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I n the fast-changing world of recruitment, hir-
ing and firing in the eyecare sector, a few 
things hold true: gone are the days when a 

competitive salary, bonus plan and matching 401K 
contributions were sufficient to attract and retain 
employees. These days, ECP practices and clinics 
have to sweeten the pot with incentives that ad-
dress both hard and soft skill needs.

In light of the increasing shortage of ophthal-
mologists and optometrists in the United States, 
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The Changing Face of Today’s Workforce

candidates are in high demand and the profession 
is facing what would be termed a “buyer’s market” 
in real estate terms. This gap between supply and 
demand in eyecare is a subset of an unfortunate 
broader reality of a severe shortage of physicians 
across the board, including general practitioners 
and specialists in all therapeutic areas, not only 
in the United States but in Canada and Europe, as 
well.

An aging population with a resulting high inci-
dence of comorbidities, including ocular diseases, 
as well as people working and living longer, have 
combined to create a perfect storm, resulting in a 

lack of adequate eyecare resources that affects ur-
ban areas but jeopardizes rural and low-income resi-
dents and those with mobility issues, in particular.

A recent study, “Ophthalmology Workforce 
Projections in the United States, 2020 to 2035,” 
published in Ophthalmology journal, found that 
while the number of full-time ophthalmologists 
will decline by 2,650 between 2020 and 2035, the 
demand for these doctors will jump to 5,150, rep-
resenting a supply and demand mismatch of 30 
percent. For practices, this shortage means stiffer 
competition for recruiting the available talent.

Continued on page 40
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It’s also becoming more difficult to find reliable 
support staff for ophthalmology clinics, such as 
administrators, receptionists and technicians. A 
recent report by the U.S. Bureau of Labor Statistics 
showed that over the last 20 years, the labor partic-
ipation rate has declined steadily. According to the
study “Job Flows into and out of Health Care Before 
and After the COVID-19 Pandemic,” published in
JAMA Health Forum, staff turnover rates have also 
increased among health care workers since the 
start of the COVID-19 pandemic.
 
New Jobs Being Created or Lost
Evan Kaplan, OD, and associate clinical professor 
(Emeritus), SUNY College of Optometry, in private 
practice in New York City, underscores that the cur-
rent health care crisis will fuel the demand for ECPs. 
“The need for care will be further amplified by the 
increasing prevalence of chronic health conditions 
in the United States, such as obesity and hyperten-
sion, which are closely linked to eye-related compli-
cations. Because of this, I don’t believe any jobs are 
being lost; instead, the demand for skilled eyecare 
professionals continues to grow.”

“Several expanding technological developments 
are revolutionizing the eyecare industry,” stated 
Brett Kestenbaum, COO of Eyes On Eyecare, a digital 
publication that provides quality clinical and career 
education to the next generation of optometrists, 
headquartered in San Diego, Calif. The growth of 
artificial intelligence and tele-optometry have liter-
ally changed the way physicians do business. 

“There is an increasing push throughout both 
health care and general business for efficiency. We 
may begin to see administrative tasks either auto-
mated or jobs lost within a practice. An example of 
this is scribe services. There are now tools that can 
help a practitioner take notes during their examina-
tion rather than having a scribe in the examination 
room,” he said.

Continued from page 38

Evan Kaplan, OD

Continued on page 42

“The need for care will be further ampli-
fied by the increasing prevalence of 
chronic health conditions in the United 
States, such as obesity and hyperten-
sion, which are closely linked to eye-
related complications.”

- Evan Kaplan, OD, associate clinical professor 
(Emeritus), SUNY College of Optometry
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“As the need for health care services continues 
to grow due to a variety of factors, such as the dou-
bling of the population of individuals over the age 
of 65 by 2030, the need for optometry services, and 
thus the need for optometrists, opticians and tech-
nicians, will continue to expand during that time,” 
continued Kestenbaum. “We may also start to see 
the displacement of jobs rather than their loss or 
creation. This can be very beneficial for the general 
population, especially for people who live in areas 
where it is difficult to find care. 

“This displacement may be seen, for example, 
with advancements in tele-optometry and the abil-
ity for a practitioner to see a patient without having 
to be in direct contact with a patient. We may find 
that practitioners tend even further toward living in 
urban and suburban areas while being able to ser-
vice rural communities,” Kestenbaum said.

