loca-
tions under the same ownership were
consolidated under the Cohen’s corpo-
rate umbrella during 2007.

As a family-owned company with
aggregate sales of $116 million during
calendar 2007, the 84-year-old Cohen’s
caught the attention of new investors.
On Feb. 29, 2008, Bowling Green, Ky.-
based Houchens Industries acquired the
chain’s franchise division. The purchase
covered 106 Cohen’s stores in the
Northeast and Florida. Of those, the
Cohen family retained 30 franchised
optical locations: 14 Cohen’s Fashion
Optical locations and the 16 GVS stores,
which are being converted to the
Cohen’s Fashion Optical format.

In addition, Cohen’s has already
opened four new stores this year; more
locations are being explored in New
York City and other markets, for a total
of about 10 this year. 

Robert Cohen, OD, president and
chief executive of Cohen’s, continues to
direct and oversee daily operations of
the business, along with Cohen’s Fash-
ion Optical’s current management team. 

EyeMart Express
U.S. Optical Sales: $95M (est.)
U.S. Optical Units: 75 (est.)

Established as a discount
optical retailer in 1990,
EyeMart Express now
operates approximately 75

locations across 16 Southern and Mid-
western states; all its stores have on-site
optical labs and offer one-hour eyeglass
service. In calendar 2007 the chain’s
estimated annual revenues climbed to
$95 million—retaining its eighth-place
position on VM’s annual Top 50 U.S.
Optical Retailers listing. 

Headed by founder Doug Barnes,
OD—who had previously launched the
Vision Express chain, then sold it to

Pearle Vision three years later—18-year-
old EyeMart Express continues to stress
its “everyday low price” philosophy in its
marketing. The chain regularly advertis-
es eyeglass deals such as single-vision
glasses starting at $38.74 per pair, as well
as a free, “no questions asked” warranty
offering free unlimited replacements on
frames for a year after purchase.

For Eyes/Insight 
Optical Mfg.
U.S. Optical Sales: $94M (est.)
U.S. Optical Units: 140 (est.)

Making its first appearance
among the Top 10 eyewear/
eyecare companies on VM’s
Top 50 Optical Retailers list

is the Hialeah, Fla.-based For Eyes Opti-
cal chain, which did an estimated $94
million in optical sales last year through
an estimated 140 retail locations.

A privately held business since 1972,
For Eyes Optical prides itself on being
the first optical company to offer vision
care consumers a high-value single
package price combining frames and
single-vision prescription lenses. Since
its inception, For Eyes has committed
itself to providing everyday low prices to
its customers, according to company
executives, and has continued to posi-
tion itself as a value leader in the indus-
try, offering two pairs of complete eye-
glasses for $99.  

For Eyes has a significant number of
store locations in major market areas on
the East Coast, from Boston to Florida,
and in the Midwest, with a large store
concentration in the greater Chicago
market area. For Eyes also has stores
throughout California and operates a
specialized heath plan in California, For

Eyes Vision Plan, Inc. During 2007, the
chain opened several new locations
using a new store prototype design in
Chicago, Virginia and Massachusetts.
Company executives said For Eyes will
continue to build store density in exist-
ing markets in 2008; they also plan to
explore several expansion opportunities
in new market areas. 

Emerging Vision
U.S. Optical Sales: $90.1M
U.S. Optical Units: 158

With 12 company-
owned stores and 146
franchised locations
generating $90.1 mil-

lion in retail sales during calendar 2007,
Emerging Vision—parent of the Sterling
Optical chain—made a second major
buying-group acquisition last year.

In August 2007, Emerging Vision
acquired Canada’s The Optical Group,
a 525-member Canadian group, for $3.6
million. That acquisition came on the
heels of Emerging Vision’s $2.4 million
acquisition of the 909-member Com-
bine Optical Management buying group
a year earlier. A new marketing cam-
paign launched early in 2007 to attract
potential franchisees also generated new
franchised Sterling Optical stores in
New York, Maryland and California dur-
ing the course of last year. 

In addition, the company saw a
reworking of its top management team
with the exit of Myles Lewis, chief
operating officer, who resigned in July;
at that time, chief marketing officer Sam
Herskowitz took on additional responsi-
bility as president of Emerging Vision’s
franchise division. Christopher Payan
remains as CEO. ��

The VM Top 50 U.S. Optical Retailers report ranks the 50 leading companies in
optical retailing, based on their revenues in calendar 2007.

The VM Top 50 report is based on a survey of all major U.S. optical retailers,
including information reported directly by chains and independent retailers and prac-
titioners, interviews with company executives, published corporate documents and
knowledgeable secondary sources. A detailed questionnaire was sent to more than
150 leading U.S. optical retailers and eyecare practices to obtain this information;
in addition, those retailers and practices were contacted by telephone to follow up
on the questionnaire.

In cases where corporate policy prevented companies from reporting retail volume
or other information, various methods were used to reach accurate estimates for
them. The history of each business was carefully analyzed, and the most knowl-
edgeable and relevant secondary sources consulted. Averages pertinent to the geo-
graphic and market situations of each retailer or practice were also developed to fit
its store or office types in producing these estimates.

U.S. sales figures for the VM Top 50 include revenues from both company-owned
and franchised locations (if applicable), managed-vision-care revenues and shares of

doctors’ or laser-surgery fees. In short, U.S. sales represent all money a company
derives from optical products and services in the U.S. and Puerto Rico. It is also
important to keep in mind that sales volumes given on the VM Top 50 list reflect
annual net sales, which may differ widely from retailers’ comparable-store sales for
the same year. The Top 50 Optical Retailers list published in this issue may also
show a different aggregate sales total for 2006 from that published last year, since
players on the list often change from year to year.

If two companies have reported or been estimated the same sales for the year,
the one with the smaller number of locations is ranked higher, reflecting its higher
sales per unit.

In cases where one retailer acquired another during 2007, the acquired company is
listed separately if the acquisition took place during the fourth quarter, since sales
earlier in the year are not attributable to the acquiring firm. When an acquisition took
place before the fourth quarter, the acquired retailer’s sales are combined with those
of the acquiring company. —Cathy Ciccolella, Senior Editor

Jennifer Zupnick, Senior Research Analyst
Beth Briggs, Research Analyst

Top 50 Optical Retailers Methodology

Continued from page 38
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NEW YORK—With discretionary
spending tight for many U.S. consumers
during much of 2007, the nation’s lag-
ging economy may have helped the
seven largest U.S. mass merchants and
warehouse clubs with in-store optical
departments increase their eyewear/eye-
care revenues again last year. These
everyday-low-price optical retail players
may have been helped by economic
pressures that are increasingly causing
consumers to look for lower-cost alterna-
tives for their discretionary purchases.

Whatever the reason, during calendar
2007 these national and regional retail
players increased their U.S. optical rev-
enues by an estimated combined total
of about $135.5 million. Their overall
unit count grew last year as well,
despite a reduction in leased-optical-
departments inside Wal-Mart stores
operated by National Vision, as that
company’s lease agreements with Wal-
Mart continue to expire. 

Overall, this group of mass merchants
and warehouse clubs generated com-
bined optical revenues that totaled an
estimated $2,116.5 million for calendar
2007, nearly 7 percent over their esti-
mated $1,981 million in optical sales and
services in 2006 (and a slightly lower
growth rate than the prior year’s 8 per-

cent increase over 2005). That aggregate
2007 volume took these giant retailers’
share of the total VM Top 50 U.S. Opti-
cal Retailers’ combined sales volume to
30 percent, versus a 29.2 percent share
of the Top 50 total in the prior year.

During 2007, these powerful retail
players together added an estimated 222
more optical locations—a slightly small-
er unit increase than in
2006—moving their
combined year-end
count above the 4,000-
unit mark for the first
time, for a combined
estimated total of 4,160
in-store vision centers.

As usual, retailing
giant Wal-Mart showed
the strongest growth in new store loca-
tions, adding an estimated 172 new com-
pany-owned vision centers in its super-
centers and discount stores during 2007;
Wal-Mart also expanded its Sam’s Club
optical departments by about 15 locations
last year. 

Wal-Mart’s growth in optical—as well
as its overall store growth—slowed a bit
during 2007, however; during its latest
fiscal year, which ended Jan. 31, Wal-
Mart opened 191 supercenters (includ-
ing 109 conversions or renovations of

traditional discount stores into super-
centers), seven discount stores and 12
Sam’s Clubs in the U.S.; in the previous
year, the company added 279 U.S.
supercenters, 15 discount stores and 15
Sam’s locations.

Costco also has continued steady
growth in sales and vision-center count,
adding 12 more U.S. optical locations

during 2007; the warehouse-club opera-
tor has already opened three new units
since mid-January, and expects to add
14 to 15 more by the time its current fis-
cal year closes at the end of August,
according to company executives.

Aided by financing from owner Sun
Capital Partners, Shopko Stores is look-
ing to expand this year as well. The
company has already opened one new
location in late March, using a new store
prototype that puts the optical depart-
ment right up front; two others are

scheduled to open during the rest of this
year, as well as three more locations in
the Shopko Express Rx format, one of
those with optical.

One major shakeup in the mass mer-
chant/warehouse club segment of opti-
cal retailing came in March when Refac
Optical Group’s U.S. Vision chain,
which specializes in leased optical
departments in department stores, took
over the operation of the leased vision
centers in BJ’s Wholesale clubs from
Luxottica Retail. 

Luxottica executives had announced
a month earlier that the company would
allow its license agreement with BJ’s
Wholesale clubs to lapse. (Luxottica had
inherited the BJ’s Wholesale lease
agreement when it acquired Cole Vision
and Cole’s Licensed Brands operation
in late 2004.)

Luxottica retains its licensing agree-
ments with Target Stores, however, and
continues to expand that business as Tar-
get adds more Super Target locations.

Luxottica Retail opened 50 new Tar-
get Optical locations during calendar
2007; by the end of the first quarter of
2008, its Licensed Brands operation had
already added another eight leased opti-
cal departments within Target stores.

—Cathy Ciccolella

Rank Rank Mass Merchant 2007 Retail Sales 2007 Class (Operator) 2006 Retail Sales 2006
07 06 (Operator) ($ in millions) Units ($ in millions) Units

11 11 WWaall--MMaarrtt 11,,335566** 22,,770011** MMMM WWaall--MMaarrtt 11,,229944** 22,,554400**
Wal-Mart Corp. 1,215* 2,472* Wal-Mart Corp. 1,146* 2,300*
National Vision 141* 229** National Vision 148* 240*

22 22 CCoossttccoo WWhhoolleessaallee 445588..44** 337744** WWCC CCoossttccoo WWhhoolleessaallee 339977** 336622**

33 33 SSaamm’’ss CClluubb 112200** 447700** WWCC SSaamm’’ss CClluubb 111166** 445555**
Wal-Mart Corp. Wal-Mart Corp. 

44 44 SShhooppKKoo SSttoorreess 8800** 113311** MMMM SShhooppKKoo SSttoorreess 7788..55** 113311**

55 55 TTaarrggeett//SSuuppeerr TTaarrggeett 5566..44** 229966** MMMM TTaarrggeett//SSuuppeerr TTaarrggeett 5500** 226644**
Luxottica Retail Luxottica Retail

66 66 BBJJ’’ss WWhhoolleessaallee 3366** 115566** WWCC BBJJ’’ss WWhhoolleessaallee 3355..55** 115533**
Luxottica Retail Luxottica Retail

77 77 FFrreedd MMeeyyeerr 99..77** 3322** MMMM FFrreedd MMeeyyeerr 1100** 3333**
National Vision National Vision

TToottaallss $$22,,111166..55** 44,,116600** $$11,,998811** 33,,993388**
Source: VM’s 2008 Top 50 Optical Retailers
*=VM estimate
MM=Mass merchant
WC=Warehouse club

Lagging Economy Gives Sales Boost 
To Mass Merchants, Warehouse Clubs

These everyday-low-price retail
players may have been helped by

economic pressures that are
increasingly causing consumers

to look for lower-cost alternatives
for their discretionary purchases.

