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“Maturity is a bitter disappointment for 
which no remedy exists, unless laughter 
can be said to remedy anything.” 
— Kurt Vonnegut 

F or my 37th birthday I treated 
myself to a tattoo. Being that 
I was well into adulthood and 

thoroughly unimpressed with the 
experience, this quote from Cat’s Cradle
really spoke to me. Do not ask me why I 
felt the need to print it indelibly on my 
body, where it is, or ask to see it … it will
creep me out. You’ll just have to take my 
word for it. The tattoo may have been 
foolhardy but I stand by the sentiment, 
“laughter can remedy anything.” 

It has been a rough couple of years — 
and challenges remain — but humor has 
gotten many of us through it. I under-
stand that people are more mindful now 
and things we once didn’t give a second 
thought to laughing at are no longer ap-
propriate — let’s be honest, they never 
really were — so it can be a minefi eld out 
there. But the solution isn’t to abandon 
laughter; it is to get better at what we’re  
laughing at. To that end, we’ve provided 
a primer for humor at work in our Big 
Story on page 42. 

Clearly, I have a healthy appreciation 
for humor in life and in the workplace and 
what’s funnier than data? I’m being a bit 
facetious here but data is actually impor-
tant to humor. The comedic greats are al-
ways collecting data to fi ne tune their bits 
and you should be doing the same in your 
business. Our Special Feature (Knowledge 
= Power on page 50) tells you not only 
what data you should be collecting (hint: 
you likely already are) but how you should 
be using it… and that’s the pay off.  

Miraculously, Dr. Steve Vargo seam-
lessly combines these two themes in his 
column on page 60 talking about the use 
of humor to collect data! Amazing. 

Nothing is permanent — even tat-
toos — comedians know this and they are 
relentlessly refi ning their acts. Yes, and 
… An eyecare business needs to be do-
ing the same; constantly collecting data 
and improving how they use it to create 
a better experience for their patients and 
customers. 

Best wishes for your business,

5 SMART TIPS 
FROM THIS 
ISSUE
1. Do you include a 
link to pay in your 
text reminders? 
Maybe you should 
start studying a 
revamp of your com-
munication system 
now. (Managers’ 
To-Do, page 26)

2. Specialties are 
where it’s at … and 
neuro-optometric 
rehabilitation is in 
demand. (Better 
Vision, page 38)

3. To TikTok or not 
to TikTok? We help 
answer the question. 
(Ask INVISION, page 
64)

4. First impressions 
are important. How 
does the reception 
your business gives 
stack up? (Bench-
marks, page 68)

5. Worried that 
independent eyecare 
is dying? Hogwash! 
Hear what your peers 
really think. (Buzz 
Session, page 72) 

@invision.mag

@invisionmag

EDITOR’S NOTE

LAUGHTER AND 
TATTOOS

Nothing is really permanent … 
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I N B OX

IT partner to fix my site 
than pay a ransom when 
it gets hacked. Worst case, 
if you know your website 
content/design, or even 
better have a backup of it, 
they can just recreate it. If 
you have a WordPress 
site, it’s pretty 
much guaran-
teed that you 
will be hacked 
at some point. 
Sarah  Brozzo, 
Harrison Eye Care, 
Harrison, MI

5 INVISION always has 
insightful feature stories. 
I always take away great 
tips and suggestions for 
our practice. Thank you 
for being our favorite in-

dustry publication! Rita 
Ellent, OD, The Gardens 
Eye Care, Forest Hills, 
NY

5 Great article and food 
for thought and evaluation 

of our website today 
and in the future. 

Thanks for the 
great industry 
and marketing 
articles. Keep up 

the amazing job; 
look forward to the 

magazine each month! 
Verbelee Nielsen-Swan-
son, Oxford Eyes, Orlan-
do, FL

5 SEO optimized web-
sites that are generic and 
use stock photos help 
practices that put time 
and thought into website 
design gain new patients. 
Jason Klepfisz, OD, 
Urban Eye Care LLC, 
Phoenix, AZ

5 It comes in handy to 
have a good IT resource. 
I would rather pay my 

Inbox Our Readers Share 
Their Thoughts

R E A C H  O U T !
We always love to hear from 

you. Send your Inbox letters to us at 
editor@invisionmag.com.

Follow us on 
Facebook

@invisionmag
and Instagram
@invision.mag
to share your 

thoughts. 

5 That story about web-
sites was enlightening. 
The reality is we need a 
digital presence to be note-
worthy and make a mark. 
A great website speaks to 
your ideal patient and fills 
your schedule while you 
sleep. You have control 
over your website. Why 
do so many people put so 
much time and energy into 
creating content on digital 
platforms they don’t own 
like Instagram, Facebook, 
Twitter and YouTube? 
At any moment, these 
platforms can shut down 
your account. We invested 
hours on YouTube only to 
find that every single ad 
shown on our videos was 
to “buy glasses online.” We 

pulled those videos and 
now send a direct link to 
our patients. Diana Canto 
Sims, Buena Vista Opti-
cal, Chicago, IL

5 The recent article 
prompted me to give our 
website a new look and 
refresh the content. It 
had been a while! Amina 
Ebrahim, OD, D Vision 
Eyecare, Allen, TX





HOT SELLERS
3. Each month, INVISION tells you about 
the products that are selling briskly, based 
on our Brain Squad survey. INVISION On-
line brings you even more of the products 
that customers love.

1. Don’t miss our latest podcast episode, featuring 
TechifEYE. This OD-founded alliance of technolo-

gy-driven companies and preferred partners is bring-
ing the latest in revenue generating technologies to 

independent optical practices.
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INVISIONMAG.COM
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Brain Squad

BUZZ SESSION
2. See all the Brain Squad responses to 
this month’s Buzz Session question: Do 
you believe independent eyecare is dying?

Podcast

Products
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P R O D U C T S  /  L A T E S T  T R E N D S   /  S E R V I C E S

TOP-SELLING  
VISION BRANDS 
FOR FEBRUARY*How were your overall 

business revenues in 
February compared 
to the same month in 
2021?

UP

WAY UP: 25%
OR  MORE

DOWN

SAME

13%

27%

0%

49%

11%

MONTHLY SALES 
SURVEY

WAY DOWN: 25%
OR  MORE

EYEGLASSES: Ray-Ban (15), 
Tom Ford (7), Gucci (6), Oakley 
(6), Etnia Barcelona (5), Kate 
Spade (4), MODO (4), OVVO 

(4), Barton Perreira (3), ECO (3), 
Flexon (3), Lindberg (3), Prada 
(3), Silhouette (3)

SUNGLASSES: Ray-Ban (25), 
Maui Jim (21), Kate Spade (6), 
Oakley (6), Gucci (5), Costa (4), 
Nike (3), Tom Ford (3), Etnia 
Barcelona (2)

*These are brands mentioned 
by multiple Brain Squad 
members when asked what sold 
well in February. Join at 
invisionmag.com/brainsquad.

INVISIONMAG.COM

Oakley launched the newest chapter of their 
“Be Who You Are” story, which showcases the 
new 2022 Bike Collection. As part of the cam-
paign, Oakley partnered with cycling group Fixie 
Fit to explore not only their skills on a bike, but the 
ways that each support, value, and empower their 
communities off it. Fixie Fit — members shown 
here wearing the Road Cycling Collection — is a 
South African-based, urban bike crew made up 
of artists, directors, and local fashion designers. 
Since its inception, Fixie Fit has grown into a 
community of riders that highlights diversity 
and inclusivity within BMX. The newest chapter 
of the “Be Who You Are” bike campaign can be 
viewed on Oakley’s Instagram and YouTube 
channel. Prices vary, oakley.com

FIT CHECK

EYEGLASSES
go to page 30
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AYMAY

I N S P I R A T I O N C A L E N D A R

W E E K  1

MAY 1-7 
MANAGEMENT
If summer is a busy period for 
your practice, ramp up cross 
training and lock in vacation re-
quests now.

W E E K  2

MAY 8-14
MARKETING Finalize plans for 
summer trunk shows or oth-
er events. Confirm dates with 
vendors. Planning your catering 
now will allow you to negotiate 
volume discounts when multiple 
events are booked. 

MANAGEMENT If your typical 
response to handling day-to-day 
affairs is, “Let me take care of 
this,” then try this experiment: 
For the next two weeks, free up 
two hours a day just to manage. 
Delegate some admin work, drop 
less important meetings and 
spend the extra time giving more 
guidance to your team. You may 
find the extra productivity far 
outweighs your “lost” hours.

W E E K  3

MAY 15-21
MERCHANDISING To help you 
freshen up your window displays 
— it is spring after all — tap your 
vendor reps to see what they can 
offer you in the way of displays 
and customer giveaways. It’s 
always smart to “be nice to your 
patients and give things away,” 
says Caitlin Wicka of San Juan 
Eye Center in Montrose, CO.

COMMUNICATIONS A recent 
survey of small healthcare pro-
viders by SMB Communications 
found 61% of patients are more 
likely to pay their clinic bill if they 
receive a text reminder with a 
link to pay, and 58% of patients 
consider filling out paper forms 

“old fashioned.” If this feature 
is missing from your operation, 
start studying a revamp of your 
communication system now. The 
more digital-native demograph-
ics coming to market don’t have 
the patience for legacy systems.

W E E K  4

MAY 22-28
INVENTORY It’s been almost two 
months since Vision Expo East. 
Scrutinize the sales data of prod-
uct brought in from VEE to see if 
it’s going to be successful or not.

TRAINING Get your salespeople 
to brush up their customer ap-
proaches with Harry Friedman’s 
“Opening the Sale” game from 
his Selling Games & Contests 
book. Pairs of salespeople face 
each other with each side taking 
turns delivering a fresh opening 
line. Fail to come up with one and 
you’re out. Last person standing 
wins. Rules: The lines must have 
nothing to do with business, 
should generally be questions, 
and should encourage conver-
sation.

1  Before NATIONAL 
LOYALTY DAY, 

send something like a 
special “$50 off, no min-
imum required” coupon 
to your 50 best custom-
ers. Be bold with your of-
fer — you can trust your 
best customers not to 
abuse the privilege. Just 

MANAGER’S
TO-DO LIST

G ATES

INVISIONMAG.COM

plete pair plus an exam 
and fitting to a teacher 
who has won a recent 
award. Alert the local 
media and then arrange 
a time for that teacher or 
coach to come to your 
store to receive their 
prize. 

17 WORLD HYPER-
TENSION DAY. A 

chance to remind your 
clients to have their 
blood pressure and eyes 
checked regularly. High 
blood pressure is a lead-
ing cause of retinopathy, 
optic neuropathy and 
other vision disorders.

25 Let’s be honest, 
there aren’t many 

geekier than eyewear 
people. On GEEK PRIDE 
DAY hold a roundtable 
to bring together these 
kindred spirits to show 
off and discuss the latest 
vision trends and your 
most recent inventory.

MAY  BIG DATES

Work on housekeeping 
and cross training. We 
test our staff to keep 
them up to date on new 
technology and products 
in our office. We also set 
goals each quarter and 
check to see how they 
are going.”

M O N T H LY  P R O J E C T IG metrics to track for growth: im-
pressions, reach, clicks, and replies.