According to Howard Purcell, OD, president 
of New England College of Optometry in Boston, 
Mass., new jobs in the optical industry are emerging 
in technology-driven areas such as tele-optometry, 
virtual care coordination and AI-enhanced diag-
nostics. “Positions like digital marketing special-
ists for practices, telehealth coordinators and data 
analysts for patient outcomes are on the rise. On 
the other hand, traditional optical lab technician 
roles may decline as more automation and digital 
lens technology streamline those processes,” he 
explained.

Kestenbaum’s point of view is that the eyecare 
industry has a stable ecosystem of patient care and 
products to meet those patients’ needs. “AI opens 
up a whole new world as it augments the knowl-
edge of potentially less educated individuals. With 
the ability to answer questions and reason out an-
swers, AI will have a trickle-down effect bringing 
what typically was more specialized skills to the 
average person. Examples of this in the eyecare 
industry could be an increase in the role of the 
technician.” 

Continued from page 40

Brett Kestenbaum

“With the ability to answer questions 
and reason out answers, AI will have a 
trickle-down effect bringing what typi-
cally was more specialized skills to 
the average person. There could be an 
increase in the role of the technician.”

- Brett Kestenbaum, COO of Eyes On Eyecare

Continued on page 44

Im
ag

e 
Cr

ed
it:

 G
et

ty
 Im

ag
es

/ T
ho

m
as

 N
or

th
cu

t



N O V E M B E R / D E C E M B E R  2 0 2 4 	 V I S I O N M O N D A Y . C O M

Facebook.com/VisionMonday

@VisionMonday

Thanks to Technology, New Jobs in Optical Industry Are Emerging

4 4

Human Capital

Kestenbaum continued, “As technology be-
comes more capable of general and advanced 
diagnostics, technicians will be able to be more 
involved within an examination without having to 
synthesize as much information, since the syn-
thesis can be done at the level of the technology. 
This will allow the clinician to either see more 
patients in the same period of time, expanding 
care to more individuals—more patients per hour 
means that in a society where we likely have an 
undersupply of optometrists, a larger percentage 
of the population will have access to more im-
mediate care when needed—or will be able to go 
deeper into an examination with a patient in less 
time because they have tools that are managing a 
larger portion of the workload.” 

“Technicians must be proficient in using vari-
ous instruments to gather accurate data,” ex-
plained Dr. Kaplan. “The AI capabilities integrated 
into many of these tools—with more innovations 
on the way—will aid in screening patients and 
detecting potential issues before they become 
clinically significant. Additionally, optical staff 
must stay informed about the latest lens technol-
ogies and add-on options to effectively educate 
patients, ensuring they receive the best eyewear 
tailored to their needs.”

The Next Generation of ODs
“When it comes to our graduates, there are mul-
tiple opportunities in private, group, retail and 
other modalities,” said Fraser C. Horn, OD, presi-
dent of the Association of Schools and Colleges of 
Optometry (ASCO) and dean of Pacific University 
College of Optometry in Forest Grove, Ore. “I’m 
uncertain if this is due to new positions being cre-
ated, but it feels like there is a need for providers. 
Some of the requests I receive are due to retire-
ments or a need due to an increase in patient care 
at a practice, while others are due to openings 
that naturally occur.”

Continued from page 42

Howard Purcell, OD

“The skill set of in-office staff is 
evolving, with many roles now 
requiring proficiency in practice 
management software, telehealth 
technologies and advanced pre-
testing devices like OCTs.”

- Howard Purcell, OD, president of  
New England College of Optometry

Continued on page 46
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New Career Paths Emerging
Dr. Purcell noted that career paths in the opti-
cal industry are diversifying with opportunities 
beyond traditional clinical practice. For optom-
etrists, roles in corporate optometry, telehealth 
and vision science research are growing. Opti-
cians can now branch into sales management, 
digital eyewear consultations and online retail 
platforms. Business-focused roles like practice 
management consulting, operations analysis and 
private equity partnerships in optometry are very 
prominent, he said.

“In-office staff typically include a mix of opto-
metric technicians or assistants, optical dispens-
ers, office managers and receptionists. The skill 
set is evolving, with many roles now requiring pro-
ficiency in practice management software, tele-
health technologies and advanced pre-testing de-
vices like OCTs. Cross-training is also on the rise, 
with staff performing both administrative duties 
and clinical support,” Dr. Purcell said.