Leading Mass Merchants with Optical Departments
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By Cathy Ciccolella
Senior Editor

AMELIA ISLAND, Fla.—
The National Association of
Vision Care Plans (NAVCP)
hosted a record attendance
of 99 at its annual meeting
here last month. During the
meeting, the group elected
new officers and directors,
discussed the ongoing issue
of developing a consistent
industry message encourag-
ing consumers to get regu-
lar eyecare and heard a key
player in the profession of
optometry discuss ODs’ view of man-
aged vision care. 

The association continues to add new
members and increase its visibility both
inside and outside the eyecare/eyewear
industry, according to Steve Ingram, the
NAVCP’s executive director since its

founding. The group has picked up six
new members since last year’s confer-
ence, Ingram said: Always Care Benefits,
MESVision, Co/Op Optical Designs, For
Eyes, Kaiser Permanante and the Amer-
ican Optometric Association.

NAVCP Elects New Officers,
Sets Priorities for Year Ahead

SACRAMENTO, Calif.—VSP is making its first major move into dental care through a
new Dental & Vision Savings Plan, administered by Careington International. The new
plan, available to individuals and families, provides discounts on dental and vision
care as well as the option to pay on a monthly basis. 

“The Dental & Vision Savings Plan is a great way for individuals and their families
to receive high-quality dental and vision care at an affordable cost,” said Rob Lynch,
VSP’s president and chief executive officer. Lynch said the plan can aid “consumers
who might have otherwise thought dental and vision care was not a possibility for
them and their families.” 

Consumers who enroll in the new program can save 20 percent to 50 percent on
dental services and 15 percent to 35 percent on eye exams and materials, according
to VSP. Dental services include general cleanings, fillings and crowns; vision cover-
age offers eye exams, eyeglasses, contact lens fitting and evaluation, laser vision
correction and more. 

Enrollees also have the opportunity to join the Savings Plus Plan for $2 more per
month, featuring discounts on prescription drugs, chiropractic and alternative care,
hearing care and aids, access to a 24-hour nurse hotline and long-term care. 

Members of the plan are eligible to apply for a Dental & Vision Savings Plan cred-
it card to manage healthcare-related expenses.

Said Barbara Williams, president and CEO of Careington, “This plan will allow us to
better bridge the supplemental healthcare benefit gap, and help reduce the financial
burden placed on consumers to provide dental and vision care to their families.”

The Dental & Vision Savings Plan is now available nationwide, except in Califor-
nia, Florida, Illinois, Montana, New Hampshire, Vermont, Guam and Puerto Rico. ��

VSP Diversifies Into Dental 
Via Plan With Careington Int’l

AOA president-elect Peter Kehoe, OD (c), checks out a membership
plaque presented to him by the NAVCP’s outgoing president, Rick
Corbett, and incoming president, Liz DiGiandomenico.

Continued on page 46

MANAGED VISION NEWS

We listened when one of the optical
industry’s leading retailers told us 
that the right lighting can be the 
difference between making a sale 
and losing one. Our lighting engineers
heard the message and created 
a variety of lighting fixtures that will
make a huge difference in your store.

These remarkable new lights show 
off frames perfectly -- without harsh 
glare and shadows -- and let customers
see themselves beautifully.  We call
them Vision390. You’ll call them a 
prescription for increased sales.

Vision390 fixtures ---

• Avoid hot spots and 
unwanted shadows

• Virtually do away with glare

• Are “green” with dramatic 
energy savings 

• Reduce your electric bills (they 
pretty  much pay for themselves)

• Produce minimal heat

Best of all, they’re made to meet 
the strictest standards in the US.
They’re clearly the right choice.

© 2008 Eco-Lite Products LLC        Assembled in the USA

800.345.9652 • eco-liteproducts.com
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“These lights are anasset to any optical retailer.
Our merchandisenever looked better.”

Bob Cohen, President, Cohen’s Fashion Optical

TRY A LIGHT WITH 
NO OBLIGATION.

Yes, we’ll send you a light 
to use for one month. If 

you’re not thrilled with it, 
you can send it back and 

receive a full refund.

FREE 
STORE ANALYSIS. 

Send us your floor plan 
and our lighting consultants 
will create a personalized 

recommendation for 
your store.

vision
390
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46 EXAM LANES

Newly elected NAVCP president is Liz
DiGiandomenico, senior vice president
and general manager of EyeMed Vision
Care; she succeeds former president Rick
Corbett, chief executive officer and presi-
dent of Superior Vision Services, who is
now the association’s VP of marketing. 

Named first VP was Steve Brewer,
senior VP, network development and
strategic partners, for OptumHealth
Vision. Re-elected as the NAVCP’s sec-
retary-treasurer was Jason Harrold, presi-
dent of OptiCare Health Systems. 

Three new directors were named to
the NAVCP board: Richard Sanchez,
president and CEO of Advantica Eye-
Care, is now VP-legislative affairs; Aspa-
sia Shappet, CEO of MESVision, was
elected VP-provider relations; and Pat
Huot, business manager, managed vision
care, for Transitions Optical, is now the
NAVCP’s VP-membership.

Looking ahead, DiGiandomenico said
priorities for the association include con-
tinuing to work to influence public poli-
cy on eye health and vision issues, and
recognition of the growing issue of vision
wellness as related to overall health. 

“When our clients talk about disease
management and eye health, we’re tak-
ing it to the next level,” she said. “Health
carriers today want to integrate vision
with their health management systems.”

The meeting included a look by Peter
Kehoe, OD, president-elect of the Amer-
ican Optometric Association (AOA), at
the challenges facing optometry in the

coming years. The AOA recently joined
the NAVCP as an allied member.

Noting that 63 percent of the nation’s
ODs are AOA members, Kehoe said the
profession’s goal is to “improve the overall
health of our society.” Like the NAVCP’s
members, AOA members are focusing on
wellness and prevention, he noted: “We’re
leaving the ‘fix-it’ mode, and are now into
a public health and wellness mode.”

Kehoe said some ODs are still uncer-
tain of the value managed vision brings to
their practices, citing a survey indicating
that 67.3 percent of ODs felt managed
vision increased patient traffic in their
practices, while just 38.3 percent said it
increased the practice’s net income.

As the Baby Boomers age and
demand for eyecare increases, “doctors
will become very selective about their
plan participation,” Kehoe declared.
“And optometrists will expect to earn a
living from any plan.”

The question of the eyecare industry,
including the NAVCP’s members, devel-
oping a unified message to encourage
consumers toward regular eyecare came
up several times during the meeting,
with some disagreement about what
“regular” care entails. Noted Ed
Greene, chief executive officer of The
Vision Council, “We need to find some
industry statement we can all buy into,
including the professions.”

Next year’s NAVCP meeting has
been scheduled for April 15 to 17, 2009,
at the Omni La Mansion del Rio in San
Antonio. ��

J&J VISION CARE SCHEDULES THIRD CEO PROGRAM
JACKSONVILLE, Fla.—Johnson & Johnson (J&J) Vision Care has scheduled its third
Chief Executive Optometrist (CEO) program for Dec. 11 to 14. The CEO classes
will be held at The Wharton School, University of Pennsylvania in Philadelphia.

J&J’s first two CEO programs were held in June 2007 and January 2008.
Chief Executive Optometrist, an exclusive program from the Wharton School and

J&J’s Vision Care Institute, is designed to offer ODs the business skills necessary
to maximize their practices’ earning potential and take those practices to higher
levels of success. The curriculum combines business strategies and tactics from
Wharton professors with case studies and best practices from both Fortune 500
companies and eyecare industry experts.

Tuition for the program is $3,500, including lodging and meals. Registration
information is available at (800) 255-3932, or online at http://executiveeduca-
tion.wharton.upenn.edu (go to Open Enrollment, HealthCare).

AAO, ICO COLLABORATE ON GLOBAL EDUCATION
SAN FRANCISCO—The American Academy of Ophthalmology (AAO) and the Inter-

national Council of Ophthalmology (ICO) are collaborating on efforts to enhance
training and continuing education of ophthalmologists in developing countries.

Beginning this month, the AAO and the ICO will send the 2008 edition of the AAO’s
Basic and Clinical Science Course to 200 ophthalmology residency training programs
in 61 countries, at no cost to the programs. The 13-volume course is a core educa-
tional component for residents, covering all aspects of ophthalmology. ��

EYECARE NEWS

Continued from page 43
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By Deirdre Carroll
Senior Editor

DALLAS—A&A Optical intro-
duces the Cruz Rimless line for
men. “Cruz was conceived to
provide today’s men redefined
style while combining comfortable
fit and wearable fashion,” said Rodney
Hayes, executive vice president of A&A

Optical. “The seam-
less look of the three-piece

mount is a must for many execu-
tives and the shapes we have outfitted
our collection with are boardroom dead
on. As an added feature, each temple has
a highlight stripe of a tasteful comple-
mentary color. This grouping is the per-
fect addition for Cruz as it continues to

develop into the collection
for your male patients.”

The Cruz line is
designed to capture the

spirit and complement the
personal style of the sophisticated, fash-
ion conscious man, by encompassing a
unique mixture of colors, coatings,
materials and shapes which connect
with today’s modern man. 

The Rimless collection offers a new,
minimalist approach to eyewear styling,
an approach that offers the wearer less
weight with more style, comfort and fit.
The new three-piece mount styles,

which will be
marketed as
a kit, feature four unique lens shape
options with sleek, lightweight pure tita-
nium temples. 

The color palette includes rich, wear-
able colors like black, brown, gold and
gun to create a variety of options for both
work and leisure. 

Merchandising materials include a
Cruz logo plaque, 12-piece display and
counter card, as well as Cruz ad slicks
which are also available. The Cruz Rim-
less Eyewear collection for men is priced
to the dispenser at $59.95. ��
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LOUISVILLE, Ky.—The Kenmark Group has introduced eight new ophthalmic and
three new sun styles into Dana Buchman Vision.  

Each design captures the designer’s timeless sense of style with details translated
from her clothing line and offers modern shapes with decorative embellishments for
the fashionable woman who likes to look and feel feminine everyday. The frames fea-
ture signature details and luxurious accents with several being progressive friendly.  

Highlights of the new optical styles include the Florence, a modern shape fea-
turing zyl overlay at the top brow and Swarovski crystals on the temples; the Ava, an
almond shaped frame with a flat titanium front and thin temples; and the Hazel, a
zyl frame front paired with a decorative diamond endpiece.

Sun standouts include the Carmel, an oversized wrap adorned with a decorative
metal plaque and Swarovski crystals and the Seaside, a beautiful shaped zyl featur-
ing a decorative metal jewelry-inspired linked trim on the temple.

All frames come with a 3-year warranty, cleaning cloth and a custom designed
eyewear or sunwear case. The ophthalmic styles are priced to the dispenser
between $72 and $82 and the sunwear between $70 and $74. ��

SECOND LOOK

Kenmark Adds New Designs to
the Dana Buchman Vision Line

The Carmel sun frame (left) and the Florence optical frame (right) from Dana Buchman Vision
and The Kenmark Group. 

A&A Optical Launches Cruz Rimless 
“The seamless look of the three-piece mount is a must
for many executives and the shapes we have outfitted

our collection with are boardroom dead on. This group-
ing is the perfect addition for Cruz as it continues to

develop into the collection for your male patients.”
—Rodney Hayes, A&A Optical

The Cruz I-305 in
gun (left) and the
Cruz I-405 in brown
(right) from the new
Cruz Rimless collec-
tion from A&A Optical. 