Rate metrics give you a per-
centage to help you understand 
one metric relative to another. E.g., 
interaction rate is the percentage 
of your followers that have in-
teracted with your post, story, or 
IGTV. The formula:

Rate % = (Metric (e.g., num-

ber of interactions on a post) / 
Follower count when the post 
was published) x 100 

If you have 950 followers and a 
post received 175 interactions, that 
post’s interaction rate is 18.4%.

Start with these basics before 
a social media campaign because 
analytics without context don’t 
help you take action.

growth shows how your follower 
count changes over time. Here is a 
simple formula: 

Growth % = (Metric at Time 
1 - Metric at Time 2 / Metric at 
Time 2) x 100

If you ended Oct (Time 1) with 
950 followers and had 710 follow-
ers in Sept (Time 2), your follower 
growth rate would be 33.8%. Other 

Formulas for Success
One of the appeals of digital mar-
keting is its trackable ROI but if 
you’re not analyzing your metrics, 
your marketing efforts might be 
getting lost in all the noise.

Most metrics are considered 

level-one: followers, impressions, 
reach, likes, comments, and clicks. 
While helpful, these offer a snap-
shot in time. 

For growth and optimization, 
look at level-two metrics. These 
are about using data to pinpoint 
what your audience loves (and 
ignores). Growth metrics show the 
change of a metric, e.g. follower 

be sure they understand 
this is a special insider 
perk. Everyone wants to 
feel like a VIP.

3  NATIONAL 
TEACHER DAY is a 

terrific goodwill opportu-
nity. Donate one of your 
nicer frames as a com-

Heather Aites, Family 
Vision Center,
Westminster, CO





and the OGI Shimmer line 
for the ladies. They love the 
sparkle! Deb Wood, Wood 
Vision Clinic, Iowa Falls, IA

5 TIFFANY opticals, thanks 
to a frame reset by Luxottica, 
and RAY-BAN aviator suns. 
Patients came in asking for 
them. Pamela Marzec, Marzec’s 
Specs, Streamwood, IL

I N S P I R A T I O N  H O T  S E L L E R S

5 The VERA BRADLEY Eva 
and Christina sold well in 
optical, and the Dina in sun. 
Barbara Bloom, OD, Weber 
Vision Care, Harrisburg, PA 

5 KATE SPADE, STATE and 
OGI all did well in optical. 
They are fun and fresh; peo-
ple love them! In sun, Nike is 
a constant favorite for guys, 

Hot Sellers

Each issue, INVISION surveys 
ECPs around the country about 
which vision products are selling 
best in their stores/practices. Then 
we calculate the results and share 
them with you to give you a gauge 
of front-line sales activity across 
the United States. To take part, go 
to invisionmag.com/brainsquad.

5 UBER in optical and JIM-
MY CRYSTAL in sun. Chris 
Gregg, Inver Grove Heights 
Family Eye Clinic, Inver Grove 
Heights, MN

5 ETNIA BARCELONA in 
optical and MAUI JIM in sun. 
Shawndra Frasier, Taylor 
Optical, Salt Lake City, UT

5 ARISTAR and SUPER-
FLEX opticals, the 
style and price 
point work in our 
ophthalmology/
optometry prac-
tice. Miguel Rodri-
guez, Fava & Ma-
ria Eye Associates, 
Lebanon, PA

5 The VERNON 

BRAND RESULTS ON PAGE 25

VERA BRADLEY
The Vera Bradley Christina sports a classic full-rim rectangular 
shape in a lightweight, lustrous acetate. The temples gently 
curve inward and feature spring hinges to keep them comfort-
able and secure. Available in seven colorways, Imperial Rose is 
shown. MSRP: $179.95

GANTRY Peeler XL is a great 
seller in all the colors; can’t beat 
a 57-eye size and affordablity. 
Larah Alami, OD, Hudson River 
Eye Care, Tarrytown, NY

5 KALA EYEWEAR, I-DEAL 
OPTICS men’s, thanks to new 
colors, and ANGLO AMERI-
CAN vintage eyewear. Barbara 
Solomon, Solomon Optical 
Company, Minneapolis, MN

5 OLIVER PEO-
PLES in optical. 
Randy McMurry, 
MyEyeDr, Birming-
ham, AL 

5 KLIIK, OVVO 
and LEGRE opti-
cals; blues and reds 
are popular now. 

Kathryn Collins, OD, Kissel 
Eye Care, Lititz, PA

5 We brought in PARADOX 
and our patients are loving the 
fun colors and optical shapes. 
They are appealing to both 
younger and more seasoned 
customers. Frances Ann Lay-
ton, Eye Associates of South 
Georgia, Valdosta, GA

5 FLEXON based on insur-
ance incentives and durabili-
ty. Robbi Marcin, Dr. Robert F. 
Marcin, O.D., Tamaqua, PA

JOIN THE 
BRAIN SQUAD!

To see all the 
responses from 
the survey every 
month, join the 

Brain Squad:
invisionmag.

com/brainsquad





30   APRIL 2022

9

77

44

321

6

8

INVISIONMAG.COM

IN S P I R AT I O N  E Y E G L A S S E S

5

THE HEIGHT OF DURABILITY

TIME FOR
TITANIUM

T e Atomic 22 frames 
w never let you down.

Y RACHEL BOZEK

1. KILSGAARD The beta titanium 3922 delivers a graceful eyeshape with a feminine flair. (800) 654-6099, designeyeweargroup.com, $435 | 2. MODERN OPTICAL Part 
of the Modz Titanium Collection, the Aristocrat is a lightweight style with a classic vibe. (800) 323-2409, modernoptical.com, $150 | 3. SUPERFLEX A butterfly frame 
with twisted temples, the jewelry-inspired SF-1143T features an epoxy-filled accent on the temples to coordinate with the frame front and temple tips. (855) 455-0042, 
westgroupe.com, $175 | 4. ORGREEN OPTICS A smaller rectangular frame, the Face to Face is one of three new additions to the Sheet Titanium collection. orgreenoptics.
com, price upon request | 5. GIORGIO ARMANI The AR_5114t_3335 is a titanium panto frame with ultra-slender details and a unique look. (800) 422-2020, my.luxottica.
com, starting at $152 | 6. BLACKFIN  Part of the Spring/Summer 2022 Razor collection, the ultra-flexible beta titanium BF972 has a double-bridge frame, one-piece hinges, 
and tilting PVC nose pads. (877) 889-0399, villaeyewear.com, $475 | 7. OVVO OPTICS Made with a combination of acetate and military-grade surgical steel with titanium, 
the 6007 is part of the DUO Collection. (855) 393-6886, ovvooptics.com, $435 | 8. KALA Vintage meets avant-garde with the titanium Apollo. kalaeyewear.com, $400 | 
9. SAVILE ROW A titanium brow bar defines the SRO-027, a combination cat eye-inspired frame. clubinspecs.com, $260

6 These Atomic 22 frames 
will never let you down.

BY RACHEL BOZEK

5

8
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SHRINKING OUR
FOOTPRINT

SUSTAINABLE 
SUNS

These styles prove green 
suns come in many colors.

BY RACHEL BOZEK

1. MITA Made from recycled water bottles, the Venezia stands out w    $   O e 
bio-acetate Cole, part of the Come As You Are collection, is part of s. 
(844) 240-4130, komono.com, $139 | 3. ETNIA BARCELONA Cotton fiber and vegetable-based materials, designed to decompose within one year of disposal, give the 
vintage — and literary great — inspired sun Woolf, from The Readers collection, a reduced footprint. etniabarcelona.com, $69 | 4. CHAMPION Offering a performance 
reminiscent of TR90, the new Champion Made Different material is primarily derived from castor bean plants and is used in the construction of the model Target. (800) 
243-6350, lamyamerica.com, $149.95 | 5. SKRAP Made in Canada — from recycled skateboards donated by businesses in the U.S. and Canada — every SKRAP sunglass 
is one of a kind and includes UV400 polarized lenses and stainless-steel flexible hinges. skrap.ca, $115 | 6. BAJIO SUNGLASSES The minimal-impact Cometa is made 
with bio-based nylon and has polarized lenses that feature LAPIS lens technology, which reduces glare and blocks out blue light. bajiosunglasses.com, starting at $199 | 7. 
SHWOOD Plant-based bioplastic surrounds genuine wood inlays to create the durable Arrowcrest, part of the CAMP Eyewear collection. (503) 864-6928, shwoodshop.
com, $79 | 8. ECO EYEWEAR Made from ocean litter, the Pearl, from the Eco Ocean collection, embodies the concept of going from trash to treasure. modo.com, $75 
| 9. DRAGON Style and sustainability join forces for the Davis, a plant-based resin frame with lenses that feature the brand’s signature Lumalens color optimized lens 
technology. (800) 645-1300, marchon.com, $135 

6

8

2

4 5

1

9

 Made from recycled water bottles, the Venezia stands out with wide temples and angled edges. (305) 456-5764, mita-eyewear.com, $129 | 2. KOMONO The 
bio-acetate Cole, part of the Come As You Are collection, is part of Komono’s commitment that all collections as of 2022 will be made with fully sustainable materials. 
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THE FUTURE IS NOW
New from XENON-VR, the 
Xenon-1 is their patented 
medical-grade mobile virtual 
reality headset positioned to 
renew the visual field assess-
ment experience for ECPs 
and patients alike. Liquid lens 
technology in the headset can 
be customized to patients’ 
refractive errors on an individ-
ual basis. 
xenon-vr.com 

WATCH YOURSELF
Classic meets irreverent with 
PSYCHO BUNNY’s 121, which 
features spring hinges and 
can’t-miss temple tips.
eyeweardesigns.com

TREE TIME
A 100% block titanium front, 
beta titanium temples, and 
eco acetate tips define the 
TREE SPECTACLES Timon, 
a 1950s-inspired design.
treespectacles.com

IMMAGINE THAT
The new men’s line from 
IMMAGINE98, I-MAN, inc
the Dylan, a combination 
frame with injected rims a
steel temples. 
immagine98.it

REVEL IN RECYCLE
New from CONTINENTAL 
EYEWEAR, the Cameo Susta
collection shines the spotligh
on recycling by using three t
four recycled plastic bottles 
(rPET) for each of its styles, 
including the Flourish. 
millmeadopticalgroup.com

PEARLS JAM
Fresh from JIMMY CHOO, the 
made-in-Italy Sonja/G/N/S is 
n acetate frame adorned with 

faux pearls across the brow and 
the brand’s iconic “JC” on the 
temples. mysafilo.com

ROCK STEADY
For its most advanced progres-
sive lenses yet, IOT introduces 
its new Camber Steady Plus 
Progressive lenses, which 
provide a comfortable experi-
ence with a combined digital 
free-form back-side built on 
its new proprietary IOT Digital 
Ray-Path 2 Technology, with 
patented Steady Plus Meth-
odology, and a special Camber 
lens blank, created by Younger 
Optics. iotlenses.com

$475

CRYSTAL CLEAR
Brand new from TC CHARTON, the 
acetate Kelly sports a pop of color 
along the brow, to contrast with the 
clear portion below.
tc-charton.com