Steven T. Reed, OD, president of the American 
Optometric Association (AOA), contends that 
paraoptometric certification promotes a skilled, 
cohesive care team equipped to build a practice 
for years to come. “We’ve seen practices measure 
their excellence by the level of commitment and 
training of their paraoptometrics. Paraoptometric 
certification is not only an internal validation of 
commitment to employees and staff expertise but 
also an external investment in the future of an op-
tometry practice.

“Additionally, with the increasing demand for 
primary eye health care services delivered by 
optometry, as well as optometric scope of prac-
tice advances nationwide, optometry practices 
need competent paraoptometric staff who can 
demonstrate a high level of clinical capabilities 
and practice management knowledge to truly set 
themselves apart,” stated Dr. Reed.

Continued from page 44

Steven T. Reed, OD

“With the increasing demand for prima-
ry eye health care services delivered by 
optometry, practices need competent 
paraoptometric staff who can demon-
strate a high level of clinical capabilities 
and practice management knowledge 
to truly set themselves apart.”

- Steven T. Reed, OD, president of the  
American Optometric Association
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Revolution EHR, based in San Diego, Calif., is a 
firm specifically designed for optometry practices 
to simplify patient management and business 
processes by consolidating computer systems 
and reducing paperwork. The company reports 
that new career trends, such as academic or pub-
lic health settings, are changing the face of the 
optical industry. Additionally, many optometrists 
are moving toward specialized fields in optom-
etry, such as pediatric or sports vision, to provide 
tailored eyecare services to patients.

These optometry career trends are impacting 
hiring practices, with employers hiring those 
comfortable with technology and paying bigger 
salaries to compensate for specialized skills.

Shifting pay and benefits expectations, and 
a new focus on building a professional network 
and reputation, are also impacting the future of 
optometric careers.

“The landscape of medical practice has un-
dergone significant changes in recent years,” 
stated Dr. Kaplan. “Traditional optometric careers 
in private or retail settings are evolving due to 
the growing influence of private equity in private 
practices and the consolidation of local hospitals 
into larger health care systems.” 

He pointed out that as hospital networks ex-
pand, many large MD/OD practices now rely on 
optometrists as primary care providers to fill 
the gap left by ophthalmology residents, who 
increasingly pursue specialty training. Contact 
lens and pharmaceutical companies recognize 
this shift, targeting optometrists for roles such 
as medical directors, medical science liaisons 
and leaders of professional or academic affairs 
tasked with educating current and future provid-
ers on their products.

“There are the typical career paths of associ-

Continued from page 46

Fraser C. Horn, OD

“Some of the job requests I receive 
are due to retirements or a need 
due to an increase in patient care 
at a practice, while others are due 
to openings that naturally occur.”

- Fraser C. Horn, OD, president of the Associa-
tion of Schools and Colleges of Optometry
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ates, employees, partnerships, faculty and in-
dustry,” commented Dr. Horn. “Often, I think 
career paths may not have changed drastically. 
However, there are ways that practices have 
changed. Whether that is integrating some of 
the latest in specialty care, for example, dry eye, 
aesthetics and myopia control, or delivering care 
via remote examinations, there are ways that our 
colleagues can share their passion to make an 
impact on our community.  

“Within optometric education, there are won-
derful changes being made through an integra-

Continued from page 50
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tion of active learning strategies. This helps us to 
engage with our students in different ways and, 
hopefully, help them understand optometry and 
health care. Faculty are utilizing myriad tech-
niques including, but not limited to, in-class poll-
ing systems, gamifying topics, and utilizing vir-
tual reality and AI. The use of technology is truly 
adjusting how we’re delivering education and it’s 
a fun time to be in education,” Dr. Horn said. 

Meeting the Needs of Today’s Recruits
Workforce requirements have changed over the 
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years, with the current cadre of graduating and 
newly-practicing ECPs seeking a new and differ-
ent set of hard- and soft-skill-related criteria for 
employment. Personal aspirations are now just 
as important as professional ones, and work-
place culture and a sense of community are 
paramount. 

For Gen Zers and Millennials, a company with 
tangible community involvement and a sense of 
giving back is essential, not only for the hiring 
organization but for its employees as well. Work-

Continued from page 52

Continued on page 56

life balance is a phrase that dominates any dis-
cussion in the hiring process as candidates view 
themselves as their own corporation. 

