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noun MEDICINE

A partial loss of vision or a
blind spot in an otherwise

SCOtoma’s Of normal visual field.
Practice Profitability

Dr. Ryan Parker
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Disclaimer

Ryan Parker is an employee of EssilorLuxottica and has a relevant financial relationship.

Good news is we are not talking about products in this lecture!

Practice
Profitability
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Customer Base

Know your base customer
« Will you more
customers or turn
them away?
« Will your customers be

rs
view your dispensary?

Pricing

Pricing is the process of
assigning a value or a price
to a product or service. Itis
extremely important to set
the “right” price as it is the
basis for generating profits
for a business and needs
careful consideration while
devising the business
strategy. These are the
things you need to consider
when pricing your product or
service
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Consumer Voting

* Our purchases are votes
for the products and
services we believe in

78 percent of U.S.
workers live paycheck to
paycheck to make ends
meet*
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)

(In Millions)
Repurchasing Repurchasing Repurchasing Repurchasing
Cycle : 1.85 Cycle : 1.78 Cycle : 1.80 Cycle: 217 ggg
757
623
408 450
21 239
134
1834 3524 4554 S5
Units sola  Number of Eyegiass wearers =Poputation
Financially Financially Financially
Dependent Free Prudent

Financially Prudent



http://press.careerbuilder.com/2017-08-24-Living-Paycheck-to-Paycheck-is-a-Way-of-Life-for-Majority-of-U-S-Workers-According-to-New-CareerBuilder-Survey

Eyeglass Sales and Wearers 2017 by Gender
(In Millions)
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=Units sold = Number of Eyegiass wearers ‘mPopuiaton
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Eyeglass Sales and Wearers 2017 by Income Group
(In Millions)

124.8 1268
Repurchase
Cycle. 788 83.3
495
Income -
Under $60K Over $60K

Number of Eyeglasses Pairs Used by Demographics
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Private practices account for 66% of exams...

...but only 48% of eyeglass sales.
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Top Key Metrics

+ Expense Category % of Gross Revenue
« Eyewear Rxes per 100 Complete Exams

+ Exams per OD Hour
« Eyewear % of Gross Revenue

+ Gross Revenue per Exam
» Contact Lens % of Gross Revenue

+ Gross Revenue per OD Hour .
« Eyewear Revenue per Pair

+ Gross Revenue per Staff Hour

« Eyewear Multiple Pair Sales Ratio
* Annual Gross Revenue/Active Patient

Know WHY before you figure out how!
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Capture Rate: The Lowest Hanging Fruit ($$$)
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Revenue Sources

2% Other

Contact
Lenses

SHOW ME THE
}f, Tl &

Prescription
Eyewear

44%

Source: MBA Practice Profile
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Number of patients

Calculate who purchased eyewear
Number of eye exams
Eyewear that included refraction

Capture
Rate

V21%* + V22** + V23** + V2781
92015 Refraction
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Eyewear Capture Rate Range

Eyewear Rxes per 100 Complete Exams Performance Deciles

Highest Index vs. Median
90th-99th percentile 108

80th-8%th percentile INEGE—_G—_—_——— G5 143
70th-79th percentile IEEGE_—_G—— 3 130
60th-69%th percentile INEEGEGEGIG—_— 72 19
50th-59th percentile IEG_—_—S 5 110

40th-4th percentile IEGEG_—__DNGEG—_—_— 53 9%
30th-35th percentile INEGEG_—_—_—— 53 88
20th-29th percentile IEG_—_—_—_— 50 83
10th-19th percentile INEEGE_—_—_— 43 72
1st:9th percentile  INEEGE_—_—_—G 35 58
Lowest
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Assumptions

$750,000 Gross Revenue/yr

IMPACT oo

Avg $227/pair

60%E67% is 0.6/day=534,481 increase

60%2180% is 1.1/day=564,037 increase
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How Can We Improve Our Capture Rate
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Improving Capture Rate

Strategies for improving capture rate:

1. Pre-sell - ask patients to bring current eyeglasses and prescription sunwear with the to exam

. Assess current patient flow — How long does it take to see the optician?

. Recommend eyeglasses to all contact lens wearing patients

. Merchandise well - structure office experience to enhance

. Devote at least 25% of office space to optical dispensary

o o A 0w N

. If patient asks for Rx to take with them, ask why
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COUNTIT.

Traditional
Patient Flow

ypical flow: money
part is at the end
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Patient

Focus Flow
Updated flow: Allows

that patient to see the
optician as early as
after the pre-test
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Patient Focused Flow

PATIENT HAT CONSUMER HAT
40-50 minutes Out or closed to out of time
Curent Fow QS ok
Ex: Pre-Test Exam CLor Dilate Optical Check-out
=
Proposed Reception CL(fcL Dr 0D chk
N con T Bem e ) T ) O R

Checkout

PATIENT HAT
Hand-off to optical in 20-25 minutes
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Contact Lens Patients
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Patients Want The Doctor to Prescribe

Patient Expectations of Eye Exam Dialogue

Oral summary of finding

ms with

vision, light sensitivity

Discussion of vision use at work

Disc ion of vision use at leisure

‘Souroe: “Patient/Doctor Dislogue During Eye Exams'; Jobson Optical Research, March 2009
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Passing Of Authority- Best Practices

Optician to Checkout Staff

*Repeat The Patient’s Order and Reinforce “Good Decisions”

«Allow another chance to say for patient to say yes to any
recommendations that were not followed before order is placed

27



e rei MESSAGE, ,
noenc PERSON. N7
arercir TIME, =
WITHTHERIGHTFREGUENGY

28

aM

=se|||ng

iteresl 3 EE “’m B [

S=S discounting
markﬂlmﬂﬂnmnu =8 gomwin £ SH5E

consumer=> 5 ™

D

o
packaging
" calry
tlearance

merchandise

commercial

sal

E—.

sing

29

30
Minutes (;io/t @

60
Minutes

30

9/1/22

10



9/1/22

Men are from
Mars

Men are from Mars

Ao
il =

“Debbie, where ARE you?!?1?”

Mission: LeAR]
Buy a pair of jeans =
at The GAP... ===
Male Jc pe%] Female
Time: 6 min Time: 3 Hrs 26 min
Cost: $33 Cost: $876
32
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Endowment

)
Effect pest
When we own A
something, we tend to
judge it to be of a &
higher value than 00 EH
others would

T Iy
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Consumers do NOT like Choices

Consumers purchase less when faced

“Just give me what my insurance covers” is often
a dodge to avoid a financial choice...
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m WHY.

36
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Key Learning Points

Identify your opportunities

ate Your Capture Rate

alistic Improvement Goal

Measure Your Success
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THANK'Y

38
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