$338

$180

price upon request

p p q t

price upon request

IMMAGINE98, I-MAN, includes 

frame with injected rims and 

INVISIONMAG.COM

EYEWEAR, the Cameo Sustain 
collection shines the spotlight 
on recycling by using three to 

PEARLS JAM
Fresh from JIMMY CHOO, the 
made-in-Italy Sonja/G/N/S is 
an acetate frame adorned with 
faux pearls across the brow and 
the brand’s iconic “JC” on the 
temples. 

price upon request

price upon request

$320
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COG U
g  

self administered computerized 
screening tool that evaluates three 
cognitive domains: memory, visu-
ospatial, and executive function.
(585) 203-1969 | cognivue.com

I N S P I R A T I O N  B E T T E R  V I S I O N

Smart Ways to Use 
Neuro-Optometry 
Tools on Patients

CHARLES SHIDLOFSKY, 
OD, FCOVD
Neuro-Vision Associates of 
North Texas, Plano, TX 

e We assess all 
patient types: 
pediatric patients 
with develop-
mental vision 
problems; those 
with a brain inju-
ry; and athletes 

who have concussion. In addi-
tion to a traditional eye exam, I 
initially do a neuro-optometry 
evaluation of their binocular 
vision, ocular motor vision, and 
visual spatial skills. If a person 
comes in for a neuro-vision 
evaluation I would also test 
balance, cognitive skill and eye 
tracking ability. If there’s a neu-
rological problem, I’ll do a VEP 
or ERG (electroretinography) 
test using LKC’s RETeval hand-
held device. I use Cognivue for 
cognitive evaluation, RightEye 
for sensory motor testing, Bal-
ance Tracking Systems’ 
BTracks to check balance and 
a WAVi scan to measure brain 
waves. I give a realistic expec-
tation upfront saying we’ll try to 
get them back increased func-
tional skills. 

TANYA POLEC, OD, 
FCOVD
Vision & Balance, Tucson, AZ

e My patients 
usually have 
some type of 
brain trauma. We 
evaluate visual 
system function 
and integration 
with body and 

brain. We use RightEye to mon-
itor how the eye tracks and 
follows objects; a VEP test from 
Diopsys that examines whether 
the brain processes information 
at a higher level of intensity 
when the patient wears prism 
glasses; a binocular vision as-
sessment program from HTS 
Home Vision Therapy; Bernell’s 
FCFTester to evaluate the 
functional peripheral field; and 
the Reflex Pro to assess pupil 
response to colored filters. 
BTracks evaluates the risk of a 
fall. Therapy takes three to nine 
months, during which we re-
train the brain to teach the 
visual system and the body to 
work more effectively. 

A neuro-optometric rehabilitation optometrist or ophthalmologist can diagnose and treat neurological 
conditions that negatively impact the visual system. Anyone who’s had a stroke, aneurysm, brain tumor or 
concussion, or is suffering from cerebral palsy, multiple sclerosis or Parkinson’s disease, can present with 

visual problems. Neuro-optometric rehabilitation therapy is a customized treatment program for patients 
whose neurological condition or disease has resulted in visual deficits. These specialists can help patients 

rehabilitate their vision with specific optical lenses and eye-training exercises that rewire the brain. Devic-
es include specialized prisms, colored tints and eye tracking tools as well as vestibular training to help bring 

balance to the visual system for optimal function.  STORY BY CAROL GILHAWLEY

N E U R O - O P T O M E T R Y

Tools and resources to optimize the brain/vision 
connection for all patient types

IT JUST MAKES SENSE

INVISIONMAG.COM

NEU O S
The Neurolens Measurement 
Device, Gen 2 (nMD2), measures 
binocular vision. The doctor then 
prescribes Neurolenses based off 
these measurements. 
(888) 236-2219 | neurolenses.com

RIGHTEYE 
The RightEye 
Vision System 
offers an eye 
tracking solution 
and Sensori-
motor exam for 
binocular vision 
disorders.
righteye.com
(301) 979-7970

COGNIVUE 
Cognivue Thrive is a 5-minute 
self-administered computerized 

DIOPSYS 
Diopsys NOVA ERG 
desktop screen and VEP 
Vision Testing System 
with checkerboard pat-
tern. (973) 244-0622  
diopsys.com

LKC
TECHNOLOGIES
RETeval is a 
battery-powered, 
portable ERG/
VEP Testing 
device. 
(301) 840-1992
lkc.com 

CARL ZEISS MEDITEC
HFA3 visual field machine offers tests for 
detecting vision loss caused by neurological 
conditions. (925) 557-4100 | zeiss.com/med

NEUROLENS
The Neurolens Measurement 
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CIRCADIAN 
RHYTHM AND 
AGING EYES
3 Bright light helps 
us see better, but our 
eyes need darkness 
for better vision. Day-
light breaks down the 
sensitive machinery 

of our eyes, and during night’s darkness, key pieces are rebuilt. 
Researchers at Purdue University have found that if the circadian 
rhythm that runs this process is disrupted, our eyes may be at 
greater risk of retinal degeneration as we age. The team studied 
the eyes of Drosophila flies, a common model for the human eye, 
using multiple time points during aging, and found the disrup-
tion of circadian rhythms is associated with the onset of several 
age-related eye diseases in humans. invisionmag.com/042202

APRIL’S SHORT LIST OF 
BUSINESS-BOOSTING PRODUCTS

INVISIONMAG.COM

EYE PRO GEAR

I N S P I R A T I O N N E W  P R O D U C T S

NRF SEES 6-8% RETAIL GROWTH 
3 The NRF anticipates retail sales will grow 
6-8% in 2022. It forecasts sales will total $4.86-
$4.95 trillion (excluding car dealers, gas sta-
tions and restaurants). Non-store and online 
sales, which are included in the total figure, are 
expected to grow 11-13% to $1.17-$1.19 trillion 
as consumers continue to utilize ecommerce. 
The 2022 figure compares with 14% in 2021, the 
highest in over 20 years. This year’s forecast 
is notably above the 10-year, pre-pandemic 
growth rate of 3.7%. The NRF attributes this to 
anticipated strong job and wage growth and 
declining unemployment. But it projects full-year 
GDP growth will slow to around 3.5%, given infla-
tion, tighter monetary policy, and less stimulus. 
nrf.com/state-retail-and-consumer-2022

5 KEY TRENDS FOR GROWTH
3 PatientPop’s 2022 Healthcare Marketing 
Trends whitepaper identifies five trends that will 
drive practice growth in 2022:  1. Personaliza-
tion; 2. Digital connection trends… Yes, including 
telehealth; 3. Local SEO; 4. Reputation manage-
ment (Nearly one in five consumers only con-
sider providers with a minimum of 4.5 stars.); 5. 
Monitoring key performance indicators (KPIs). 
To take your practice growth to the next level, 
first assess your healthcare marketing strategy 
and set clear, measurable goals for the coming 
period. Start by focusing on improvements that 
reveal performance progress and drive long-
term growth. The full report, along with ideas 
for adjusting your marketing, can be found on 
PatientPop’s site. www.patientpop.com

N O W  S E E  T H I S

#TRENDING
Readers built into our phone cases are a growing category. After 
all, our smartphones are with us everywhere; we need our read-
ing glasses there too. READ ON, now available in the U.S., are 
stylish TR90 reading glasses in varying magnifications integrat-
ed into a TPU with soft touch surface case for models iPhone XR 
through iPhone 13 Pro Max. $49.90, readon-mobile.com

WORK SMART
The Vision Council has added a new mem-
ber benefit — MONTHLY SOCIAL MEDIA 
CONTENT CALENDARS that can be used 
for consumer-facing social media marketing. 
Practices and retailers simply have to add 
their own visuals to the suggested verbiage 
specifically written for Facebook, Instagram 
and Twitter, and post. Hashtags included.  
Free to members, thevisioncouncil.org

ON THE CASE
ANY DI SUNCOVERS — cases for spec-
tacles or sunglasses — not only protect 
frames from scratches, dirt and pressure 
marks, but are also made of real leather 
and gold plating in brilliant colors and 
designs with a leather hander that easily 
attaches to bags, belt loops and luggage. 
$120 - $160, any-di.us

MOVE OVER DUCT TAPE
There is a new Mr. Fix It in town and its 
name is SPXFIX. This unique eyeglass 
temple repair sleeve is made of silicone and 
slides onto broken temples, temporarily 
holding the temple and hinge together in 
just minutes to get your customers back up 
and running in no time. $30, myspxfix.com

CHARGE IT! 
AOAExcel has released the AOA BUSINESS 
CARD, a credit card for active AOA mem-
bers. Powered by Mercantile and issued 
through Hatch Bank, the card, aimed at 
practice and business owners, allows users 
to maximize the return on their purchas-
es. Card benefits include 2% back in rewards 
on all purchases with no cap, and a one-
year reimbursement on national dues after 
spending $15,000 in the first four months. 
No annual fee, aoa.org/aoacard







APRIL 2022   43

THE BIG 
STORY

INVISIONMAG.COM

Most workplaces could do with a bit more humor. It not only boosts mood 
and morale, but also team performance and even the bottom line. Here are a few 

tips from the worlds of vision, comedy and academia for bringing the funny.
BY CHR IS BUR SLE M

stop us if you’ve heard this 
one, but the list of benefits from 
fostering an environment of levity 
in the workplace is staggering: 
It boosts sales and productivity, 
makes advertising memorable 
and leaders appear more compe-
tent. It transforms training into 
something enjoyable, increases 
employee retention and attracts 

eager new hires. It flattens hierar-
chies, enhances collaboration and 
encourages people to take positive 
risks. It lowers stress and helps 
management communicate dif-
ficult messages. It essentially costs 
nothing (indeed, a 2011 study by 
researchers at Pennsylvania State 
University found that a good laugh 
activates the same regions of the 

brain that light up over a fat bonus 
check). Perhaps best of all, it just 
makes coming into the store or of-
fice more enjoyable for everyone.

So what’s the punch line? The 
rather depressing one that many 
bosses and workers, especially 
those in more “professional” 
settings,  think humor is a bad
idea … at least at their particular 

place of work. And that mindset is 
growing. 

We are increasingly shying 
away from levity: according to 
some studies, we spend about a 
third as much time laughing as 
people did in the 1930s. Another 
study found 90% of corporate 
emails are completely devoid of 
humor, not even a chirpy sign-off.
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HA O A D
O OU …

HAVE YOU HEARD
THE ONE ABOUT…

What could explain this? 
There are three main 
reasons, all of which 
you’re probably quite 
familiar with: humor is 
viewed as inappropriate 
for the serious discourse 
of business or health-
care, it’s hard to do well 
(it feels like a divinely 
bestowed gift — you 
were either the funny 
kid in school or you 
weren’t), and it’s danger-
ous. Jokes are about a 
shared view of the world, 
an understanding of the 
same cultural and lin-
guistic touchpoints and, 
crucially, a willingness to 
violate the same norms 
and laugh at the same 
things. When they bomb, 
it’s ostracizing. Worse, 
if the quip or story is 
viewed as offensive, it 
can damage the teller’s 
professional standing 
by making him appear 
lacking in both competence and intelligence.