In some cases, loyalty to oneself may take 
precedence over long-term loyalty to a company, 
with a mindset of being self-employed in the 
sense of managing and driving their own career, 
even while working under the aegis of an ECP 
practice. In this context, the ability to set their 
own schedules, with limited or no overtime, is 
key. Work is no longer “everything” but rather, 

“For Gen Zers and Millennials,  
a company with tangible com-
munity involvement and a sense 
of giving back is essential, not 
only for the hiring organization 
but for its employees as well.”
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just one component of an otherwise busy life. 
Expected earning potential, patient demo-

graphics and patient volume are major consid-
erations in choosing where to work. Young ECPs 
seek professional training as well as learning and 
development opportunities to further their career. 
In addition, financial considerations are enor-
mous in terms of receiving adequate remunera-
tion to pay off student debt.

The Challenge of Staff Turnover
According to Dr. Horn, within optometric educa-
tion the turnover of faculty varies based on the 
program.  “I think most, if not all, programs were 
impacted with turnover of our clinical and admin-
istrative staff during and after the COVID-19 pan-
demic.  We have had challenges with recruitment 
and retention of various positions,” he noted.

Kestenbaum contends that turnover rates for 
the eyecare industry are relatively low at the phy-
sician level, and relatively normal for administra-
tive positions. Optometrists and opticians have a 
tendency to stay in their positions for longer peri-
ods of time than front office staff. There are a few 
reasons for this. First, optometrists and opticians 
are typically well-compensated and have fewer 
financial incentives to look for positions else-
where. On top of that, the industry is relatively 
small, and there are only so many opportunities 
within a given geographic area, and the practice 
owners may all know each other. 

Kestenbaum said, “For administrative posi-
tions, these individuals aren’t limited to working 
in the eyecare industry. They can be administra-
tors in almost any field, so switching jobs can 
be a much more available option. Right now, in 
2024, we’re seeing considerably lower turnover 
rates than we have in the past. That’s because 
employment is cyclical, and we’re coming off one 

Continued from page 54

“Workforce requirements have changed over the years, with 
the current cadre of graduating and newly-practicing ECPs 
seeking a new and different set of hard- and soft-skill-relat-
ed criteria for employment.”
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of the highest employment rates in recent history, 
where we saw phenomena such as ‘silent quit-
ting’ and job mobility hitting all-time highs. 

“Now, we’re in a cycle where there are fewer 
open jobs and unemployment rates are climbing. 
This is due in part to the federal reserve raising in-
terest rates, which tends to slow down economic 
activity, and the federal government decreasing 
the amount of stimulus within the economy. At a 
point in the future, we will see this shift again, but 

in the present we’re in a period where we’ll likely 
see lower turnover rates and a slowdown in the 
rate of wage increases within any given position,” 
Kestenbaum said. 

Role of the Optometrist Recruiter
Kestenbaum views the recruiter as a consultant, 
helping practices understand the current hiring 
climate, the needs and wants of  job-seeking op-
tometrists, and the process of moving from a pro-
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spective candidate to a new hire and a new team 
member. “Recruiters are constantly talking to 
both practices and optometrists, so they’re able 
to see the industry from both sides with a 360-de-
gree view. This knowledge is very helpful in mak-
ing successful employment happen,” he said.

“Recruiters also assist with negotiations to 
ensure that offers are appropriate and accepted. 
It’s typically in a practice’s best interest to hire 
interested candidates since there is an undersup-
ply and immediate need to fill a vacancy. Ensur-
ing that the process ends in a hire rather than a 
rejected offer is a critical component. The goal is 
always to create a win-win for the practice and the 

job seeker, where all parties feel good about the 
outcome,” Kestenbaum commented.

“The role of the optometry recruiter for our op-
tometry students is to be an ambassador for their 
employer,” stated Dr. Horn. “Within optometry 
education programs, we expect recruiters to be 
honest with our students about the offerings of 
working for the business. In addition, we hope 
that they’ll provide our graduates with opportuni-
ties to have mentorship from those in business or 
in the community.  This truly helps our students 
transition into the optometry community.” 