Vision.
Doyouhave it?

Phone: 503.231.6606 Fax: 503.231.4943
6805 SE Milwaukie Ave. Portland, OR 97202
www.thedvi.com

Let the Combobulator manage your workflow.

Directing Rxs to the proper location in your lab or even to outsourced
manufacturing is key to minimal handling and optimum service.That’s why
the Optical Laboratories Association (OLA) awarded DVI’s Combobulator
an Award of Excellence and why our VISION software is the choice of
successful labs everywhere. Contact us today for details.
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By Deirdre Carroll
Senior Editor

PARSIPPANY, N.J.—
Sàfilo USA has launched
the Juicy Girls oph-
thalmic collection.  

“We are extremely
excited to be offering
our optical customers yet
another option in chil-
dren’s eyewear with the
new Juicy Girls collec-
tion,” said Dick Russo,
executive vice president
of Sàfilo USA. “Follow-

ing the success of the Juicy Couture
women’s sunglass and eyewear collec-
tions, as well as the Juicy Men’s collec-
tion, the Juicy Girls line was the next
step in expanding the Juicy brand.” 

The Juicy brand, which is extremely
popular among women of all ages, felt it
was important to round out the eyewear
collection to make it available to young
girls as well as the older Juicy customer,
according to a statement from Sàfilo. 

Silhouettes include a wearable soft
rectangular shape, as well as some modi-

fied oval shapes, which were scaled
down from the best selling shapes from
the Juicy Couture women’s eyewear col-
lection. The Juicy Girls collection offers
four styles for girls aged 7 to13 and fea-
tures two plastic styles, the Julie and See
You, and two plastic/metal combination
styles, the Sunshine and Too Cool. 

Detailing on the frames includes glitz
and embellishments inspired by Juicy
Couture jewelry and apparel. Iconic
Juicy Couture symbols, like hearts and
cherries from the charm bracelets adorn
the temples of two styles, while the
Juicy rainbow from the girls T-shirt col-
lection and Juicy crown logo are featured
on the other two styles. Fun colors are
inspired by the Juicy Couture Spring
2008 palette, and include lavender, pink,
khaki, brown, light brown, khaki aqua
and olive crystal.  

This Juicy Girls collection from Sàfilo
USA is priced to the dispenser at $55. ��
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PORT WASHINGTON, N.Y.—Luxottica introduces new Ray-Ban RX styles featuring
titanium and memory metal. 

The new Ray-Ban RX additions mark the continued evolution of the Ray-Ban oph-
thalmic line. The collection now has nine new styles designed specifically with the
U.S. consumer in mind. A good number of progressive-friendly designs and extend-
ed endpieces make this line perfect for the American buyer. The new styles contin-
ue Ray-Ban’s reputation for quality, technology and craftsmanship by adding hypoal-
lergenic titanium and memory metal styles. 

Standouts of the collection include the RX 8613, a sleek full-rim rectangular
shape crafted in flat titanium metal and zyl; the RX7501, a trendy women’s style
with a bowtie shape and open lightweight wishbone temple design; and RX7503,
a simple rectangular men’s frame with sleek flat temples.

These new style in the Ray-Ban RX line
from Luxottica are priced to
the dispenser between
$49.95 and $91.95. ��

SECOND LOOK

Ray-Ban RX Releases Titanium
and Memory Metal Styles

Memory metal
styles, RX07501 for
women (top) and
the RX07503 for
men (bottom) from
the Ray-Ban RX col-
lection by Luxottica. 

Sàfilo Bows Juicy Girls Ophthalmic Line

The See You (top) and
Too Cool (bottom) frames
from the new Juicy Girls
ophthalmic collection
from Sàfilo USA.

“Following the success of the Juicy
Couture women’s sunglass and eyewear

collections, as well as the Juicy
Men’s collection, the Juicy Girls

line was the next step in
expanding the Juicy brand.”

—Dick Russo, Sàfilo USA

Vision.
Doyouhave it?

It’ll bring your job routing into focus.

Phone: 503.231.6606 Fax: 503.231.4943
6805 SE Milwaukie Ave. Portland, OR 97202
www.thedvi.com

Whether you process 100 or 10,000 Rxs a day, efficient automated job routing
can mean a stronger bottom line. VISION software from DVI is the choice of
successful labs who want state-of-the-art Rx processing with fast WIP inquiry,
perpetual inventory and much more.Contact us today for details. Have you seen VM WebTV today?

www.                     .com
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NEW YORK—Shamir Insight is
expanding its Autograph line of
progressive lenses with new
enhancements that create a more
personalized viewing experience
for wearers. Last month at Interna-
tional Vision Expo East, Shamir
executives unveiled the Autograph
line extensions, which consist of
five new lifestyle designs plus two
new technologies.

“Groundbreaking is the one word
that we can use to describe the
exciting new updates to Autograph,”
said Raanan Naftalovich, CEO.
“The research and development
team in Israel has been working
hard to perfect the Autograph line to
ensure wearers receive the most precise,
personalized lens, made to fit their frames
and how they wear their glasses.”

Naftalovich said the Shamir Auto-
graph lens itself has been updated with
a variable lens design for minimum fit-
ting heights starting from 1mm and up.
The new line extensions are Autograph

Attitude, which provides patients with a
premium wrap progressive with optimal
zone widths and clear, distortion-free
viewing; Autograph Office, a personal-
ized occupational lens; Autograph Single
Vision, which allows single-vision
patients to experience personalization in
a fully aspheric back-surfaced lens; Auto-

graph Single Vision Attitude,
which provides a customized
lens for wrap frames, without the
distortion found in many pro-
gressive wrap lenses.

Shamir also introduced
As-Worn Technology,
which fine-tunes a
patient’s Rx by calculat-
ing vertex distance—the
distance between the lens
and the eye; pantoscopic
tilt—the angle at which
the frame sits on the patients
face; and panoramic angle—the
angle of the frame itself. Submit-
ting these three measurements
along with the patient’s Rx

allows Shamir’s Prescriptor software to
adjust the prescribed Rx to better suit
the patient as he or she wears the frame.

Shamir’s second new technology,
FreeFrame Technology, takes into
account the patient’s frame choice,
adjusting the design of the lens by
dynamically increasing or decreasing the

corridor length to match the frame and
fitting height. Also, by moving the read-
ing zone to the exact location in relation
to the patient’s selected frame,
FreeFrame Technology ensures each

patient receives wide reading areas with
full add for any frame shape or structure.

Shamir also introduced Shamir DLT
(Direct Lens Technology), a new line of
semi-finished, aspheric/atoric back-sur-
faced progressives. According to Naf-
talovich, Shamir will offer the DLT line
as an alternative to bridge the gap
between its standard semi-finished and
Autograph lines. The DLT line consists
of Shamir CreationDLT, Shamir Pic-
coloDLT, Shamir AttitudeDLT and
Shamir OfficeDLT. ��

LAUNCHES

We Solve the Puzzle!

TAKE
ADVANTAGE

OF OUR FREE
CONSULTATION!

Before you spend another dime on your web site, e-business initiative, or Internet marketing strategy, contact Jobson Internet Solutions. 
JIS, a division of Jobson Medical Information, has designed, developed, hosted and maintained many of the leading web and e-commerce 
properties in eye care. 

Don’t fall into the trap of building a website with someone who doesn’t understand your business operations 
or your customers’ online behavior.

Why JIS? Because we understand the unique needs of your business and your customers’ Internet habits.

Leverage our industry insight and technology experience.  

We deliver:

•  High-value, cost-effective, cutting-edge websites 
•  Best of breed online marketing and e-business strategies 
•  Customized e-commerce solutions designed to add value to your business

Contact JIS today to solve your e-business puzzle.  At JIS, we don’t simply provide services; we produce 
successful measurable outcomes.  

Visit us online at www.jis.jobson.com

or call Joe Savarese or Hunter Noell today
for a free consultation: 203-557-0839

P U Z Z L E D
BY THE E-BUSINESS 
MARKETPLACE?

Shamir Enhances Personalized PAL Line

“Groundbreaking is the one
word that we can use to

describe the exciting new
updates to Autograph.”

—Raanan Naftalovich, Shamir
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LONG ISLAND CITY, N.Y.—Zyloware has released a new eyewear collection for
women, Gloria by Gloria Vanderbilt.

Zyloware first partnered with Gloria Vanderbilt in 1976 to release the first American
designer eyewear brand. Today, the Gloria Vanderbilt Eyewear collection remains a suc-
cessful brand for Zyloware and is the longest-running eyewear license worldwide.  

The Gloria by Gloria Vanderbilt collection is designed for the woman who faces
the everyday challenge of balancing work and family. She knows the current fashion
trends, but keeps her wardrobe and accessories timeless and within budget. 

The line is inspired by the famed designer and embodies the virtues of the pop-
ular women’s brand. The frames are designed for women 25- to 45-years old who
require impeccable styling and quality at a sensible price. The direction is a versa-
tile, comfortable fit via metal, plastic, and semi-rimless styles with a balance of
both fashionable and enduring elements.

The line comes with a new tagline, “See Life in New Ways,” and is priced to the
dispenser at $34.95. ��

SECOND LOOK

Zyloware Corp. Unveils Gloria 
by Gloria Vanderbilt Collection

MARIETTA, Ga.—The
McGee Group intro-
duces the “Pure Fun”
grouping to the Vera
Bradley optical collec-
tion, offering fun and
fashionable frames for
the young at heart.  

The VB-3025 is a full
rim handmade acetate
frame with a modified
oval eyeshape. The
style features designs
inspired from the Vera
Bradley Daisy Daisy
pattern with epoxy filled metal accents on the outside of both temples and is
offered in two colors, purple and amber with the Daisy Daisy pattern.

The VB-3026 is a semi-rimless metal frame with handmade acetate temple tips
and features a tri-oval eyeshape with integrated spring hinges and adjustable nose
pads. The temples are accented with a foil transfer application of the Vera Bradley
Yellow Bird and Pinwheel Pink patterns, which also appear on the handmade
acetate temple tips. This frame has a laser etched Vera Bradley logo on both out-
side temple tips and the Pinwheel Pink pattern features a pink Breast Cancer Foun-
dation ribbon.The Vera Bradley Pure Fun grouping from The McGee Group is priced
to the dispenser at $59.95 and comes with coordinating Vera Bradley cases.
Accounts who purchase both styles will receive a free Vera Bradley jewelry case in
a Spring 2008 pattern. ��

SECOND LOOK

McGee Group Adds ‘Pure Fun’ 
to Vera Bradley Collection

The Vera Bradley VB-3026 frame in the Pinwheel Pink pattern with
matching case from McGee. 

The GG 4002 in burgundy
(top) and the GG 4004 in
claret (bottom) part of the
new Gloria by Gloria
Vanderbilt collection from
Zyloware. 
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LifeRx™, Tegra®, Continua®, Outlook®, Illumina® and SunRx® are trademarks or registered trademarks of
Vision-Ease Lens. The Coppertone logo and the Coppertone Girl and Dog Device are trademarks of Schering-
Plough HealthCare Products, Inc. used by Vision-Ease Lens under license. ©2008 Schering-Plough HealthCare
Products, Inc.  All Rights Reserved. ©2008 Vision-Ease Lens. All Rights Reserved.

Protect Your EyesProtect Your Eyes with America’s Most Trusted Suncare Brand

VISION-EASE LENS
PRODUCT FAMILY
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INDEPENDENT. IT’S WHY WE CARE.