In short, humor is one more wonder drug that can kill 
you. It’s not unwise to be wary of its power. But that doesn’t 
mean that humor somehow betrays your professionalism.  
“The research is clear: humor can be one of the most pow-
erful tools we have for accomplishing serious things,” says 
behavioral scientist Jennifer Aaker, co-author of Humor, 
Seriously: Why Humor Is A Secret Weapon In Business And 
Life. “Gravity and levity aren’t at odds.”

Indeed, there’s a good argument that the higher the 
stakes, the more we need humor. (See: Ukrainian President 
Volodymyr Zelensky’s response to a U.S. offer to evacuate 
him: “I need ammo, not a ride.” The stakes don’t get much 
higher than facing an invading Russian army.) Dr. Adam 
Ramsey of Socialite Vision in Palm Beach Gardens, FL, puts 
it into context this way: “Sometimes it’s better to laugh than 
to cry. You can look at a problem and comic relief separates 
you from the issue so you can approach it rationally like you 
would if it wasn’t happening to you.”

But even in these more routine situations — the exam 
chair or the salesfl oor — a little humor can do wonders, eas-
ing a patient’s anxiety or lowering a customer’s defenses. 

“When I can hear the opticians and the patients laugh-
ing I know it will be a good sales day. Happy patients buy 
glasses!” says Amie Robinson of Spring Hill Eyecare in 
Spring Hill, TN. That’s not just the confi dence of an experi-
enced ECP; it’s a truth across industries and professions.

Aaker and her co-author Naomi Bagdonas quote Eric 
Schmidt, the former Executive Chair of Google, as saying: 

“I’ve learned (often the hard way) 
that the best way to be taken seri-
ously is to not take yourself too 
seriously.”

In your own business, think 
of the fi rst-time glasses wearer, 
brand-new presbyope, or a patient 
that just received a fi rst-time 
diagnosis of eye disease. They’re 
likely feeling out of their depth 
and intimidated. A cheerless, 
all-business ECP is the last thing 
their overwhelmed mind wants to 
be dealing with at that moment.

Despite the weight of the occa-
sion, this is often the perfect op-
portunity for a little irreverence. 
Mallory Haun at MetroSpecs 
Optical Shop in Fayetteville, NC, 
shares, “We utilize humor in our 
shop every day, from occasional 
goof ups on our part or to lighten 
the tension of a new glasses wear-
er.” Pablo E. Mercado at Highland 
Eye Boutique in Woodstock, GA, 
who believes that humor used 
smartly and appropriately is a 
valuable tool in his toolbox, likes 

to tell patients upon fi nalizing a 
sale to go to the hardware store 
and buy a bucket… “So they are 
able to catch the coolness dripping 
from their new eyeglasses,” he 
says. “At fi rst they look confused, 
then they laugh when they get 
the joke. It also gets them excited 
about their new glasses. I even had 
a patient bring a toy bucket for his 
dispense once. Made my day!”

Disarmed, a customer or pa-
tient is then more likely to listen 
and more likely to be in the mood 
to buy. Done right, humor has the 
power to build bridges instantly, 
lull the customer into surrender-
ing useful personal information 
and overcome objections. Dr. 
Scott Mann at Invision in Chris-
tiansburg, VA, agrees, “Humor is 
vital to the human experience so it 
is great in the offi ce! When I send 
out a patient for a cataract consult 
I remind them ‘Now, everyone 
you know is all of a sudden going 
to become a cataract expert.’ After 
they think about that for second, 
most laugh and say ‘I know, I will 
ask you if I have any questions.’ 
Humor helps make the point.”

“Humor makes you likable and 
people want to buy from people 
they like because they trust them 
and have more confi dence in 
them,” says sales trainer Jeffrey 
Gitomer. “The end of laugh-
ter is followed by the height of 
listening.” Or as John LaShorne 
of Brown County Eye Care in 
Nashville, IN, states, “People do 
business with people. Getting 
the person to like and trust you is 
essential.”

But I’m not that sort of funny, 
you say. Few of us are. Mercifully, 
it’s not that hard to get better.

Humor is a skill, which means 
it can be learned. And besides, 
you don’t need to be professional 
comedian level funny, you just 
need to be funnier than the dour 
ECP down the road.

“Just as you don’t need to be 
Phil Mickelson to do well at the 
company golf outing, you don’t 
need to be Amy Schumer, Ali 
Wong, or John Mulaney to use 
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humor well in 
the workplace,” 
writes Brad Bitterly 
and Alison Wood 
Brooks in Sarcasm, 
Self-Deprecation, 
And Inside Jokes: 
A User’s Guide To 
Humor At Work.
Studies even show 
that something as 
simple as a light-
hearted line at the 
end of a sales pitch 
—  “My fi nal offer is 
X and I’ll throw in 
my pet frog” — can 
increase custom-
ers’ willingness to 
pay nearly 20% 
more.“Really let 
it sink in how bad 
that joke is. The 
bar is so low,” says 
Bagdonas.

For Mark Twain, arguably 
America’s greatest wit, humor 
wasn’t some optional extra. It was 
the key to a good life. “Humor is 
the great thing,” he wrote. “The 
saving thing. The human race has 
only one really effective weapon 
and that is laughter.”

In the following pages, we pro-
vide tips from your fellow ECPs, 
comedians and academics to help 
you up your humor game, and 
your business operations as well.

Keep It Short
comedy is in the details 
but you don’t want to 

overdo it, says San Francisco 
comic Reggie Steele: “Just enough 
to set the scene,” adding your 
description should be “as if you 
were talking to a blind person.” 
William Shakespeare may have 
written “Brevity is the soul of wit,” 
but funny guys have known you 
need to get to the funny fast 
forever. Writing comedy isn’t 
really about writing, it’s more 
about editing,” says Nihill.

Look for True,
Not Funny

if you want more 
humor in your life, don’t 

look for what’s funny, just look for 
what’s true, says Bagdonas, a 
lecturer at Stanford Graduate 
School of Business and coauthor 
of Humor, Seriously. “So become 
an observer of your life. Look for 
little oddities or incongruities. It’s 
not about being funny per se but 
using humor in small intentional 
ways.” Jerry Seinfeld, arguably the 
most successful American 
comedian of the last few decades, 
has made a sparkling career from 
this sort of observational humor: 
What’s the point of straws? Or 
one-speed bikes? Why do your 

For Mark Twain, arguably 
the safest humor involves personal stories; they’re 
original and can be perfected in your own style. Keep in 
mind there’s nothing funny about a confi dent person 
who’s doing well. The best stories involve the times life 
threw you a banana peel. Your new trainee botching a 
frame repair is not funny today … but it will be when you 
talk shop with other ECPs. As the late humorist Jeanne 
Robertson wrote in Don’t Let The Funny Stuff Get Away, 
humor is not about being able to tell jokes, it’s about 
accepting things about yourself that can’t be changed. 
Tip: Crafting a funny story involves knowing the ending 
and working backward. Keeping the punchline in mind 
helps you determine which details are essential for your 
story. If it doesn’t directly set up your punch line, cut it.
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HAVE YOU HEARD
THE ONE ABOUT…

kids have names like stars? His genius is 
in seeing the funny in the thing in front of 
your nose. “I live for humor. It is the basis 
of my business,” shares Dr. Cynthia 
Sayers of EyeShop Optical in Lewis 
Center, OH, “I don’t tell lame eye jokes, I 
fi nd humor in the world we live in.”

Bagdonas agrees: “Just look around 
your life and notice these simple true 
things.” Such an approach also leverages 
the psychological principle of priming, 
which states our brains are wired to see 
what we’ve been set up to expect. Start 
looking for the humorous and you’ll fi nd 
it everywhere. In your commute, in your 
efforts to bring life to heel, in the mirror.

Start Small
as you embark on your journey 
to fi nd and share the funny, take 

tiny steps — your brain works better and 
you make better choices when you’re in 
your comfort zone. You’re also likely to 
approach customers more positively 
when it’s in a situation where you’ve had 
success before, writes Marcus Bucking-
ham in The One Thing You Should Know. 

Leverage Existing Rituals
not all humor needs to be of 
the high-stakes interpersonal type. 

It can be inserted in the small existing 
rituals of a business. 
           Bagdonas says: “Oftentimes a man-
ager can think, oh gosh, well, I have to do 
something totally big and bold to have 
some levity here. And actually, sometimes 
the more effective way is to say, what are the rituals you 
already have? Are there team communication channels? 
Are there all hands or daily standup meetings? And could 
you add a little bit of humor into those?” 
      This can include anything from using light-hearted 

sign-offs in emails to getting staff 
to play “two truths and a lie” at 
monthly meetings. The Wall 
Street Journal recently reported 
about the “corporate jargon 

days” that employees at consul-
tancy Silver Lining Ltd. held on a 
monthly basis when they tried to 
use as much vague, bureaucratic 
language as possible. The goal: 

Bagdonas and Aaker say 
everyone has one of four 
humor styles:

1. Stand-Up: Bold, ir-
reverent, and unafraid 
to ru� le a few feathers 
(Wanda Sykes).

2. Sweetheart: Earnest, 
understated, they use 

humor that lightens the 
mood (James Corden).

3. Sniper: Edgy, sarcas-
tic, nuanced — masters 
of the dig (Michelle 
Wolf).

4. Magnet: Expressive, 
charismatic, and easy 
to make laugh (Jimmy 

KNOW YOUR
HUMOR STYLE

Fallon). To determine 
your category, you can 
take their test at quiz.
humorseriously.com.

“The more you 
understand everyone’s 
styles, the easier it is 
to read the room and 
know when to drop that 
perfectly timed frog 
joke,” says Aaker. “You’ll 

also be better able 
to mitigate risks. For 
example, sweethearts 
and magnets need to 
watch out for excessive 
self-deprecation that 
can undermine their 
reputations, while stand-
ups and snipers have 
to make sure they don’t 
o� end or alienate.”

the bits comics do on stage have the feel of 
something raw and spontaneous. But good comics 
leave nothing to chance: every word and gesture is 
tested to fi nd where the best laugh lines are. Yes, there 
are naturally funny people but to get better requires 
practice. Find a space at home or work and tell your 
stories while recording them. “If it makes you laugh 
even a little on playback, then you have something good 
to work with,” says Nihill. The family pet dog can make a 
good fi rst audience. But soon you’ll want to run your “bits” by 
co-workers, trusted friends or old customers to see if they’re 
actually funny or instead prone to unintended interpretation. 
“If most of them laugh, keep it for your repertoire; if the majority 
groan, drop it. You’ve saved yourself some future pain.”

HUMOR STYLE
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to goad the group to break the 
buzzword habit. “Before going to 
lunch, we would joke about having 
a three-hour strategy session to 
do a SWAT analysis of Subway vs. 
McDonald’s, considering how we 
could all get into alignment and 
move forward together as a team,” 
an employee told the paper. After 
the lesson was absorbed, they 
dropped the ritual. At Northwest 
Hills Eye Care in Austin, TX, Dr. 
Laura Miller shares, they mark 
meetings with humor. “We do a 
‘dad joke’ in our offi ce meetings 
just to give a good eye roll or get a 
giggle.”