Dr. Purcell pointed out that recruiters assess not 
only clinical qualifications but also the cultural fit 

within a practice. They’re tasked with identifying 
trends in the profession and ensuring the practices 
they work with stay competitive by hiring optom-
etrists who have the technical skills and some busi-
ness acumen to thrive in today’s market.

“The problems I’ve encountered often arise 
from prospective employees misrepresenting 
their qualifications or the job description not 
accurately reflecting the actual role. A skilled re-
cruiter can help mitigate these issues by ensuring 
that only qualified candidates are considered and 
that applicants fully understand the responsibili-
ties and expectations of the position they are ap-
plying for,” added Dr. Kaplan. 
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How and where ECPs advertise job oppor-
tunities has evolved so dramatically over 
the years that the methods of outreach 

signify a totally new landscape. ECPs use om-
nichannel marketing driven in large part by social 
media and online job boards. There is consensus 
among the experts that, for the most part, tradi-
tional advertising modalities no longer apply.

“There are a variety of places to advertise 
open OD positions. Schools and state asso-
ciations typically have job boards,” stated Brett 
Kestenbaum, COO of Eyes On Eyecare. “Large, 
generic hiring sites such as Indeed or ZipRe-
cruiter are available, and niche websites such 
as eyesoneyecare.com, where I am one of the co-
founders, are also available options. 

He continued, “The best approach is to be as 
wide as possible with your efforts because the 
goal here is speed-to-hire. Prolonged vacancy is 
what a practice really needs to try to avoid, and 
all options should be on the table to speed up 
the hiring process. I always recommend practices 
start the hiring process well in advance of hav-
ing a need. For example, if a practice sees that 
they have an expanding patient base, and they 
‘may have a need for another optometrist in the 
future,’ I’d recommend starting the process when 
they begin to get that sense. Work to hire some-
one one day per week.”

Kestenbaum said that hiring a recruiter is a 
great approach as recruiters work on contingent 
contracts, meaning, they only get paid if they 
find a physician who ends up taking the job and 
working at the practice. “At Eyes On Eyecare, 
we’re able to reduce hiring times by over 50 per-
cent through active recruiting versus advertising 
methods only. The faster the physician is hired, 
the earlier they’ll be available to see patients. 
And the biggest missed opportunity for a practice 
is a missed patient engagement, since every pa-

tient is also the potential for a referral, so if you 
miss the opportunity for one patient, you may 
actually be missing the long-term opportunity of 
two, four or eight patients,” added Kestenbaum.

Casting a Wide Net
Colleen Halfpenny, MD, a managing partner at 
Valley Eye Professionals and clinical instructor 
at the cataract and primary eyecare clinic at Wills 
Eye, said that they’ve found most of their physi-
cians through the network of residents and fel-
lows that she or her colleagues already knew or 
personally trained. “If you live in an area with a 
lot of residency programs, it’s a great resource, 
especially when you’re involved in teaching them 
and can recruit them at an early stage, if they’re 
interested in staying in the area.”

“This past year, VSP Vision conducted a study 
examining how optometrists in various stages of 
their career are navigating the profession,” stat-
ed Quy Nguyen, OD, director of doctor relations 
at VSP Vision. He noted that one segment of re-
spondents—the novice practitioner, comprised 

of Millennials and Gen Zers—are prioritizing their 
health and well-being to create a lifestyle that’s 
beneficial to a career in optometry. “When hiring 
this next generation of optometrists, all practice 
modalities should be mindful of providing a sup-
portive practice environment, mentorship and 
growth opportunities as this group looks to learn, 
grow and pay off student debt.”

Dr. Nguyen continued, “Through VSP Premier 
Edge Career Support, practices are advised to go 
a step beyond simply listing their open position. 
They’re encouraged to highlight their mission and 
work culture to ensure both the practice and the 
candidate’s passions match. It’s important to note 
that approaching the hiring process with a ‘one size 
fits all’ method can have an adverse effect. Each 
practice should be thoughtful about what exactly 
they’re looking for in a candidate, whether it’s a 
skill set, perspectives or behaviors, and try to stay 
true to those needs as best they can. Customized 
job postings help ensure practices hire the right 
candidate the first time around.”