SUN PROTECTION FOR YOUR EYES.
INNOVATION AND PROTECTION
A leading American polycarbonate lens manufacturer unites with America’s #1 suncare brand to deliver

a lens that satisfi es increasing demand for greater sun protection. Coppertone polarized lenses protect

beyond UVA and UVB light — guarding against harmful high energy visible (HEV) light. Coppertone

polarized lenses help protect the delicate skin around the eyes against the UV rays. Exposure to UV rays

may contribute to premature skin aging caused by sunlight. Coppertone polarized lenses provide added

protection against UV and HEV light which may contribute to the development of common sunlight

related maladies such as cataracts and macular degeneration.

QUALITY AND LEADERSHIP
Vision-Ease Lens follows the highest optical standards in the lens industry. All lenses are manufactured

under strict ISO 9000 guidelines and inspected to an industry-leading 2.0 AOQL quality standard for

greater processing efficiencies for our customers. With 47 lens technology patents and over 75 years

of proprietary technology, Vision-Ease Lens is the leading American manufacturer of premium quality

polycarbonate and polarized lenses.

Make sure your patients are getting the best lenses on the market and you are getting the best support

for your business. Choose Vision-Ease Lens — the innovation leader.

www.vision-ease.com   |   1.800.328.3449

CASH REWARDS:Win up to $20.00 instantly for every pair ofCoppertone polarized lenses you sell.

MONTHLY PRIZES:
Your chance at a Yamaha Waverunner, SunfishSailboat or a Kayak Package for two.

GRAND PRIZE:
Vacation for four to the Atlantis Resort onParadise Island ($10,000 value).

For details, registration and official rules contactyour Vision-Ease sales representative or log ontowww.vision-ease.com
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SOMERVILLE, N.J.—Viva International Group introduces “Lap of Luxury,” a new opti-
cal group from Gant Eyewear for men and “Majestic Splendor,” the latest optical

duo for women.  
The men’s group is inspired by some of Man-

hattan’s most famed hotels known for their
unsurpassed architecture and attention to
detail. The G Lowell features a flat metal rectan-
gle front that complements handcrafted acetate
temples which feature masculine metal treat-
ments on the endpiece. The G Newton is simi-
lar to the G Lowell but with a semi-rimless flat
metal front.

The women’s grouping features structured
details coupled with an elegant profile and hand-
made acetate temples accented with a vivid dis-
play of marbleized colors. The GW Alise features
a semi-rimless flat metal, modified rectangle
front that blends with metal endpieces. The GW
Trude features a full-rimmed metal front design
with a wider and straighter rectangle front profile. 

A new assortment of POP materials is avail-
able to complement these new released from Gant and Viva International and the
styles are priced to the dispenser between $59.95 and $62.95. ��

SECOND LOOK

Viva Releases New Gant Styles
for Both Men and Women

NEW YORK—Modo has added seven new styles
to their Sun collection for Spring/Summer 2008.

Modo’s original concept of matching a sophisti-
cated frame with highly-engineered lenses remains
in these new, chic designs. All of the frames are
hand-crafted in Japan and feature innovative
details, like the incorporated, almost invisible
spring hinge on the temples. The lenses feature
Modo’s exclusive M-DO technology, developed in
Japan, on CR39 lenses, which are available in gra-
dient or polarized with a multi-layered hand lami-
nation process to make them clear, lightweight
and impact resistant. 

Ranging in names from Alberto to Monica to
Giada, the Modo Sun collection is named after Italian actors from Cinecitta, Italy's
Hollywood of the 50s, further emphasizing the timeless feel of the frames, as well
as Modo's Italian heritage. The new styles include the Valentina, an oversized,
glamorous acetate that features deep, textured colors and gradient lenses, bringing
a markedly retro feeling, which is also revisited by the flat fronts of Guido and
Ginevra. The Alfredo is an acetate that adds a modern twist to a classic, timeless
design.

The new styles in the Modo Sun collection are priced to the dispenser between
$110 and $138. ��

SECOND LOOK

Modo Bows Sun Collection for
Spring/Summer ‘08

The Camilla in red (top) and the
Valentina in black (bottom) from
Modo’s Spring/Summer ‘08 Sun
collection.

The G Lowell for men (top) and the G
Alise and G Trude for women (below)
from Gant Eyewear and the Viva
International Group.

From Instant Access!
Whether you are on the road or right at home, the only twice-weekly electronic newsletter for the 
optical industry is now delivered right to the palm of your hands! VMail Extra’s PDA friendly format
gives you portable access to the optical industry so you can stay connected!

Same great features, more portable than ever!

• Delivered to your inbox twice weekly – Monday and Thursday.

• Reports up-to-the minute news in the optical industry.

• Reports breaking news as it happens.

• Financial news from OptiStock.

• Reports on Who, What, Where, When and Why.

• Full access to current archived articles, web-only features, 
continuing education, classifieds, the new WebTV and much 
more on VisionMonday.com.

You’ll receive more than 104
issues…that’s less than 83¢ per 
edition ($85.95 per year) for all
the news you need to stay well-

informed about the optical industry.
Do not be left out! Other optical
professionals are now receiving
VMail Extra and so should you!

To subscribe to VMail Extra, go to www.visionmonday.com 
For additional subscription information, email: vm-info@jobson.com.  Contact us for bulk subscription rates.

per 
edition83¢
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Get in the “O” Zone today. Call Us Today for Your Patient’s Bifocal Needs. 
Three Rivers Optical  •  800.756.2020  •  www.threeriversoptical.com

If you’re looking for quality lens options for your patients with 
bifocal needs, step into Three Rivers Optical’s “O” Zone. Our “Free”
Lens Series offers one-of-a-kind bifocal designs that fill a void in the 
optical industry. With our unique, patented “Round Seg” technology,
your patients will experience the best in bifocal lenses.

TR O Seg – Is a patented lens design created to fill a void in the optical
industry. You can now get a lined bifocal in polycarbonate or any resin
material in an add range from .50 to 5.00. The softness of the bifocal line 
is cosmetically pleasing and virtually unnoticeable when worn. The seg size
is customizable from 10mm to 45mm.

TR O Blended Seg – Is a lens design created to bridge a gap in the optical
industry. For the first time you can now get a blended bifocal in all 
materials. Add range from .50 to 5.00. The unique blend zone is narrow 
and easy for patients to adapt to. A great alternative for patients who 
just can’t wear a progressive or do not want a line.

Free Lens Series
• Is digital surfacing accurate 

to 100th of a diopter 

• Available on any lens style 

• Includes your favorite anti-reflective 
coating from Three Rivers Optical

zone?Are You In The
“O”
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NEWPORT BEACH, Calif.—Kaenon
Polarized has released its 2008
Collection. Highlights include eight
original frames for men and women
featuring the company’s patented
SR-91 polarized lens technology.

The new releases include the
Kabin, a unisex frame molded from
TR-90 with Variflex nose pads; the
Lewi, a lightweight, maximum cover-
age frame made of injection-mold-
ed TR-90 with ergonomically engi-
neered paddle-shaped temple tips;
and the unisex Baton, a compact,
ultra-light, super-strong TR-90
frame with a narrower fit and tall,
load-spreading temple tips for smaller to medium size face shapes. 

Also new are the Burny, a progressive and performance-minded take on classic
style with distinctive temples, custom stainless-steel hinges and logo detailing for
men and women; the Leila, an Italian-crafted piece for fashionable women who
desire premium optics, comfort and sexy style; the slightly oversized Calais, fea-
turing sophisticated street appeal with elegant lines and distinctive inlays on the
temples; and the Zaza, a “contemporary-vintage” oversized frame crafted in Italy
for the fashion-conscious woman looking for the ultimate in luxury performance.

The all-new Spindle Series, a family of featherweight, retro-inspired, semi-rimless
metal frames is also available. The soft rounded corners of the S1 offer a conser-
vative look; the harder edges of the S2 offer greater coverage and an edgier feel;
and the S3 is Kaenon’s modern reinvention of the classic aviator. 

The Kaenon Polarized line is priced to the dispenser between $89.50 and $149. ��

SECOND LOOK

Kaenon Polarized Bows 2008
Collection

The Leila in black opal (top) and the Zaza in tortoise
(bottom) from Kaenon Polarized 2008 collection. 

A Sterling Franchise Can TakeYou
to the Next Level

Want to supercharge your optical business by belonging to a national chain?
Or do you simply dream of being your own boss? Here’s your chance!

Mr. MAGOO and associated character names, images and other indicia are
trademarks of and copyrighted by UPA Productions of America, Inc. All rights reserved.

A Sterling Optical franchise gives you:

• Big-company savings and buying power
• National and regional cooperative advertising
• A comprehensive system for easy operation

We have buyers ready in
NY, NJ, PA, MD, VA and CA!

Call Scott Finn today at 1-800-856-9664
to learn more about franchising opportunities
with Sterling Optical!

www.sterlingoptical.com

• Promotions that build traffic and increase profits
• Point-of-sale customer retention programs
• Access to exclusive group vision plans

MORRIS PLAINS, N.J.—This year marks the
75th anniversary of the Lacoste brand and to
celebrate they have launched a capsule collec-
tion of sunwear from Charmant USA, featuring
the original logo with a contemporary twist.

For men, the 12431 sunglass, available in
white, black and brown, is a dynamic
shaped frame with a vintage touch. A metal
bar integrated on the top rim, as well as the
double bridge and the metal ring on the
solid acetate end tips, provide a sporty, ele-
gant look. Filigree metal temples and a tone-
on-tone logo embossed on the temples
exemplify understatement. 

The soft angular model 12622 for women
projects an image that is both classic and
fashionable. The double-layered acetate in
black, white or beige with a silver metal croc-
odile inlet on the temple emphasizes brand consciousness, while the metal ring
on the end tip highlights the brand’s sporting heritage. 

Both styles feature the silver grey three-ball anniversary logo and are priced to
the dispenser at $60. ��

SECOND LOOK

Lacoste Offers Limited Edition
Styles to Mark 75 Years

The Lacoste men's sunglasses 12431 in
black (top) and the women's 12622 in
white (bottom) from Charmant USA. 

NEW YORK—At last month’s Interna-
tional Vision Expo East, Shamir Insight
executives unveiled a new line of
enhanced semi-finished progressive,
Shamir DLT (Direct Lens Technology).
Positioned as an alternative to bridge
the gap between Shamir’s standard
semi-finished and Autograph lines, the
DLT line offers patients better back-side
optics than standard back-surfaced
semi-finished lenses, at a reasonable
value, according to the company.

Utilizing existing semi-finished Shamir
designs (such as Creation, Piccolo,
Office and Attitude), the DLT line incor-
porates an aspheric/atoric back-surface,
which complements and enhances the
effectiveness of the front design. The
Shamir partnering lab takes Shamir’s
existing semi-finished product and
grinds the patient’s Rx and a special
aspheric grid onto the back surface of

the lens with a computer-driven, dia-
mond-point, lathe instrument, resulting
in minimized peripheral aberrations.

“The DLT line is ideal for patients who
are having trouble adapting to progres-
sive lenses, because of the highly
reduced distortion,” said Raanan Naf-
talovich, CEO. “Our field research has
told us that there is a demand for a
middle-tier lens with better performing
optics, but at a reasonable price. With
the DLT line, we are giving the market a
perfect solution, patients can look for-
ward to improved optics and appreciate
the affordable value.”

Shamir’s DLT line will consist of
Shamir CreationDLT, Shamir PiccoloDLT,
Shamir AttitudeDLT, Shamir OfficeDLT. All
materials currently available in these
semi-finished designs will also be avail-
able in the DLT line, which will be
released in Summer 2008. ��

Shamir Launches New Aspheric/Atoric
Back-Surfaced Lenses
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Mondays
LOOK EVEN BETTER

.com

OptiStock

We’ve Made More Enhancements to VisionMonday.com!