The Rule of Threes
three is the smallest 
number of elements 

required to create a pattern. Once 
you start looking for it, you’ll see it 
everywhere (“Life, liberty and the 
pursuit of happiness,” “Blood, 
sweat and tears,” “Sex, drugs and 
rock ‘n’ roll”). It works in humor 
when the pattern ends with 
something unexpected. “It seems 
that audiences are trained to 
laugh at the third item as well,” 
says David Nihill, the author of Do 
You Talk Funny. “It’s strange but 
true.” Have doubts? Just think of 
every “Three men walk into a 
bar…” joke you’ve ever heard.

COMEDY IS
WRITING
Everyone knows that 
comedy is essentially 
a combination of what 
you say and how you 
say it — your material 
and your delivery. The 
often unmentioned third 
element is how you write 
it. Explaining his creative 
process to podcaster 
Tim Ferriss last year, 
Seinfeld mentioned 
dropped phone calls 
as an example. “It’s so 
stupid, people saying ‘I 
don’t know what hap-
pened just then,’ I think, 
let me see if I can create 
something: it’s like an 
archery target from 50 
yards away, so I take out 
my bow and say, let’s see 
if I can hit that. I’ll write 
something and I’ll go 
back to it the day after 
and see if I like it … I love 
to spend an inordinate 
amount of time refining 
and perf i i il i  
has a pl i fl  
ear. And h i  
to say it bli l lik  
an expe i d h  
audienc d d  
it. And i b k h  
re-write ”

Context Matters
any rules of thumb for 
using humor must include 

a caveat: Context matters. Conver-
sational dynamics can vary 
profoundly from person to 
person, group to group and 
situation to situation. These 
factors are tricky to navigate and 
make it diffi cult to know whether 
your humor attempt is being 
helpful or a distraction. (And 
when you’re the boss, staff will 
often laugh politely even if 
something isn’t funny or is in poor 
taste, creating an unreliable 
feedback loop.) A joke can work 
even in a somber situation if it 
relieves tension. A boss who jokes 
after a round of layoffs that he’s 
going to have to get a smaller 
yacht is likely to come across as 
insensitive and tone deaf, says
A d k y
w f
h h k . f

Keep a Journal
Keep an “A Funny Thing 
Happened On The Way To 

Work” fi le or journal to record 
humorous things or events so you 
can recall them. It’s an assignment 
all Aaker and Bagdonas’ students 
are given at Stanford. “All that you 
do is you go through your day, and 
you jot down any moment when 
you laughed, or any moment when 
you had shared laughter,” Aaker 
says. Typically, students report 
experiencing much more joy and 
laughter in their lives by the 
seventh day of this practice, she 
says.

amount of time refining 
and perfecting it until it 
has a pleasing flow to my 
ear. And then I can’t wait 
to say it publicly. It’s like 
an experiment, and the 
audience dumps data on 
it. And it’s back to the 
re-write process.”

insensitive and tone deaf, says 
Andrew Tarvin, a New York City 
workplace coach and author of 
humor that works. “Before you try 
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HAVE YOU HEARD 
THE ONE ABOUT…

to say something humorous try to determine the type of 
person you’re addressing — the wrong humor will sink you 
as fast as the right humor will boost your chances of a sale,” 
says Tarvin. Learn to read the nuances of co-workers’ and 
customers’ moods and attitudes and pick the right context 
for jokes, he says in his book How To Fail At Almost 
Everything And Still Win Big. Be like Chris Gregg at Inver 
Grove Heights Family Eye Clinic in Inver Grove Heights, 
MI, and ABT – Always Be Testing. “Every time I talk to a 
patient, I test the waters each time to see if they have a 
sense of humor.”

Humor for Negative Feedback
it can be tempting to fall back on a joke to lighten 
the mood or stop someone from getting overly 

defensive — such as teasing someone about running up a 
$75 tab on the hotel minibar at a trade show. However, 

Make Fun of People 
Correctly

in other words, make 
fun of what people do, not 

who they are. If you’re on the 
fence about whether to say a joke, 
don’t use Louis CK as your guide, 
says Bagdonas. “Don’t ask 
yourself, will this make me sound 
funny? Instead ask, how will this 
make other people feel? The goal 
isn’t to get a laugh, it’s to connect, 
to make people feel lighter and 
more at ease.” Most people know 
the taboos: Divisive racist, ethnic 
or sexist jokes are out. Not only do 
you risk losing the sale but you 
could damage the reputation of 
your business (and find yourself 
on the wrong end of a lawsuit). 
But you need to go further than 
simply watching out for some-
one’s background or identity. 
“Don’t punch down. So that 
means never making fun of 
someone of lower status,” says 
Aaker. Finally, check your 
distance — how close are you to 
the person you are making fun of? 
“I can make fun of my mother but 
not your mother,” says Aaker.

Bounce Back 
the first rule when a 
joke bombs is don’t double 

down, don’t repeat the joke, 
thinking people must not have 
heard it. They most likely did. And 
don’t explain it. Instead, skilled 
humorists quickly turn the joke 
on themselves, says Michael Kerr, 
a workplace trainer and author of
The Humor Advantage, adding 
that you should make sure to 
deliver it in a warm, non-sarcastic 
tone. For example: “It takes a 
special human being to do what I 
just did,” or “This is great. Today 
was going too well anyway,” or 
“Thanks, I’ll be here all day.” 
“Make them laugh with you or at 
you!” says Alexander Saper of 
Great Glasses in Houston, TX.

As for those times when you 
cross the line and say something 
inappropriate, “that’s a very differ-

speaking and presentation coach Darren LaCroix says 
there are three keys to improving humor delivery — stage 
time, stage time, and stage time. Humor workshops for 
businesspeople, and especially improv clubs, have exploded 
in recent years, and while yes, improv is little more than 
looking silly and exposed in front of strangers, the benefits 
are claimed to go way beyond getting more comfortable with 
public speaking. (One MIT study found a group of improv 
comedians generated 20% more ideas than professional 
product designers did — apparently practicing improv devel-
ops your ability to create). On top of a tougher skin, improv 
teaches specific techniques to think faster and funnier on 
your feet, the best known of which is the “and, yes” exten-
sion to allow you to further riff on an idea. It even makes 
for a great team building exercise…

couching criticism in the form of a 
joke can lessen its impact. A 
Harvard Business School study 
found that although humorous 
complaints were better received 
than serious ones, they were also 
seen as more benign, and people 
felt less compelled to take action 
to rectify the problem. “If a 
manager jokes about a subordi-
nate’s slipping performance, the 
employee may think either that 
his performance hasn’t been 
slipping or that the situation isn’t 
a big deal. If it were, why would 
she be joking about it?” Brad 
Bitterly and Alison Wood Brooks 
write in the article.



THE BIG
STORY

ent scenario,” says Bagdonas. “The 
most important thing is genuinely 
acknowledge it and get curious 
about your blind spot. Where was 
the empathy-fail that led you to 
this humor fail? So that you can 
learn from it and not make the 
same mistake in the future.”

Practice with Bottles
comedian matt 
morales recommends 

practicing your presentation or 
pitch with a bottle in each hand to 
get accustomed to speaking with 
your hands out in front of you. It 
looks natural but initially will 
make you feel like Jon the Robot.

Use Humor That
Has a Point

our brains don’t like 
or recall boring things, 

which is why funny ads are 
remembered. However, there are 
two things to keep in mind when 
going for a humorous approach i  
your advertising: 1) studies show 
your claims may not be taken as 
seriously; and 2) the humor needs 
to reinforce the principal point of 
your ad. “Here’s the litmus test,” 
says Wizard Of Ads author Roy H. 
Williams: “If remembering the 
humor forces you to recall the 
message of the ad, the humor is 

If you don’t think you can 
land jokes at work, or 
you’re too nervous to try, 
that’s OK. Not everyone 
is meant to be funny, just 
as not every attempt at 

humor will be success-
ful. (Even professional 
comedians have “bits” 
that bomb.) 
     But you can still 
incorporate a little levity 
into your work life by 
doing something simple: 
appreciating other 

IT’S OK TO
CHICKEN OUT

people’s humor, say Bit-
terly and Wood Brooks. 
“Be quick to laugh and 
smile. Delight in the 
absurdity of life and in 
the jokes you hear. A life 
devoid of humor is not 
only less joyful — it’s also 
less productive and less 

creative, for you f
those around yo
Robert M. Easto i  
Oakland Park, F  
this up perfectly
rarely tell a joke b
I welcome patie  
telling them to m ”

ent scenario,” says Bagdonas. “The 
most important thing is genuinely 

pitch with a bottle in each hand to 

like 

remembered. However, there are 
two things to keep in mind when 
going for a humorous approach in 

creative, for you and for 
those around you.” Dr. 
Robert M. Easton Jr. in 
Oakland Park, FL, sums 
this up perfectly: “I 
rarely tell a joke but 
I welcome patients 
telling them to me.”

motivated. Good job. But if 
recalling the humor doesn’t put 
you in memory of the ad’s main 
point, the humor is unmotivated 
and will make your ad less 
effective. Sure, people will like the 
ad. They just won’t buy what 
you’re selling.”

Is Sarcasm Your 
Second Language?

sarcasm has a reputa-
tion for being a low, mostly 

negative form of humor favored 
by teens when engaging with their 
parents or humiliating a peer. But 
studies show that when used 
appropriately it can boost 
creativity and expand the way we 
think about things; because it  
involves saying one thing and 
meaning another, interpreting it 
necessitates abstract thinking. But 
it requires a cautious approach 

and works best when trust and 
playfulness have been established, 
otherwise a wrongly-placed 
sarcastic comment can appear 
fl ippant or cruel, according to 
Professor Adam Galinsky of 
Columbia Business School. “Until 
you’ve established trust, it’s best to 
communicate with respect,” he 
writes in the Harvard Business 
Review.

Be Inclusive
inside jokes can signal 
closeness or camaraderie, 

making people feel pleased to be 
in the loop. But they can also draw 
fault lines in an organization, 
making some people feel awkward 
and excluded. The research on 
this kind of humor is clear: When 
group cohesion is important, tell 
jokes that everyone can under-
stand.
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B Y  H E A T H  B U R S L E M

s a business owner or manager, 
you have access to a wealth of 
information on your customers, 
from their hobbies and occu-
pations to which social media 
posts they respond to most. 

This intel can be used to enhance the customer 
experience and yield financial gains — provided 
you’re collecting the right data. We consulted our 
ECPs on the customer information they collect 
(and how they use it) and checked in with some 
experts to put together a list of 11 types of data 
you need to be mining.

Email Addresses
5 According to marketing 
company Data Axle, nearly half of 
all retailers fail to collect email ad-
dresses at time of sale. As they put 
it, it’s “much easier to maintain 
a customer relationship than to 
foster a new one,” and email is 
the perfect tool for this, whether 
through email blasts ahead of 
sales, regular newsletters or cus-
tomer surveys. Dr. Laura Miller 
at Northwest Hills Eye Care 
in Austin, TX, says, “Our most 
valuable data is email addresses. 
We use this to send out monthly 
newsletters, quick updates about 
products or specials.” And Carissa 
Dunphy at Monroe Vision Clinic 
in Monroe, WA, adds, “We send 
out bulk emails when having a 
promo and the click/capture rate 
is always great.” 