Continued on page 60
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How Recruitment and Outreach Methods Attract Top Talent

Where to Advertise
According to Dr. Purcell, today’s optometrists 
typically advertise job openings through indus-
try job boards like AOAExcel and Vision Monday, 
as well as using LinkedIn. In addition, practices 
often post listings in regional or state optometry 
association newsletters. Outreach methods are 
expanding to include networking at trade shows, 
alumni associations from optometry schools and 
targeted email campaigns. Practices are also 
adopting referral incentives for current employ-
ees to attract high-quality candidates through 
word of mouth.

Evan Kaplan, OD, associate clinical professor 
(Emeritus), SUNY College of Optometry, pointed 
out that social media has largely replaced local 
newspaper advertisements, church bulletins and 
educational in-person events as the primary ad-
vertising method. “Social media platforms such 
as Facebook and Instagram allow practices to 
use direct ads for products or share posts con-
taining general educational content, whether in 
written or video format. These posts can cover 
topics like disease awareness, the importance 
of regular eye examinations, or the introduction 
of new technology and products at the practice. 
These are all excellent ways to increase visibility 
and promote the practice to a broader audience,” 
he said. 

“Our members find success with LinkedIn, In-
deed, ZipRecruiter and PECAA Classifieds, which 
is open to both PECAA members and non-mem-
bers and connects people through open jobs at 
private practices, as well as equipment and prac-
tices for sale across the country,” stated Kathy 
Long, operations advisor, Professional Eye Care 
Associations of America (PECAA). “However, I 
also recommend asking your patients for refer-
rals and posting on your practice’s website and 
social media pages. Reaching out to state col-
leges and junior colleges that offer medical assis-

Continued from page 58
tant programs can be effective as well. The goal 
is to attract as many qualified candidates as pos-
sible via multiple avenues.” 

Long continued, “Since younger generations 
are more tech-savvy, recruitment practices need 
to adapt. Your presence on online review sites, as 
well as your website and social media pages, are 
now more critical than ever. These platforms form 
the first impression for candidates, not just your 
patients.” 

Fraser C. Horn, OD, president of the Association 
of Schools and Colleges of Optometry (ASCO), 
noted that “there is often an individual at optom-
etry programs who can forward advertisements 
for openings. There are also some programs that 
have job fairs where recruiters can be present and 
interact with optometry students and plant the 
seed of why their practice should be their next 
clinic.  The job fairs have been fruitful for many 
colleagues and industry partners.”  

“With demand for eyecare from doctors of op-
tometry well recognized, it’s critical that efforts 
be made to ensure that all Americans have ac-
cess to the eyecare they need now and into the 
future, and recruitment methods are rising to 
meet the challenges,” said Steven T. Reed, OD, 
president of the American Optometric Associa-
tion (AOA). 

“Each career path is different. Many talent re-
cruiters are looking for optometrists with busi-
ness knowledge and leadership skills, as well as 
social and networking capabilities to connect, 
advocate or affect the larger industry and pro-
fession. Potential ways to recruit include alumni 
placement offices, profession-focused publica-
tions and journals, continuing education events 
and networking events,” he said.

Dr. Reed continued, “The optometrist recruiter 
plays an important role in actively identifying doc-
tors who will fit the specific skills that one is seek-
ing, from clinical expertise to someone interested 
in purchasing the practice in the future. A recruit-

er can provide a full range of services to help 
practices find their right fit, including marketing 
to source candidates; screening candidates; in-
terviewing; offering a position; and onboarding. 
Recruiters can work with practices to create and 
manage an onboarding process for newly hired 
doctors, acclimating them to the practice and 
work expectations.” 

Speaking of candidates’ expectations, Long 
stated that in the current job market now it’s more 
important than ever to emphasize your prac-
tice values and team dynamics, which promote 
a strong office culture to candidates. “Your job 
posting should highlight these elements, along 
with all benefits, pay range with possible incen-
tives, any flexibility with work schedules, and 
your vision for providing patients with the best 
possible experience and care. In short, it’s no lon-
ger enough to simply list the qualifications you’re 
looking for from potential employees.” 

The experts agree that when entertaining any 
potential candidate, it’s important to remember 
not to hire too quickly; you first have to ensure the 
person will work well with your existing team and 
can offer a level of patient care consistent with 
what patients expect from your practice. Holding 
multiple phone calls and bringing candidates into 
the office for at least one physical interview can 
help you get a better feel for their personality and 
demeanor, as well as how they interact with the 
other staff. 
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