OPEN FOR
BUSINESS 24/7! Please call Bill Scott for advertising information (212) 274-7131

WebTV

Look…
Feel…
Functionality!NEW

The industry’s only video network has been enhanced to give you easier
access to the latest industry topics! Watch, learn and listen to what industry
manufacturers have to share with you on channels including frames, special
events, progressive lenses, lens coatings and treatments, finishing 
equipment and practice management.

NEW FEATURES:

NEW FEATURES:

Get the latest stock quotes, financial and investment news for publicly 
traded vision care companies, featuring live prices and the OptiStock Index.

� Live Scrolling Ticker of OptiStock Index  

� User-friendly organization of market topics
for easier navigation

� View the Video of the Week

� View videos directly from YouTube.com
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By Deirdre Carroll
Senior Editor

PARSIPPANY, N.J.—The Sàfilo
Group and Jimmy Choo have
launched a collection of ophthalmic
frames for Spring Summer 2008.

“The Jimmy Choo ophthalmic col-
lection offers both a modern edge and
a vintage feel as does our recently
launched sunwear line,” said Dick
Russo, executive vice president of
Sàfilo USA. “The Jimmy Choo brand
is synonymous with luxury and glam-
our and has built an extremely loyal
female following over the past decade
for its shoe and handbag collections.
We expect a similar love affair with
our Jimmy Choo eyewear collection.” 

The collection offers seven modern
optical styles designed for women; five
plastic styles and two plastic/metal
combinations, in a variety of vintage,
round and oval, classic rectangular, rim-
less and semi-rimless shapes. 

The characteristic and distinctive
details are discreetly eye-catching, with
styles that offer unique cut-out temples
with Jimmy Choo logos or signature
hardware, drawing inspiration from
Jimmy Choo shoes and handbags.

Metal styles range in tones of dark

ruthenium/onyx, brown pearl, silver
pearl and gold pearl; while plastic
styles include classic tones of black,
brown, havanna, gray, brown/deep red
and champagne. 

The Jimmy Choo optical collection
includes style numbers JC01, JC02,
JC04, JC05, JC13, JC14 and JC16.
Four more styles have been added to
the collection this month.

Logo detailing, inspired by the

brand’s modern day
hardware design ele-
ments, includes the
oval metal ring, the
small visible studs and
the round logo plaque.

POP for the collec-
tion includes counter
cards, posters, ban-
ners, logo, plaque,
counter tray, 1-place
highlighter, 3-place
display, 10-place dis-
play and mirror. The
Jimmy Choo oph-
thalmic collection
from Sàfilo is priced to
the dispenser between
$95 and $100. ��

When your mother is a former Chanel model and your career
pedigree includes a stint as accessories editor at British Vogue
it isn’t surprising that you would then go on to open one of the
most successful and glamorous accessories houses of our day.
And that is exactly what Tamara Mellon, founder of Jimmy
Choo, has done.  

While at Vogue, Mellon noticed a lack of style and variety in
the existing accessories market and recognized the potential. In
1996, she approached shoe couturier Jimmy Choo, who created
bespoke shoes for elite clients in the East End of London, with
the idea of launching a ready-to-wear shoe company.

Twelve years later, Mellon continues to take an active role
in the running of the business as president ensuring that her vision of a quality, luxurious and fashionable product is maintained
and continues to evolve with the expanding needs of the business. That evolution has lead to the launch of the first Jimmy
Choo eyewear collection in partnership with The Sàfilo Group. F.Y.Eye discussed this new development with Ms. Mellon,
whose company now provides luxe, glamorous accessories for women from head to toe.  

F.Y.EYE
By Deirdre Carroll

1What are the most important influ-
ences on your design work?   

I am inspired mostly by art and travel
and on a personal level by my daugh-
ter Minty.

2Describe the ultimate Jimmy Choo
woman.

The Jimmy Choo woman has no partic-
ular age but has a confident attitude, a
sense of style, glamour and sexiness.

3What's been the greatest challenge
in interpreting the Jimmy Choo

design philosophy or perspective into
an eyewear line?
Since the Jimmy Choo woman is inde-
pendent, glamorous and sexy, it was
crucial to incorporate that into the
eyewear by creating sexy provocative
designs that ultimately relates back
to the product and the world of Jimmy
Choo.

4What are some of your favorite
pieces or characteristics of the eye-

wear collection?
I love them all. The JJ frame seduces
with its sexy shape wrapping around
the face in a knotted "snake" effect,
a detail echoed in Jimmy Choo's san-
dals for Spring Summer '08. The Lou
frame with its ornate oval hinges
adds a glamorous effect and is
offered in alluring hues. The Rock,

designed for a sophisticated, strong
woman, is chic and embellished with
Swarovski crystal studs like many
iconic Jimmy Choo bags.

5What is the best advice anyone 
ever gave you?

Feel the fear and do it anyway. ��

A Jimmy Choo ophthalmic ad image featuring
style JC01. 

Sàfilo Unveils the Jimmy Choo Ophthalmic Collection
“The Jimmy Choo brand is synonymous

with luxury and glamour and has built
an extremely loyal female following

over the past decade for its shoe and
handbag collections.  We expect a simi-

lar love affair with our Jimmy Choo
eyewear collection.”

—Dick Russo, Sàfilo USA

The Jimmy Choo JC10 optical style from Sàfilo.

LAUNCHES
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ADIDAS EYEWEAR has won two Red Dot

design awards for their Agilis and Suria frames.

Red dot honors companies that exemplify design

quality and forward thinking; past winners include

Apple, Mercedes-Benz, Sony and Philips. “Red

dot is one of the most highly regarded international

design competitions in the world,” said Jeff Ravreby, Adi-

das’ U.S. brand manager. “The fact that we won awards

for both performance and fashion exemplifies how con-

sistent, versatile and innovative our design team can be

across all categories.”

All of this year’s win-

ners will be displayed

in the Red dot design

museum in Germany… 

IndyCar Series driver

Danica Patrick made

history at the Indy

Japan 300 on April 19,

as the first woman to

ever capture a major auto racing victory. Wearing

KAENON POLARIZED since the

brand’s inception, Patrick has been col-

laborating with the company on product

design and branding since 2003 and

was wearing a prototype of the Kaenon Polarized

new Calais sunglass during the race weekend in

Japan. “From the day I met Danica, I believed she

would achieve history and transcend her sport,”

said Steve Rosenberg, company founder. “Huge

congratulations go to Danica, her very supportive family

and her team on their monumental achievement”…

The RUDY PROJECT’S Zyon Sailing frame with

ImpactX Polarized Photochromic Grey Lenses has been

recognized by the editors of Outside Magazine for a

2008 Gear of the Year award. With comprehensive

reviews of more than 300

proven products, Outside

Magazines Gear of the

Year awards honor the

very best in adventure gear, from sports equipment,

tools, and gadgets to footwear, outerwear, and sun-

glasses. The Zuma helmet from Rudy Project was also

recognized by Outside Magazine for their 2008 Killer

Value Award.

HIGH VISIBILITY

Robert Downey Jr. and Terrence Howard wear Robert

Marc sunglasses in the recently released action film,

Iron Man. Downey,

the reluctant and

flawed hero of the

film, wears the

RM719 (shown), while Terrence Howard, as his Air Force

colonel best-friend, wears

the RM727…

Teenage heartthrobs, whose

music is inspired by an eclec-

tic musical range, The Jonas

Brothers are currently on the

road promoting their “Look Me in the Eyes” tour and Nick

Jonas, the youngest of the three, is doing it in style in his

Karl Lagerfeld KL610S sunglasses from Marchon…

Kevin Spacey wears the

ClearVision Adam opti-

cal frame in his upcom-

ing HBO TV movie

Recount, where he

plays Ron Klain, vice

president Al Gore’s

chief of staff, during the controversial recounting of the

votes for the 2000 U.S. Presidential election. The movie

is set to air during the 2008 Presidential election…

A glowing and pregnant Jessica Alba has been seen

around town in L.A. running

errands wearing the best-sell-

ing Chloe Mimosa sunglass-

es from L’Amy America…

And there must be a connec-

tion between pregnancy and

glamorous oversized sunglasses because rocker mom,

Gwen Stefani, who is expecting her second child with

husband Gavin Ross-

dale, has also been

seen out-and-about

wearing the Jimmy

Choo JJ sunglasses

from Sàfilo USA.  

BOLD FACE

The Adidas Suria.

The Rudy Project’s
Zyon Sailing frame.

Danica Patrick in the Kaenon Polarized
Calais.
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All Seasons Polarized Sunwear

www.i-dealoptics.com
1-800-758-6249
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CONTACT LENSES

JACKSONVILLE, Fla.—VISTAKON, a
division of Johnson & Johnson Vision
Care, Inc. announced that Acuvue Oasys
with Hydraclear Plus is now available in a
plano lens for therapeutic use (8.4 mm
base curve), and will be promoted to eye-
care professionals by the VISTAKON
Pharmaceuticals, LLC sales force.

The U.S. Food & Drug Administration
(FDA) granted an additional indication for
Acuvue Oasys in October, 2007, approv-
ing the lens for therapeutic use as a band-
age lens for certain acute and chronic ocu-
lar conditions. Acuvue Oasys for
therapeutic use can also provide vision
correction during healing if required. FDA
approval of Acuvue Oasys for therapeutic
use as a bandage lens includes the follow-
ing acute and chronic ocular conditions:
• For corneal protection in lid and corneal
abnormalities such as entropion, trichiasis,
tarsal scars and recurrent corneal erosion.
In addition, it is indicated for protection

where sutures or ocular structure malfor-
mation, degeneration or paralysis may
result in the need to protect the cornea. 
• For corneal pain relief in conditions
such as bullous keratopathy, epithelial
erosion and abrasion, filamentary kerati-
tis, post-keratoplasty.
• For use as a barrier during the healing
process of epithelial defects such as
chronic epithelial defects, corneal ulcer,
neurotrophic and neuroparalytic kerati-
tis, and chemical burns.
• For post surgical conditions where
bandage lens use is indicated such as post
refractive surgery, lamellar grafts, corneal
flaps, and ocular surgical conditions.
• For structural stability and protection
in piggy back lens fitting where the
cornea and associated surfaces are too
irregular to allow for corneal rigid gas
permeable lenses to be fit. 

For more information, call (800) 843-
2020 or go to www.ecp.acuvue.com. ��

Acuvue Oasys Now With
Hydraclear Plus in Plano Lens

CooperVision ‘Shares the
Vision’ in Regional Program
FAIRPORT, N.Y.—CooperVision has
continued its support of the Association
for the Blind and Visually Impaired-Good-
will Industries of Greater Rochester
(ABVI-Goodwill) through the Share the
Vision program. Over the past year, Coop-
erVision has donated more than $17,000 to
the program, which helps support resi-
dents of the Greater Rochester and Fin-
ger Lakes region who lack access to pro-
fessional eyecare services.     

“The Share the Vision program with
CooperVision is another example of the
type of public-private partnership that is
so vital to the ongoing success of our
organization,” said A. Gidget Hopf,
Ed.D., president and CEO of ABVI-
Goodwill.  “We are so grateful to Coop-
erVision and to the program's participat-
ing eyecare professionals for their very
generous support of our mission.”

On a quarterly basis, CooperVision
donates 2 percent of its contact lens sales

from participating practices to ABVI-
Goodwill The Share the Vision program,
designed to help promote the importance
of maintaining good eye health, and to
enhance preventive vision and eyecare
services offered to those in need through-
out the community. Currently, more than
61 local optometrists are signed up.

“CooperVision understands just how
important it is to receive regular eye
exams to help maintain optimum vision
and eye health,” said Tom Shone, presi-
dent, CooperVision USA.     