Phone Numbers
5 Like email addresses, this is 
low-hanging fruit — but that 
doesn’t mean it isn’t super valu-
able. MonsterInsights co-founder 

Chris Christoff told smallbiz-
trends.com: “I suggest asking for 
this information after someone 
has already subscribed to your 
email list. These are the people 
who are most likely to subscribe 
for text notifi cations.” Optician 
K. Elizabeth Bouravnev at Bergh 
White Opticians in Springfi eld, IL, 
says, “Our best engagement is text 
and telephone.”

Preferred Mode of 
Communication
5 Don’t assume all your custom-
ers want to stay in touch by email; 
ask how they like to be contacted. 
Providing options creates an 
eager-to-please impression and 
keeps you from losing touch with 
those who are inclined to ignore 
non-work or personal emails. 
“The more we know the more we 
can serve our patients. We ask 
about communication preference 
so we are respectful of how the pa-
tients want to be contacted,” says 
Melanie Jenkins, offi ce manager 
at Spring Hill Eyecare in Spring 
Hill, TN.

11 DATAPOINTS you need
to be collecting from your 
healthcare consumers.

SPECIAL
FEATURE

INVISIONMAG.COM

5 CONTINUED ON PAGE 52
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Vision Use
5 Knowing exactly how a patient 
uses their vision can maximize 
the value of their visit, allowing 
your team to make a full range 

of recommendations 
to ensure optimal 

patient care and 
optimized sales. 
“We fi nd out 
what activities 
they use their 

eyes for such as 
reading, work, 

school, hunting, 
computer...etc. This 

helps the doctor recommend 
[various] glasses and helps the 
opticians sell multiple pairs,” says 
Caitlin Wicka at San Juan Eye 
Center in Montrose, CO. 

Lifestyle Details 
5 Personal details beyond screen 
time and occupation are rich with 
potential. Asking about hobbies 
might lead to a chat about polar-
ized lenses for a fi shing enthu-
siast. And “data” isn’t limited to 
replies to questions: Keep your 
antennae up. “I stay up to date on 
sports, which is important when 
the patient is wearing a team hat,” 
says Dr. Texas Smith at Dr. Texas 
L. Smith & Associates in Citrus 
Heights, CA. “I have patients that 
have a Super Bowl Ring, World Se-
ries Ring and a Bassmaster Classic 
Ring. I have their pictures in the 
offi ce which easily starts a conver-
sation if my patient is interested 
in baseball or bass fi shing.”

Demographics
5 Optometric practices have a 
marketing head start in terms of 
information gathered with health 
records. At Urban Eye Care in 
Phoenix, AZ, demographics are 
tracked via EHR, and used to 
target email marketing based on 
patients’ characteristics. Using 
EHR for such activities is subject 
to legal restrictions, though. 
Depending on your jurisdiction, 

INVISIONMAG.COM
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of recommendations 

you may need written permis-
sion before using it for marketing 
purposes; get legal advice fi rst.

Sales Patterns
5 All businesses keep sales 
records; not all make full use of it. 
“If you track it, you can increase 
it,” says Jenna Gilbertson at 
McCulley Optix in Fargo, ND. “In 
2020, we made it a goal to sell fi ve 
annual supplies of contact lenses 
per month. Staff would make a 
$50 monthly bonus if that goal 
was met. It was in line with what 
we had done in years before. How-
ever, by tracking it and talking 
about it, our staff became invested 
in selling annual supplies. We sold 
three times as many annual sup-
plies in 2020 than we did in 2019!”

Online Engagement
5 Dr. Scott Mann at INVISION 
in Christiansburg, VA, has this 
one down pat. “We look closely 
at reviews, then I track website 
hits, which pages, page load speed 
(part of the experience) and 
social media engagement. Google 
analytics, SEO & key words [are 
tracked]. Some are graphed and 
hang on my offi ce wall, others in 
PC dashboards and some in Excel 
spreadsheets. I visualize these, 
and many more, metrics — like 
a gas gauge or speedometer in a 
car — and would not want to drive 
my business without them!” (Tip: 
Don’t forget to monitor newslet-
ter opens and conversions, too…)

‘How Did You Hear 
About Us?’
5 Learning how your customers 
discovered you lets you pinpoint 
which marketing tools  are giving 
you the best returns. Tracking 
referrals also gives you a chance 
to thank those who send business 
your way. The question “How did 
you hear about us?” is a key intel-
ligence gathering tool says Gilb-
ertson at McCulley Optix Gallery. 
“When you pull the report and see 

all the newbies say ‘Google’ you 
invest time and money into redo-
ing your website, asking for more 
Google reviews and increasing 
your online presence. Meet them 
where they are!” At Pend Oreille 
Vision Care in Sandpoint, ID, 
“How’d you fi nd our offi ce?” is on 
every check-in form. “Not that the 
results are particularly surprising; 
they simply confi rm that street 
frontage and word-of-mouth truly 
are worth 1,000,000 paid ads,” 
says Jen Heller.

Pain Points
5 If you could fi nd out which parts 
of the purchasing process caused 
your customers the most grief, 
and offered them solutions, you’d 
have a leg up on your competi-
tion. (Think Warby Parker.) You 
may not be looking to cater to 
that particular audience, but you 
can fi nd out what would make life 
easier for your patients by send-
ing them a feedback survey and 
asking them about what kinds of 
information they lack, affordabil-
ity, how the process of purchasing 
eyewear could be improved, etc. 
Take the guesswork out of im-
proving your customer service.

Product and Service 
Feedback
5 At St. Peter and Belle Plaine 
Eyecare Centers in Saint Peter, 
MN, “When a patient is seen by 
the doctor they are instructed if 
anything goes wrong in their care 
or if they do not like a product, we 
want to know. This has made our 
patient base very open to sharing 
issues, both positive and negative, 
as well as things they would love 
to see our offi ce do. We try to meet 
these demands,” says Dr. Zachary 
Dirks. 

…And More
5 Certain types of data can re-
quire more sophisticated analysis 
to make the most of, and there are 
a number of business intelligence 
products to help with this, such as 
OpticalCRM and EdgePro, as well 
as consultants such as market-
ing4ECPs. These can help you 
track and use customer engage-
ment data, geolocation, RFM 
(recency, frequency and monetary 
value  — basically, how recently 
a person bought from you, how 
often a user buys, and how large 
their purchases are) and more.

5 FROM PAGE 50
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REAL DEAL: The Case of the 
Low-Income Disparity p. 74

DO YOU OR 
DON’T YOU

Do you or don’t you 
offer paid time off? 
PAGE  72
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14%
By reading

65%
d g

5%
h g

16%
By being 
taught by 
someone

85%
YES

15%
NO

FUNNY A-HAs! : Steve Vargo, OD, 
on Patient Communication p. 60

Making decisions based on gut feelings has a 
patchy record but there is a growing body of 
evidence that we don’t make our best choices 
when we rely on our supposed rational minds 
alone. Instead, there is much to be gained from 
listening to the environmental cues our bodies 
are picking up and which, as modern beings, we 
are often taught to disregard. In her book The 
Extended Mind, Annie Murphy Paul recommends 
keeping an “interoceptive journal” to note how 
your body felt when making a decision and to 
ultimately identify the patterns. She cites studies 
of Wall Street traders who seem to make more 
money when they’re more interoceptively attuned; 
that is, when they’re better at reading their own 
body signals. For much more on this fascinating 
and potentially very useful topic, catch Paul’s 
interview with The New York Times’ Ezra Klein 
at invisionmag.com/042201.

Gut
Check

ONE QUICK 
QUESTION

SANITY FILES: p. 82

HOW DO YOU
LEARN BEST?

65%
By doing

5%
By watching



56   APRIL 2022

KAYLA ASHLEE is the 
co-founder of Spexy, an inter-
national optometric speaker, 
a certified optician, and an 
optometric renegade. Her 
direct and relatable approach 
to training has set her apart 
in the industry. To learn more 
visit www.bespexy.com.
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than 30 years of experience in 
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with 15 years of clinical ex-
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Management Consultant. Since 
transitioning to a full-time 
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and coaching sessions with 
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Some job  h   a 
store or m d l   
prone to in  h h  
play havoc  h   goals 
for the day.   inutes: Find 
Your Focus, Master Distraction, 
And Get The Right Things Done, 
Peter Bregman recommends the 
following: Set your phone to beep 
every hour. When it does, do two 
things: Take a deep breath, then 
ask yourself, “Am I doing what I 
need to be doing right now?” If 
you’re with a customer, ignore it. 
If you’re doing something con-
structive, you’ll feel good. If you’d 
intended to spend five minutes 
looking for a new umbrella online 
but have fallen down a 1970s TV 
trivia hole it will pull you out and 
get you back on track. 

MA NAGE M E N T
FORCE A REAL DECISION
The next time you ask an employ-
ee or partner for their opinion on 
a business-related matter — say 
to rate a job candidate, a new line, 
or a business proposition — ask 
them for a score between 1-10 but 
tell them they can’t choose seven. 
Seven is a fudge, says speaker 
and author Kyle Maynard. Force 
the person to choose between at 
least an eight — they’re genuinely 
excited by the prospect — or a six 
… which usually indicates they’d 
pass on it.

MANAGEMENT
FILTER FOR IMMEDIACY
Life is an exercise in prioritiza-
tion, but it can be hard to remem-
ber that when it comes to some 
vague unfilled time slot weeks 
away. “When you get an invitation 
to do something in the future, ask 
yourself: would you accept this if it 
was scheduled for tomorrow? Not 
too many promises will pass that 
immediacy filter,” notes WIRED’s 
Kevin Kelly on his blog.

COMMUNICATION
SCHEDULE EMAILS 
It can feel good to crush some 
work on the weekend but as a 
biz owner, remember that your 
staff aren’t thinking about work 
24/7, especially on the weekends. 
(They’ll actually be better workers 
if they can effectively switch off 
for a time every week.) In line 
with this, use “Schedule Send” to 
ensure your email 
arrives during 
business hours, no 
matter when you 
send it, says Tim 
Harford, writing 
in his The Under-
cover Economist 
in The Financial 
Times. 

TIP SHEET
WELLNESS
ENJOY THE COOKIE 
If you’re going to reward yourself 
for your hard work with some-
thing less than healthy, say a cook-
ie or a free roam through social 
media, at least enjoy it, Karden 
Rabin, a wellness expert, tells 
Adobe’s online creativity resource 
99U. “If you’re thinking, I want 
to be nice to myself and have a 
cookie, you’re going to miss the 
pleasure principle of eating that 

ookie if you’re on your phone and 
stracting yourself at the same 

t e.” Savor the moment, she says.

MARKETING
REWARD SHOUT-OUTS 
Online reviews drive sales. If a 
staffer’s name is popping up in 
reviews, more people will come 
in and ask for that person. To en-
courage such excellent service, the 
employees at Wag Nation, an in-
dependent pet store in Newport, 
RI, are generously rewarded each 
time they are positively reviewed 
with a bonus that could be any-
thing from store credit to cash to 
help with their car payment.  