Share the Vision proceeds will benefit
ABVI-Goodwill’s Project Eye Care out-
reach program. More than 4,000 individ-
uals have received treatment through
Project Eye Care since it began in 1995.
ECPs interested in joining the Share the
Vision program should contact Karen
Napondano of CooperVision at (800)
341-2020.  Participation is free, but eye-
care practitioners must be enrolled. ��

iCoat and Making lenses better. are registered trademarks of iCoat Company, LLC. © 2008 iCoat Company, LLC. All rights reserved. C O A T I N G . S U R F A C I N G . F I N I S H I N G .

Call today for more information on iCoat’s
coating, sur facing and f inishing services: 800.832.2628

icoatcompany.com

The leader in AR now 
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The Hilco®

2008/2009 catalog 

is now available!

Contact us at (800) 955-6544

to order your copy if you haven’t 

already received it in the mail!

THE
DISPENSER’S
MOST
INDISPENSABLE
TOOL
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EL CAJON, Calif.—West Coast optical
laboratories and vendors gathered at the
Sycuan Resort here for the California
Optical Laboratories Association
(COLA) annual spring meeting. At the
President’s Reception and Dinner, Terry
Yoneda, sales representative for Younger
Optics, was presented with the 27th
annual West Coast Good Fellow Award.
The Good Fellow is presented alterna-
tively each year to a West Coast lab
employee and a vendor for his or her
contributions to the optical
industry and an “all around
good fellow.”

Yoneda started with
Younger in 1994 and before
that worked for Hoya.
“I’ve been in the optical
industry over 30 years now.
I would probably still be
working in a liquor store if
it wasn’t for that very first
opportunity in the optical
industry,” said Yoneda in

his acceptance speech.
The highlight of the vendor presenta-

tions on day two was a digital surfacing
forum with a panel of industry representa-
tives including Laurie Badone of Seiko
Optical Products, Raanan Naftalovich of
Shamir Insight, Bruno Salvadori of Signet
Armorlite, Keith Cross of Younger Optics
and K.C. Haffey of Essilor of America.
Unlike other panel presentations, there
were as many comments from the floor as
there were from the panel members.

When the issue of machinery cost for
optical laboratories was raised, it was Matt
Schmidt-Wetekam, principal owner of
Perfect Optics in Vista, Calif., who offered
a solution. “Just like a coating center, you
can have a freeform center for other labs.
Right now, Perfect Optics makes
freeform lenses for 20 other labs,”
explained Schmidt-Wetekam.

Steele Young from Satisloh added, “We
are in the early stages of eliminating the
old way of making lenses. Satisloh is mak-

ing a hybrid machine that can process
both standard and freeform lenses.”

Mike Everhart, DAC Vision suggest-
ed, “Throw away the laps. Throw away
the cylinder machines. Freeform is more
than just for PALs. It’s a better manufac-
turing process.”

Panelist Raanan Naftalovich, Shamir
Insight, summed up the discussion with
an iPod metaphor. “The music will con-
tinue to play but on a different machine.”

—By Christie Walker

(L to r) Glenn Phelps, Express Lens Lab, Gary Peterson,
PSI, and Bill Ball, DVI, gather to honor the West Coast
Good Fellow.

West Coast Good Fellow,
Terry Yoneda (l), accepts his
award from Richard Sellinger,
Vision-Ease.

Outgoing president, Keith Grossman
(l), Empire Optical accepts a thank-
you plaque from incoming president,
Tim Steffey, Sunstar Optical.

Laurie Badone, Seiko and Chip Heavican,
DAC, together at the COLA event.
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COLA Hosts Annual Spring Meeting

Optical Services International Holds
Winter Meeting
ST. KITTS, West Indies—Optical Ser-
vices International, a leading association
of independent wholesale laboratories,
recently completed their winter meeting
at St. Kitts, West Indies.

Steve Kodey with The Vision Council
started the meeting with a 2007 market
overview and outlook. The discussion
led to the development of new programs
for 2008.

Donna Vernier and Scott Betcher with
Transitions Optical, debuted an exclu-
sive OSI program for 2008. It will be
presented to the marketplace in late sec-
ond quarter of this year.

A new ECP practice building program
was discussed and will be available later
in the year. Each participating office will
be given step-by-step programs to build
their business.

“This was an excellent and productive
meeting,” said Dana Weeks, president
of Optical Services International. “The
upcoming programs that the ECPs will
have access to through OSI members are

some of the best we have ever offered.”
OSI Members will hold their next

meeting in conjunction with Vision
Expo West in October. ��

At the OSI meeting in St. Kitts, West Indies are,
left to right,  Scott Betcher of Transitions, Dana
Weeks of OSI, Jeramie Register of Opti-Matrix,
Dale Parmenteri of Balester Optical and  Jim
Evans of NEA Optical.

Donna Vernier of Transitions Optical and Dale
Parmenteri of Balester Optical enjoying some
down time during the meeting.

See the Video of the Week
www.                     .com
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Optical Manufacturing Solutions

Lose the gloves,
gain productivity.

The G4 is the first system to combine a scratch resistant spin coating process with an automated steam cleaning
system. Equipped with dual lacquer capability and VCA interface, the G4 allows for automatic choosing of tintable
and non-tintable lacquers. No need to stop the process, glove up and clean lenses by hand. By eliminating the
hand-cleaning step, the G4increases yield and productivity, processing up to 100 jobs per hour. The automated
process makes this a one-man operation and reduces cost. Goodbye gloves, hello results.

www.satisloh.com
800-866-5640

G4 cleaning and hardcoating system
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Help Wanted

Account Executive 
Representative

Great opportunity

Well-established importer 
of optical frames seeking

Account Executive 
Representative

to service or call on major
retailer/labs/distributors.

Domestic and International.

Great opportunity
Fax resume to
718-633-5231

or e-mail lydrew@aol.com

Stylish Eyewear at Affordable Pricing

• Private Label  • Metal Frames as low as $5.00
• Stainless Steel & Acetate frames as low as $24.95

• Flexible Titanium frames as low as $24.95
• One year warranty on all frames

— Independent Sales Representatives wanted for all territories —

Call today for your free catalog.
phone: 866-756-4262 • fax: 570-719-0436

e-mail: info@cnceyewear.com

Shamir Insight Inc.

the USA sales, marketing and distribution center for 
Shamir’s Premium Occupational & Progressive lenses.

Account Executives wanted for the following territories:

• Los Angeles, CA • Louisiana/Mississippi
• Connecticut/Bronx, NY • Dallas Fort Worth, TX
• San Francisco, CA • West Texas/New Mexico

• Also Available: Web Programmer position – San Diego, CA

Proven experience in the optical lens industry required
SII offers an excellent compensation package with benefits including 401K!

Fax resume to Joyce Hornaday 858-444-3844 
or e-mail: jhornaday@shamirlens.com

RETAIL STORE
Hurst,Texas
Midway between 

Dallas and Fort Worth
30-year history

2400 sq. ft. — No Debt

Priced to Sell
214-750-5793

Business Opportunity

EXTRA COMMISSION!

Supplement your existing sales 
with a complete line of optical 

supplies, equipment and lenses.
Introduce to your existing clients.

Nothing to carry except a 
catalog. Short resume to
don@superoptical.com 

or 800-543-7376.

Independent Sales Representatives Wanted
Based in Watkinsville, GA. Tifosi Optics designs and distributes 

technologically-advanced sports optics worldwide.

Tifosi Optics is seeking motivated candidates to call on existing and potential
account base in their territory to promote Tifosi Optics plano and RX sunglass
models. Responsibilities: Generate new business in territory. Increase volume
and profits in territory from previous year sales in same territory and meeting
or exceeding quarterly sales goals. Conduct clinics and training on Tifosi Optics
product to optical staff. Position reports to National Sales Manager.

Territories Available: IL, IN, New England, N. CA, S. CA, TX

Qualifications: Overall knowledge of optical industry. Bring existing rela-
tionship with optical accounts and buyers to set appointments for Tifosi
Optics presentations. Must have excellent communication skills and be able
to communicate with inside staff on a regular basis about existing business
and new prospects. 

Send resume to:
Adam Brim
National Sales Manager
Adam@Tifosioptics.com

INDEPENDENT MULTI LINE 
SALES REPRESENTATIVE

Gary Scott LLC distributors of 
Oliver Goldsmith Sunglasses is 
seeking experienced independent sales
representatives for the Southeast and
Midwest USA. Candidates should have prior
experience selling to high end optical stores
and/or boutiques. Send resume and 
references to garyscottoptics@aol.com

Need help?
Want to inform clients of your

products or services?

Extend your reach and get

results when you place 

your classified ad 

in print and online.

Call Phil or Al 

800-983-7737

FAX: 610-854-3780

www.
VisionMonday

.com

Help Wanted
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Merchandise Offered

Premium Microfiber Cloth
Buy 1200 Pieces Printed, get 200 Free!
Buy 1800 Pieces Printed, get 300 Free!

on Premium or Ultra Cloths
Amount
1200+
600-1100
300-500
100-200

Unprinted
19 cents each
30 cents each
35 cents each
40 cents each

Custom Printed
24 cents each
35 cents each
43 cents each
59 cents each

*Multiple specials/discounts may not be combined. Must mention coupon code at time of order. While supplies last. May be withdrawn at anytime. Offer good until June 16, 2008. Please call for details.

5¢Upgrade to the 
Ultra Microfiber Cloth

• Add only 5 cents per piece 
to advertised prices

• Customize your own 
microfiber cloth

• Cloths are 6” x 6”
• New Microfiber cloth 

display only $14.95 
with order! 

Stock Lenses!
No Minimum • Volume Discounts

Stock Lenses!
No Minimum • Volume Discounts

Call to Order!
Mention Code VMMA08

1.800.288.4512 Fax:
561.995.9531

Info@snoptical.com
www.storminnormans.com

Stormin’ Norman’s®

Optical Supplies
$1.42 pr.
$3.75 pr.
$3.79 pr.
$3.79 pr.

$13.95 $11.95

CR39 Fast Tint  . . . . . . . . . . . . $1.42 pr.
AR CR39 HMC  . . . . . . . . . . . . $3.75 pr.
Polycarbonate Tintable  . . . . . $3.79 pr.
AR Polycarbonate HMC  . . . . . $3.79 pr.

Polarized Plano Lenses
1-5 pairs....$13.95 6 pairs+....$11.95

AO Custom or Marco Combo Unit (3 arms)
AO Phoroptor

B&L or Marco Keratometer
Burton or Mentor Slit Lamp

AO or Marco Projector 
w/mount, slide & screen

Belrose Refracting Equip. Co.
For The Finest Equipment “In-Sight”

3734 W Oakton St., Skokie, IL

LANE SPECIAL - $9,995.00

www.belroserefracting.com

800-758-6249
www.savoneyewear.com

$AVON
eyewear

“The Brand Name 
Liquidators”

Hand Picked Designer
Frames For Less

That’s right ! Contact us and 
find out why we’ve become 

"America’s largest surplus
designer frame distributor"

Phone: 866. 289. 3937
Fax: 310. 306. 7885

www.delreyoptical.com
E-mail: sales@delreyoptical.com

ALL DESIGNER FRAMES
$16 OR LESS

View 
Online

Classifieds
at

www.
VisionMonday

.com
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Spring 08
Bausch & Lomb

PureVision
SOFLENS 38
SOFLENS 59

SOFLENS MULTIFOCAL
CIBA VISION

COLOR BLENDS
FOCUS 1-2 Week
FOCUS MONTHLY

FOCUS NIGHT & DAY
FOCUS DAILY 90 PK

02 OPTIX

Low 
1 to 5
*26.00

11.95

9.25
28.95

1 to 5
23.95
13.95

15.95

41.75
33.95
15.75

Lower
6 to 10
*25.25

11.75
8.95

28.75
6 to 10

23.75
12.95
14.25

40.75
32.95
15.25

Lowest
11 & Over

*24.50
11.25
8.75

27.95
11 & Over

21.95
10.95
13.25
38.50
31.95
14.75

National Lens
America’s Leading Discount Lens Distributor

Phone: 1.866.923.5600 • Fax: 1.866.923.5601
www.national-lens.com

It’s no secret that the cost of contact lenses continues to rise. Practitioners who wish to remain competitive need a competitive edge in their contact lens
purchases. It’s my pleasure to introduce you to National Lens. At National Lens, our mission is to offer our customers the highest quality products at the
most competitive prices. We are committed to a higher level of service and offer a huge in-stock inventory that ensures same day shipping for most orders. We do
not backorder lenses.