MANAGEMENT
OUT WITH THE OLD 
In his new book Mind Of The 
Market, Michael Shermer warns 
against three “old brain” biases: 1. 
We’re wired to cooperate, but we 
also act irrationally as though oth-
ers have our best interest in mind; 
2. We’re always comparing our-
selves to others. Remember, if the 
optical over the road had a huge 
holiday season and you had a good 
one, you’ve still had a good one, 

no matter how 
the profits match 
up; 3. Beware the 
endowment effect: 
People tend to 
overvalue what 
they already own. 
Be objective when 
evaluating your 
inventory.
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Some jobs, such as managing a 
store or medical practice, are 
prone to interruptions, which can 
play havoc on achieving your goals 
for the day. In 18 Minutes: Find 
Your Focus, Master Distraction, 

cookie, you’re going to miss the 
pleasure principle of eating that 
cookie if you’re on your phone and 
distracting yourself at the same 
time.” Savor the moment, she says.PR ODUCT I V I T Y
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I N T E L L I G E N C E  B E S T  O F  T H E  B E S T

VISION SALON EYE CARE ASSOCIATES / BLUE ISLAND, IL

D iabetes is the leading 
cause of adult blind-
ness and serious vision 

impairment in the U.S. In most 
cases, retinal health issues have 
the potential to be treated and 
improved through supplementa-
tion and addressing  lifestyle. For 
this to happen, the public needs 
to be educated about diabetes. 
One ECP who has taken up this 
challenge is Dr. Ansel T. Johnson, 
owner of Vision Salon Eye Care 
Associates in Blue Island, IL.

THE IDEA
According to Johnson, whether 
they realize it or not, close 
to 50% of the population are 
either living with diabetes or are 
borderline. Knowing this, he’s 
not content to limit his diabetes 
eyecare to the detection of retinal 

issues and sending patients off 
for injections. It’s also a personal 
issue for Johnson: “I myself have 
walked the path of being bor-
derline diabetic and then Type 2 
diabetic because I didn’t take it 
seriously. It touches most families 
in some way in communities of 
color and I wanted to make a 
difference in people’s lives, above 
doing diabetic eye exams.”

As an OD specializing in dia-
betic eyecare, Johnson has been 
a member of the Association of 
Diabetes Care and Education 
Specialists (ADCES) for over 20 
years. It was from them that he 
learned that 56% of patients diag-
nosed with diabetes have not seen 
a diabetes educator. Eager to help 
put things right, he decided to 
take matters into his own hands. 
“I wanted to make a bigger differ-
ence in patients’ lives.”

SHEDDING 
LIGHT
This Illinois eye doc decided it wasn’t enough 
to do eye screenings for diabetes, and set 
about educating his community on this leading 
cause of adult blindness. BY HEATH BURSLEM

THE EXECUTION
Johnson devised a patented 
education program titled “KNOC 
Out Diabetes.” (KNOC stands 
for Knowledge Nutrition Ocular 
Health and 
Coaching.) 
Nationally certi-
fied by ADCES, 
it is designed to help patients 
“live their best lives living with 
diabetes,” he says. “This helps 
give more wraparound care that 
complements the eyecare we give 
to patients living with diabetes.”

The program of diabetes self-
management education involves 
one-on-one or group sessions 
with Vision Salon’s diabetes edu-
cator. Sessions last from one to 
two hours, with a course lasting 
up to 10. “We start with an assess-
ment of the patient’s needs and 
goals and make a patient-centered 
plan. We make sure their primary 
care and/or endocrinologist treat-
ment plans are supported and 
complemented,” says Johnson.

The program is a component 
of Vision Salon’s overall dia-
betic eyecare specialty, in which 
Johnson uses advanced diagnostic 
testing like OCT angiography, Full 
Field ERG and other technolo-
gies to detect not only problems 
but also early changes that can be 
stabilized or even reversed. The 
practice also offers supplements 
and conducts healthy shopping 

tours at a local gro-
cery store, not to 
mention line dancing 
classes, chair exercise 
sessions and healthy 
cooking classes to 
make lifestyle chang-
es fun and achievable.

Vision Salon is 
also involved in out-
reaches and partner-
ships with local not-
for-profits in battling 
healthcare disparities 
in communities of 
color. According to 

Johnson, these disparities are 
found not only in diabetes treat-
ment, but also in many other areas 
including home health for seniors, 
hypertension, low vision, organ 

donations and 
access to practi-
tioners.

THE REWARDS
For Johnson, the chief reward of 
getting involved in educating the 
public about diabetes is simple: 
“Making life-changing differences 
in our patients,” who, he says, go 
from “spiraling out of control to 
huge improvements in quality of 
life.” He adds, “Most of our par-
ticipants are success stories.”

Are we doing enough as a soci-
ety to educate people about dia-
betes? No, says Johnson, because 
the numbers are worsening. But 
to him, that just brings ECPs’ 
responsibility into sharper focus: 
“Optometry is in a prime position 
to make a difference.”

D O  I T  YO U R S E L F

BOOST YOUR 
DIABETES 
EDUCATION AND 
OFFERINGS

5 SIGN UP. Join the 
Association of Diabetes 
Care and Education 
Specialists.

5 HIT THE BOOKS.
Take courses from 
ADCES.

5 GET THE GEAR. 
Invest in technology for 
managing patients with 
diabetes.

5 STUDY UP. Learn 
about nutrient supple-
mentation and diabetes.

5 GO TO THE SOURCE.
Hire ‘KNOC Out Diabetes’ 
practice consultants to 
guide program develop-
ment for your office.

INVISIONMAG.COM

Dr. Ansel T. Johnson with a ‘KNOC Out Diabetes’ graduating 
class at Vision Salon Eye Care Associates.
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S ometimes an “a-ha” moment 
presents in unlikely places. I’ve 
always been interested in a topic 

that I don’t feel gets enough attention in 
optometry school – patient communica-
tion. Doctors are taught to thoroughly 
educate the patient, but as many ODs will 
attest, sharing information with patients 
doesn’t always lead to improved out-
comes. Sometimes a patient politely nods 
their head but ultimately ignores your 
professional recommendation. Sharing 
education only guarantees you’re giving 
patients the information; effective com-
munication increases the chances people 
will do what you recommend.

So, back to that “a-ha” moment… I met 
late night comedian Seth Meyers once. 
Well, not really. I got to watch him prac-
tice the monologue for that night’s show, 
and I think he looked directly at me once. 
Does that count?

My wife and I were visiting NBC 
Studios in New York when someone 
handed us a pair of tickets to watch Seth 
Meyers rehearse and refine that night’s 
monologue. Before choosing about 12 
jokes, they present roughly 100 in rapid 

succession to a live audience and monitor 
the reactions and laughter. It sounded 
interesting, so we went.

At the start, Seth told the audience, 
“You’d think by now we’d know what was 
funny, but we don’t.” While he was telling 
the jokes, his team of writers was in the 
corner observing and furiously scribbling 
notes. 

Some jokes were hilarious, others 
completely bombed. Crickets. But it 
didn’t faze him. They were just collect-
ing data. When he finished the last joke, 
the writers quickly exited the studio to 
compare notes and finalize that night’s 
monologue.

I kept thinking about the writers not 
knowing what kind of reaction each joke 
would get until they tried it. From my own 
experience with public speaking, I can 
relate as I’ve occasionally worked a joke 
into a presentation that sounded hilari-
ous in my head but fell flat with the audi-
ence. That’s a lonely feeling by the way; 
I can understand why they do a trial run 
before going live.

This got me thinking that a simi-
lar approach could be applied in the 
exam room when communicating with 
patients. Try asking new questions or 
reframing current questions. Present a 
solution in a different way. Try different 
ways of educating patients. You can even 

try your hand at humor if you’re funny. 
Patients like doctors with a good sense of 
humor.

Then, monitor the results. Do patients 
seem more interested in what you’re say-
ing? Does it enhance their understanding 
of something? Do you feel a greater con-
nection with the patient? Does this lead 
to more patients purchasing glasses or a 
service you offer and recommend?

Spending time educating patients is 
only effective if it gets a positive reaction 
from the patient. Seth needed the laughs. 
Doctors need things like compliance, 
behavior change and motivation to invest 
in better vision.

Do your own research. When you find 
something that works, keep doing it. If 
it isn’t working, switch it up. It seems to 
work for comedians. Maybe it will work 
for doctors too?
CONTACT STEVE AT: 

svargo@idoc.net
Read columnist bio on Page 56

FUNNY A-HA!
If it isn’t working, switch it up.

Steve Vargo, OD, on 
Patient Communication

ECPs share the hows and 
whys of gaining expertise 

at their craft.

3 This is a field where the suc-
cessful are driven by a desire to 
help people. If you have a pas-
sion for improving others’ lives, 
then it’s a perfect place for you 
and the industry will be richer 
with you in it. RIC PERALTA, 
BS, ABOC

3 Don’t ever give up! Making 
a lot of mistakes can be dis-
couraging but keep your head 
up and keep going! Learn from 
every mistake and strive to 
be better next time. JESSICA 
CURNEW, ABOC

What is your 
advice for someone 

working their way 
to becoming an 

optician?

EXTEND YOUR 
SUBSCRIP-

TION TODAY!  
Sure, INVISION  
is free, but you 

have to ask 
for it to keep 

getting it. Go to 
invisionmag.

com/subscribe
now.

3 Be patient. There is so much 
to learn, from the medical as-
pect, lens options, prescriptions, 
troubleshooting, adjustments, 
insurance. I remember wishing 
I could just be an expert imme-
diately … but that is what makes 
it so fun, all of the variety and 
different tasks we can learn. 
So be patient with yourself 
and enjoy the challenge. KYLA 
SKINNER, ABOC

3 Opticianry is one of the most 
rewarding and fulfilling careers 
someone can pursue today. 

curated by Carissa Dunphy
@OpticianNow

B E C O M I N G  A N  E X P E R T There are few other professions 
which provide the same level 
of opportunity with as low of a 
barrier to entry.  Most individu-
als have access to becoming a 
professional in a short period of 
time, and for the most part, can 
pursue a career while working 
and earning a living. SHAWN 
LESSARD, BSC. LICENSED 
OPTICIAN

3 Learn the theory behind why 
you are doing what you are do-
ing. This knowledge translates 
to expert patient care. Also 

Visit opticiannow.com for
more in the Becoming series.

realize that adjusting eyewear 
is as much an art as it is a sci-
ence. Real world exposure and 
experience are the only ways to 
master this craft. SAM WINNE-
GRAD, MBA, NCLE-AC

3 Work with an optician who 
was trained in lab work and the 
older traits of the craft. MARK 
CLARK MBA, ABOC
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ECPs tell how they save time 
in their hectic schedules

that?” after every recommendation. 
Often, they won’t ask at all. Also, consider 
adding relatable references. For example, 
many use the depiction of reducing glare 
on the water to see fish when discussing 
polarization, yet most don’t fish. How can 
you rework each pitch to make it more 
universally relatable? 

2. VANITY: The most 
underutilized tool 
when selling eyewear! 
Everyone wants to look 
their best. It’s simple; 
when you feel you look 
good your confidence 
increases. In a society that is finally 
embracing the beauty of uniqueness, 
the messaging to the consumer needs 
to adapt. If a product will help a patient 
stand out, say it! 