Remember, our goal is to help you achieve greater margins through strategic buying opportunities. We gladly accept Visa and MasterCard for your convenience and
look forward to hearing from you.

Please accept our invitation to start saving money today. Call, fax or ORDER ONLINE. All orders received by 3 p.m. EST are shipped 
the same day, FREE 1st class when available. Mention this ad and get a free gift with your first order.

Just A Small Sampling of Our HUGE Selection!

*NEW LOWER PRICES*NEW LOWER PRICES

Spring 08
CooperVision

EXPRESSION - OPAQUE PLANO

BIOMEDICS PREMIER

BIOMEDICS XC, 38% & 55%

FREQUENCY 55%

FREQUENCY 55% ASPHERIC

Z4 & Z6
Johnson & Johnson

ACUVUE 2
ACUVUE ADVANCE

ACUVUE OASYS
IMPRESSIONS COLORS

Low
1 to 5

*21.95
*15.95
*15.95

12.45
12.45
15.95
1 to 5
13.90
17.95
22.50
19.95

Lower
6 to 10
*20.95
*13.95
*13.95

12.35
12.35
13.95

6 to 10
13.75
17.75
21.75
19.75

Now Available
Single Vision Finished Spectacle Lenses

Call For Details

Lowest
11 & Over
*19.95
*12.25
*12.25 

12.25
12.25
11.95

11 & Over
13.50
17.50
21.25
18.95

HOT NEW ITEM

Lenses

Equipment &
Supplies

Equipment &
Supplies

Get your message out there
… in print and online …
And get results.

Call:
800-983-7737

Fax:
610-854-3780

www.VisionMonday.com

Florida Frames
100 frames for $9000

other package deals for 
designer frames available

90¢ a
frame

Please call 772-480-1324
for details.

100 
Frames

SG-X Generators
Large and small reclaim tanks 

All coburn model cylinder machines 
Step-one & step-one lite wax blockers

Complete gerber coburn mini labs 
LOH Toromatic SL generator
Will buy your used Coburn 

and LOH equipment
Pat McCoy Optical Equipment

We buy and sell all brands of optical equipment
(800) 637-5472 or (507) 372-2877
Email us: mccoyp@frontiernet.net

View Online Classifieds at

www.
VisionMonday

.com
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ACCESSORIES

Leading manufacture of custom
designed cases. Large stock of Hard
and soft cases.
Available for custom printing.
800-291-8528 • FAX: 718-752-9858
E-Mail: sales@Astucci.com
Website: www.Astucci.com
For custom made cases:
385 Fifth Ave. 15th FL.
New York, NY 10016
212-725-3171 • FAX: 212-725-3236
Astucci Hong-Kong
Fax: 852-2367-6123
sales@astucci.com.hk

STORMIN’ NORMAN’S 
OPTICAL SUPPLIES
Full Service Optical Supplies,
Accessories, Promotional Items & 
Private Label
800-288-4512 • 561-995-2400 
FAX:  561-995-9531

CASES

Leading manufacture of custom
designed cases. Large stock of Hard
and soft cases.
Available for custom printing.
800-291-8528 • FAX: 718-752-9858
E-Mail: sales@Astucci.com
Website: www.Astucci.com
For custom made cases:
385 Fifth Ave. 15th FL.
New York, NY 10016
212-725-3171 • FAX: 212-725-3236
Astucci Hong-Kong
Fax: 852-2367-6123
sales@astucci.com.hk

FRAMES

STORMIN’ NORMAN’S 
OPTICAL SUPPLIES
Full Service Optical Supplies,
Accessories, Promotional Items & 
Private Label
800-288-4512 • 561-995-2400 
FAX:  561-995-9531

INSTRUMENTS

STORMIN’ NORMAN’S 
OPTICAL SUPPLIES
Full Service Optical Supplies,
Accessories, Promotional Items & 
Private Label
800-288-4512 • 561-995-2400 
FAX:  561-995-9531

LENSES

Your global partner for high-quality 
lenses. We specialise in Polarized,
SunSensors and clear lenses in
Polycarbonate, Hard Resin 
and Hi Index.
POLYCORE OPTICAL
Singapore
Tel: 65-6747-6677
Fax: 65-6744-3664
E-mail: pos@polycore.com
www.polycore.com

USA
Tel: 888-645-7788 
Tel: 1-775-850-2050
Fax: 1-775-850-2060
E-mail: 
customerservice@polycore-usa.com

STORMIN’ NORMAN’S 
OPTICAL SUPPLIES
Full Service Optical Supplies,
Accessories, Promotional Items & 
Private Label
800-288-4512 • 561-995-2400 
FAX:  561-995-9531

MANUFACTURERS

SUN DESIGNE LTD.
is your OEM/Private label source for
reading glasses, sunglasses, frames, and
accessories. Buy direct from the 
factory! Call Jack Taber
(800) 322-6748 • FAX: (203) 758-2156
www.sundesigne.com

PACKAGING

Leading manufacture of custom
designed cases. Large stock of Hard
and soft cases.
Available for custom printing.
800-291-8528 • FAX: 718-752-9858
E-Mail: sales@Astucci.com
Website: www.Astucci.com
For custom made cases:
385 Fifth Ave. 15th FL.
New York, NY 10016
212-725-3171 • FAX: 212-725-3236
Astucci Hong-Kong
Fax: 852-2367-6123
sales@astucci.com.hk

SUPPLIES

Factory-Direct Savings on Frames, 
Lenses, Cases and Accessories
Clam Shell hard cases! 
100% micro fiber cleaning clothes!
Over 400 frame models at low cost!
Over 40 types of lenses including high
index and 5 new finished 
extended range lenses!
Phone: 800.423.5175
Web site: www.LBI.biz

Leading manufacture of custom
designed cases. Large stock of Hard
and soft cases.
Available for custom printing.
800-291-8528 • FAX: 718-752-9858
E-Mail: sales@Astucci.com
Website: www.Astucci.com
For custom made cases:
385 Fifth Ave. 15th FL.
New York, NY 10016
212-725-3171 • FAX: 212-725-3236
Astucci Hong-Kong
Fax: 852-2367-6123
sales@astucci.com.hk

STORMIN’ NORMAN’S 
OPTICAL SUPPLIES
Full Service Optical Supplies,
Accessories, Promotional Items & 
Private Label
800-288-4512 • 561-995-2400 
FAX:  561-995-9531
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The following is a list of suppliers’ toll-free numbers for quick access to all of your optical needs. This is a paid service of Vision Monday.

Extend your reach and 
get results when you 

place your classified ad 
in print and online. 

Call Phil or Bonnie 

at 800-983-7737

FAX: 610-854-3780

www.VisionMonday.com
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IT’S YOUR BUSINESS

Web surfing and e-
mail are no longer
the only problems
employers now face
regarding the Inter-
net. Recently, unhap-
py employees have
been using the Inter-
net to unload their

personal views about their employer as
well as disclosing trade secrets and confi-
dential information. As a result, compa-
nies are increasingly taking the initiative
to address blogging in their own employ-
ment practices. 

A blog is a Web page on which its
owner can post information and opin-
ions, much like an online diary. Easy-to-
create and an effective way to spread
information, it is no surprise that blog-
ging is on the rise. One popular blog
Web site, Myspace.com, started as a plat-
form for California musicians to network,
but today is a social network with tens of
millions of members. Some companies
even host employee blogs as a market-
ing tool, increasing publicity by moving
the company higher on search engines. 

As effective as blogs can be for pro-
moting publicity, they can be equally
damaging to a company's reputation. A
blog can become a platform from which
an employee can publicly air or publicize
information that their employers might
not want others to know. 

Once a blog is posted, it is almost irre-
trievable. Therefore, much to an employ-
ers’ concern, a potentially racist, sexist,
discriminatory comment or one that dis-
closes confidential information is left to
circulate the Internet for a very long time. 

So what can and should you do? Con-
sider developing a policy that will help
avoid controversial blogging before it
starts or gets out of hand.  

Confidentiality. Describe what an
employee may or may not disclose, such
as company and customer information. 

Respect of dignity. The policy
should include a statement that the blog-
ger should respect the dignity of others
and refrain from posting personal infor-
mation about coworkers or managers. 

Identification. Are employees permit-
ted to reference the company in their blog? 

Facilities. Can employees use compa-
ny facilities to work on their blogs? Are
employees permitted to read and post
messages to blogs during their work
time or from the workplace? 

Monitoring. State that the company
monitors its facilities, e.g., Internet,
computer systems, network, etc. for
compliance with this policy and moni-
tors the use of its name and trademarks
on the Internet. 

Discipline. What discipline measures
will be used if the employee violates the
policy? Note: employers should reserve
the right to decide the appropriate level
of discipline in any given circumstance
up to and including the immediate ter-
mination of employment. 

Hedley Lawson brings 25 years of optical
industry experience to Jobson Medical
LLC with more than 10 years as a con-
tributing editor to VM. Lawson writes a
quarterly Human Resources and Business
column for Lab Talk magazine and is the
Contributing Editor of VM’s E-
Newsletter Business Essentials. 

Hedley Lawson, Jr.

Don’t miss out on Vision Monday’s e-edition of Business
Essentials providing monthly updates on day-to-day
management issues for optical ECPs and retailers.
To subscribe to Business Essentials, go to www.vision-
monday.com, click on the Business Essentials button
and go to the Subscribe to Business Essentials option in
the newsletter. Current and past issues of Business
Essentials are available by visiting the VM Web site at
www.visionmonday.com.  

Is Employee Blogging
The New Headache?

Have you seen VM WebTV today?

www.                     .com
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It was a moment to
savor. There I was,
standing on a spot-
lighted stage in a
New York City
nightclub, playing
guitar in a kick-ass
band made up of
other optical rock-
ers. The audience
consisted of hun-
dreds of friends

and industry colleagues who danced and
cheered for song after song. For me, a
part-time, middle aged musician, I was
living my rock ‘n’ roll dream.

This was the scene at Eye Rock, a
benefit concert for Luxottica’s Give the
Gift of Sight Foundation that took place
last month. The first-time event was a
huge success by any measure. Thanks to
the generous support of 22 optical com-

panies plus ticket sales, the sold-out
show netted $65,000 for the Foundation.

More than just fulfilling the dreams of
the musicians who donated their talents,
Eye Rock will help fulfill the dreams of
many people who will benefit from
Give the Gift of Sight’s work. 

Since 1988, the organization has pro-
vided free vision care and eyewear to
underprivileged people across North
America and also in developing coun-
tries worldwide. Anyone who has seen
photos or heard stories about how grate-
ful these needy people are for being
able to see better can’t help but be
moved.

Yet the money generated by Eye
Rock won’t go too far. “It will only pay
for one of our international missions,”
said Susan Knobler, the foundation’s
executive director. “That’s just for trans-
portation and equipment costs, not even

payroll,” she added. “We have 19 more
trips that still need funding in order to
help 24,000 people in eight days with
eye exams and recycled glasses.” That’s
not even counting the 20 weeks of mis-
sions the group undertakes each year to
provide new eyewear and eye exams to
needy people in North America, Kno-
bler noted.

Although the Foundation is glad to
accept donations anytime, Knobler said
it is already planning, together with
Eye Rock’s producer Steve Santinelli,
to put on another show in Spring, 2009
in New York.

“We’ll do an even bigger and better
show at Vision Expo East next year,”
she promised.

That’s good news for optical’s rock ‘n’
roll fans and musicians, as well as for
Give the Gift of Sight’s many benefici-
aries. Rock on, Eye Rock!
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Andrew Karp
Group Editor
Lenses & Technology

What’s Online @ VisionMonday.com
WebTV

Tune into Vision Monday’s WebTV, for
fresh content updated weekly, now featur-
ing YouTube Videos, selected by VM’s
editors and updated regularly, WebTV is
the industry’s first video network where
you’ll find all of your current favorites.
Watch informative videos covering every
facet of the eyecare industry. Current
channels highlight: Scene & Heard optical
editorial coverage. Optical Events, Educa-
tional Video Press Releases, Progressive
Lenses, Lens Coatings & Treatments, Fin-
ishing Equipment, Frames, and Practice
Management Technology.

In anticipation of Expo, more than
400 optical ‘rockers’ turned out at
NY’s famous China Club for the
first annual Eye Rock benefit con-
cert, with proceeds being donated
to the Give the Gift of Sight Foun-
dation. Optical industry aficionados
marveled at their peers’ musical
versatility as they played everything
from the blues to rock and roll.
Check out pictures of concertgoers
and the bands in action, only at
visionmonday.com.

New & Noteworthy 

An increasing number of independent
labs are acquiring the capability to
produce digitally surfaced progres-
sive lenses in-house. Some labs are
even making it their primary thrust.
Read the full story as part of VM’s
complete Modern PALs Report.

Slide Show:

Check out VM’s latest Live Poll
where we ask readers, “What is
your company doing to ‘Go
Green?’” Vote and make your
voice heard. The poll is located
at the bottom of the Vision Mon-
day homepage at www.vision-
monday.com.

VM Live Poll

About visionmonday.com
VisionMonday.com has an innovative,
new look. Content from our most
recent issues is organized by topic
and category, making it easy to find
the information you need fast. And
VMail Extra Subscribers have
access to VM’s comprehensive
archives via a new search engine
powered by Google.  We have also
added a downloadable PDF version of
the current issue of VM.

Rock On, Eye Rock
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• Jobson Research Custom Studies
• VisionWatch • Census and Census Maps • Viewpoint • The InSight Series 

• U.S. Optical Retailer Report & Directory • Jobson Research Consulting Services 

True Business Intelligence 
is a Theory of Relativity.

Business Intelligence you need
Business Intelligence you can use

We’ve got 15 years of experience
from some of the sharpest minds in the
business. We have a deep understanding of how to
survey the market, interpret and analyze data, and make
recommendations you can use in terms you’ll understand.  

With our extensive database, we can target demographics
to provide you with a specific market you want to explore.  

Plus, our work is comparable over time. We can help you

keep track of business climate changes, the 

effectiveness of an ad campaign, or test new product

awareness before and after it launches.

Once the research has been conducted and delivered, you’ll

get quality customer service from our staff of research

professionals.

And we have a variety of products and services to fit

every need and every budget. 

Keep Jobson Optical Research on your mind . . . 

because you don’t have to be Einstein to have business 

intelligence.

E=MC2
Einstein once said that the sign of intelligence is 

imagination.  With the changing landscape of the 

optical marketplace, you need to think creatively to stay

ahead. That’s why you need  JOBSON OPTICAL RESEARCH –

the leading thinktank of the optical world.
image courtesy of the Library of Congress,
LC-USZ62-60242
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The optical industry is in a period of extraordinary growth.
Between 2005 and 2020, while the world’s population is expect-
ed to increase by 16.8%, the number of people wearing eyewear,
contact lenses or who have had vision correction surgery, is pro-
jected to increase by 78.9%, from 1.4 billion in 2005 to 2.5 bil-
lion in 2020. The growth rate of buyers will be four and a half
times greater than the world’s population growth. 

In only 15 years, the number of new customers will be the equiv-
alent of adding seven new markets each the size of the market in
the U.S. This impressive growth will be fueled by both demograph-
ics and economics.

Global View of Vision 
Correction Buyers

Source: The World Market for Vision Correction 2005-2020, Richard Chaffin and Michael Schaus

16.8%

79%
U.S. high-end buyers* will increase
79% from 68.2 million in 2005 to

122.2 million in 2020.

39%
The 20 countries with the highest per
capita incomes in 2005 had 39% of

the world’s eyewear buyers.

Source: The World Market for Vision Correction 2005-2020, Richard Chaffin and Michael Schaus
*Includes buyers of vision correction devices (traditional eyewear or contact lenses) plus those

who have had corrective eye surgery.

BY THE NUMBERS The latest figures 

Between 2005 and 2020, the
world’s population is projected to

increase by 16.8%.  

HUENENBERG, Switzer-
land—Alcon, Inc. (NYSE:ACL)
reported global sales of $1,536.4
million for the first quarter of
2008, an increase of 16.2 percent
compared to the first quarter of
2007, or 9.4 percent excluding
the impact of foreign exchange
fluctuations. 

Net earnings for the first
quarter of 2008 increased 24
percent to $429.4 million, com-
pared to $346.2 million for the
first quarter of 2007. 

“Our strong results for the
first quarter came from continu-
ing market share gains for our
major pharmaceutical brands,
our strong performance in Japan
with several new pharmaceuti-
cal products, rapid growth in
sales of our advanced technolo-
gy intraocular lenses, and the
continuing contributions of our
international operations, espe-
cially those in emerging mar-

kets,” said Cary Rayment,
Alcon’s chairman, president and
chief executive officer. 

Operating income increased
24.1 percent to $500.1 million,
or 32.6 percent of sales, a 2.1
percentage point improvement
over the reported results for the
first quarter of 2007. This
increase in operating income
reflected higher sales volume
in 2008 and charges of $32.7
million related to the impair-
ment of the company’s refrac-
tive assets in 2007. In addition
operating expenses, which
included the WaveLight inte-
gration and shared service cen-
ter costs, grew at a slower rate
than sales, according to Alcon. 

International sales rose 25.6
percent to $864.4 million in
comparison to the first quarter
of 2007, or 12.6 percent exclud-
ing exchange, with emerging
markets sales increasing 28.6

percent, or 17.6 percent exclud-
ing exchange. Sales in the U.S.
increased 5.9 percent to $672
million. Pharmaceutical sales
grew 13.3 percent, or 7.8 per-
cent on a constant currency
basis, to $628.4 million. 

Surgical sales rose 20.2 per-
cent or 12 percent on a constant
currency basis, to $697.9 million.
Sales of intraocular lenses
increased 23.6 percent to $260.9
million, primarily driven by the
global increase in sales of the
AcrySof IQ aspheric intraocular
lens and a 71.6 percent increase
in sales of the company’s
advanced technology intraocular
lenses, AcrySof ReSTOR
Aspheric and AcrySof Toric,
according to the company. Con-
sumer eyecare sales increased
12.1 percent, or 6.2 percent on a
constant currency basis, to
$210.1 million. Sales of CL dis-
infectants grew 12.2 percent. ��

NovaMed Posts 39 Percent Q1 Gain
CHICAGO—NovaMed (Nas-
daq: NOVA) posted net rev-
enues of $33,813,000 for the first
quarter ended March 31, 2008,
up 11 percent from $30,568,000
in the prior year first quarter.
Net revenue from surgical facil-
ities grew to $27,415,000, up 13
percent from $24,277,000 in the
prior year first quarter, accord-
ing to NovaMed. 

Operating income increased
14 percent to $8,288,000. Income
from continuing operations in

the first quarter of 2008 was
$2,136,000 compared to
$1,533,000 in the prior year first
quarter, a 39 percent increase. 

Same-facility net revenue
growth was 3 percent for the
quarter. Net cash provided by
operations was $4,020,000 in
the first quarter of 2008, up
from $337,000 in the prior year
first quarter. Same-facility net
revenue grew 3 percent. Total
surgical procedures increased 9
percent to 32,835. 

“We are very pleased with
NovaMed’s overall financial per-
formance for the first quarter of
2008, particularly our growth in
earnings per share and cash
flow,” said NovaMed CEO
Thomas S. Hall. 

“Today, at NovaMed we are
very focused on driving margin
improvement and cash flows by
constantly striving to optimize
our operations at both the sur-
gery center and corporate lev-
els.,” Hall said. ��

Alcon’s First Quarter Sales Rise 

19%
The number of U.S. buyers* will

increase 19% from 183.4 million in
2005 to 218 million in 2020.
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USA Toll-Free Phone: 800.800.1550
USA Toll-Free Fax: 800.421.3398

Phone: 972.677.2700
Fax: 972.677.2800

N
3" (76 mm)

7 leaf

NN
3" (76 mm)

7 leaf

Y
3¼" (83 mm)

7 leaf

P
3½" (89 mm)

7 leaf

Description:
Low-Tack for bare laps
PDR0700N 3" – 7 leaf
PDR0700Y 3¼" – 7 leaf
PDR0700P 3½" – 7 leaf

Hi-Tack for QR II-C base pads
PDR0708NN 3"– 7 leaf
PDR0708Y 3¼" – 7 leaf

New Lumina™

Available
LuminaTM Shapes

Premium Polish Pad

Features:

• Exclusive fiber design provides exceptional polishing results.

• Precision textile backing imparts exceptional strength and
uniformity.

• Highly conformable, yet durable for meeting any polishing
requirement.

• Offered in “Low-Tack” (bare lap) or “ High-Tack” (base pad) 
adhesives.

Benefits:

• Pad surface employs a mixture of fiber lengths and densities 
that place the polish where you need it – on the lens surface.

• New and improved textile backing provides strength and
durability, while reducing slurry carry-out.

• High-density fiber design stands up to extended polishing 
times without losing flock, thereby reducing slurry
contamination.

• Available in “Low-Tack and “High-Tack” adhesives for
bare laps or base pads respectively.
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Breakthrough AR performance. 

BAYER TEST (600 cycles)*

Better
1 2 3 4 5 6 7

Hard coated

Competitor C

Competitor A

Teflon®

4.5

3.8

Standard AR 2.5

6.0

6.2

without wi th  
TEFLON® without wi th  

TEFLON®

0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10%

% Luminous Reflectance

Hard coated

Teflon® 1.2

Competitor A 1.5

Competitor C 1.5

7.7

Standard AR 2.4

LOW VISIBLE REFLECTANCE*

The Certified Practice Program provides you with everything 
you need to grow your AR business:

• A listing on our ECP referral service at www.solateflon.com

• In-office Teflon® Clear Coat Lenses training for your staff

• Our exclusive Teflon® Clear Coat Lenses merchandising kit

Become a Teflon®

Clear Coat Lenses 
Certified Practice

Sign up today. Contact your SOLA or ZEISS representative 
or visit www.solateflon.com/certified/

EXTRAORDINARY CLARITY Up to 50% less reflectance than ordinary AR.

PROVEN TOUGHNESS Superior COLTS Bayer abrasion test rating of 6.0.

10 TIMES EASIER TO CLEAN Super-hydrophobic and oleophobic.

©2008 Carl Zeiss Vision International GmbH. Teflon® is a registered trademark of E.I. du Pont
de Nemours and Company, used under license by Carl Zeiss Vision International GmbH.    5/08

*Data on file. Performance based on AR coated hard resin lenses (plano Rx).
Results for individual lenses may vary.
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Teflon® Clear Coat Lenses:
Clear. Tough. Enduring. 

Now 10 times easier to clean.

NOW Available on 
ZEISS, SOLA and AO Lens Designs

www.solateflon.com
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