3. VALUE: Today’s consumer will pay 
for value. The word “value” is often mis-
taken for discount, but in this context it’s 
something deserving of its worth. Value in 
eyewear is often found in the craftsman-
ship, the durability, or the experience the 
patient can expect from the products you 
are endorsing. Drive home your message 
by appealing to the item’s practicality. I 
have created examples in reworking your 
lingo in this month’s Behind The Article
video. Simply follow the QR Code.

Learning your craft is necessary to be 
effective. Continually refining that craft is 
necessary to be great. To some, adapting 
your daily verbiage will seem too simple 
to matter. However, it is the small adap-
tations that make massive differences. 
Small changes give you a chance to form 
lasting habits. If you ever get the chance 
to ask Will, I’m pretty sure he’d agree.
CONTACT KAYLA AT: 

www.bespexy.com
Read columnist bio on Page 56

REFINE YOUR 
PITCHES

Because finding your groove inevitably puts you in a rut.

A bout five years ago, Vision Expo 
West shared the same hallway 
with a dental conference at the 

Venetian. One of my buddies, who is a 
dentist, told me the keynote speaker for 
their conference was my favorite actor, 
brilliant speaker, and total dreamboat…
Will Smith. My buddy, being a great friend 
and fellow rule-breaker, snuck me into 
the keynote speech. It was amazing! The 
theme of his magical talk was how skill is 
developed by hours and years of continu-
ally refining your craft. He shared his 
habit of constant adaptation by telling 
stories of his personal life. I left com-
pletely enlightened and reflected upon 
the small adaptation opportunities I may 
have been missing in my personal and 
professional life. 

The days following, while visiting with 
colleagues at VEW, I noticed a very evi-
dent stagnation. Through trial and error 
most optical professionals find a groove 
when communicating with our patients. 
We spend hours and years refining our 
craft, but at some point, we unintention-
ally plateau. When we are not continu-
ally refining our approach that groove 
becomes a rut. When was the last time 
you thought about adapting the messag-
ing to your patients? Could your sales 
pitch be modernized?

Reflect on your verbiage. Write down 
each pitch you use for lenses, materials, 
treatments, and lens upgrades. Then see if 
you can reframe and modernize what you 
are saying using these three concepts:

1. RELATABILITY: Today’s consumer 
wants real. You have heard it before … 
drop the jargon! It does not make you 
look smart; it makes you unrelatable. 
Your patient does not like to ask, “What’s 

Kayla Ashlee
on Sales

DURING OUR REOPENING , we had a lot of new restric-
tions. Wearing a mask is one that we still have in place 
in our ophthalmology practice. Back in June 2020, at 
the height of the COVID restrictions and protocols, 
we had one patient that just kept pulling her mask off. 
After the third time, I told her “If I have to ask you again 
to wear a mask, I’ll be asking you to leave.” I walked 
away for a few minutes to send a fax to another office 
and came back to her with the mask down smoking 
her vape! I kindly asked her to leave and not come 
back until she was able to not vape and wear a mask 
for the duration of her visit. She, of course, went to 
Google and gave us a scathing review. Thanks Karen! 
Justin Tenczar, Berkshire Eye Center, Pittsfield, MA

AT OUR OFFICE we write up a quote for 
each patient purchasing glasses so they 
see what insurance covers and there is 
no surprise when we give them the total. 
We see a lot of the same plans over and 
over, so we made cheat sheets for some 
of the most common plans. It makes 
it simpler to fill in our quote sheets. 
Ann-Marie Weaver, Optimal Eye Care, 
Lewis Center, OH

VAPORIZED

INSURANCE,
COVERED!

T R U E  TA L E S

S H O R T  C U T S
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Almost all patients love promotions!  

 Take advantage of your website. Your 
website is a great asset for building your 
email list, but a patient should not have 
to hunt around your website to find the 
subscribe button. You can make it easy 
for people visiting your site by making the 
subscribe button easily visible. Or have a 
blog feature they can subscribe to which 
acts similar to an email message.

You can also use pop-ups, feedback 
opportunities, quizzes and incentives to 
get people to provide you with their email. 
Lead magnets like an e-book on “What 
Causes Dry Eyes?” can work well to gain 
email addresses of potential patients.

 Build beautiful emails. Gone are the 
days of the basic text email. 

With email platforms like Mail Chimp, 
Constant Contact or industry channels 
like Weave or SolutionReach, the abil-
ity to send out beautiful visual emails 
with CTA (call to action) buttons to 
book appointments are easier than ever. 
Recruit a graphic designer to help you 
build an amazing email, or email tem-
plate, that encourages user action.

Be consistent. Almost every eyecare 
business we talk to does not take advan-
tage of email marketing. Yet it is one of 
the most economical, highest return on 
investment advertising options you can 
invest in.

Optical chains and mass merchandisers 
email every week. Your patients are get-
ting messages from all of your competi-
tors but not from you. With more and 
more competitors entering the market 
space it will become exceptionally impor-
tant to communicate regularly with your 
patient base. Hit that list at least once a 
month!
CONTACT CASS AT: 

www.marketing4ecps.com
Read columnist bio on Page 56

AS K  I N V I S I O N

5 CONTINUED ON PAGE 66

 HIT THE LIST
Patients’ email addresses are the cheapest,

best ROI marketing tool available. 

E mail is one of the most effective 
marketing tactics you can utilize 
to grow your eyecare business. 

In fact, email generates $42 for every $1 
spent, which is an astounding 4,200% 
ROI, according to Hubspot.com.

Why? Well, email marketing is a bit 
different than other marketing chan-
nels. First, you’re talking to your current 
patient base, so people who already know 
and love you. Second, they trust their 
eyecare provider so open rates from 
health professionals like an OD tend to be 
higher than other email marketing initia-
tives. This means that you already have 
their interest and now their attention.

Knowing this, you can use your email 
list to build loyalty, build trust, and com-
municate regularly to get more patients 
back through your doors more often. 

But how do you plan your email mar-
keting strategy? If you’re interested in 
expanding your email list for your prac-
tice, here are five tips to get you started.

 Ask every patient for their email. Let 
them know you will be sending appoint-
ment reminders as well as valuable pro-
motions and information about anything 
new happening at the practice. Assure 
them they can unsubscribe at any time.

 Create valuable content. People who 
sign up to receive emails do so for a rea-
son. They’re interested in your business, 
their eye health and want to learn more. 
Now, it’s important that your emails offer 
engaging content that keeps them on your 
list and gets them to visit your practice. 

Test out different strategies and track 
which ones work the best. Finding the 
right content can take some time but if 
you make the effort to get to know your 
audience, the better your chance of pro-
viding content they want to subscribe to. 

Cass Stewart
on Marketing

Should I start a TikTok 
channel?
e TikTok is fun and 
seemingly everywhere. 
But that doesn’t mean it 
will be a great fit for you. 
Jane Harrell, president of 
Cause Digital Marketing, 
says that when her clients 
ask her about adding a 
new social media channel 
she tells them it may 
have potential “but if you 
don’t know how that spe-
cific tactic will fuel your 
business goals … no, you 
shouldn’t. ... It’s way harder 
to know how to budget 
[for social media], which 
channels to choose, how 
much time to spend and 
how to tell whether it’s 
working. After all, if you 
run an ad and get no 
sales, it’s easy not to do 
it again; but if you have 
a social media following 
and are struggling to get 
sales, it’s not necessarily 
that easy to pinpoint the 
issue,” she says.

Harrell advises that 
you assess the channel 
carefully and with a sober 
mind. “Make sure you 
can draw a straight line 
from what you’re trying 
to achieve (get more 
awareness, build trust, get 
sales, etc.) to which con-
tent marketing channel 
works best for that. For 
example, TikTok can be 
FAB for getting you wide 
exposure and reaching a 
younger audience, but it 
isn’t as great for driving 
local product sales now,” 
she says.

I have been getting 
many local high schools 
coming by for ads for 
yearbooks, band club 
books, etc. Is this a 
waste of my money? 
e Yes, it is ... most of the 
time. Of course, there can 
be exceptions. According 
to Ellen Fruchtman of 
Fruchtman Marketing, 
“Local high school sports 
teams, band clubs, and 
yearbook ads can take a 
chunk out of what is nor-
mally a very tight adver-
tising budget.” If you want 
to participate anyway, 
Fruchtman recommends 
setting up a budget for 
these types of “donations” 
at the beginning of the 
year. “These ads are pri-
marily for goodwill rather 
than good marketing,” 
she says. Fruchtman adds 
that you should consider 
advertising only in those 
high school publications 
that cover the region 
where your primary cus-
tomer base lives.  

Furthermore, she states 
that the price could be 
worth it if the solicitor is 
the child of a good cus-
tomer. In that case, “the 
cost of the $50 ad is well 
worth the benefit of fu-
ture sales.” But don’t rush 
your decision. 

If you do decide to run 
an ad in any of these pub-
lications, try something 
clever. It’s bad enough 
that it’s not money very 
well spent. “You might as 
well attempt to get some-
one’s attention.” 
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what those values should be. Every busi-
ness operation has and demonstrates val-
ues, usually without thought or intention. 
It is important to your employees that 
they know what these values are and can 
recognize them in ownership.

4. Communicate, communicate and 
communicate. Start each day with 
a “huddle-up” where you review the 
planned schedule for the day. Give your-
self and your employees 30 minutes each 
morning for recognizing recurring prob-
lems, discussing solutions and getting 
agreement to work together. Once a week, 
hold a staff meeting with an agenda where 
performance metrics are reported versus 
the goals that were set. The more your 
employees know about these metrics, 
financial and otherwise, the more invest-
ed they are in a successful outcome. 

5. Reward performance. People like 
their performance to be recognized. 
This can be done in a number of ways 
other than money. Don’t misunderstand, 

you should financially invest in 
good people but do not let this be 
the primary way you recognize 
employees. Reward and recogni-
tion should come each week, 
much like a coach will award a 
“game ball.” Each week during 
your employee meeting, award 
your own version of a game ball. 
Combine it with a $50 or $100 gift 
card. It is not so much about what

you do, rather that you do it at all. 

All of these things create loyalty. They are 
easy and inexpensive to implement, and 
only require two things from the owner, 
sincerity and consistent follow through.
CONTACT JOHN AT: 

jdmarvin@tso.com
Read columnist bio on Page 56
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BUILD TEAM 
LOYALTY

5 ways to hire and retain good employees. 

“There are many ways to motivate people 
to do things, but loyalty comes from the 
ability to inspire people.” - Simon Sink

S pend any time at all talking to ODs 
who own their own practice or 
opticians who own their own shop 

and you will hear their frustrations about 
hiring staff. For some reason, two years of 
a global pandemic has made it more dif-
ficult to find people to hire. You combine 
that with the long-time problem of high 
turnover of staff in optometry practices 
and you have a mess. How do you build 
loyalty? Here are five ways:

1. Hire to a culture. People accept a job 
for a lot of reasons. They are looking for 
more money, a job closer to home, certain 
hours. They stay at a job for one reason: 
they like the culture of the place. A friend 
of mine once said, “People will do for love 
what they will never do for money.” 

2. Keep your culture consistent. 
When owners expect something 
from their employees that they do 
not practice, employees will not be 
loyal. If you expect employees to 
be on time, then you need to be on 
time. If you are constantly running 
behind when seeing patients, you 
are letting people know that being 
late is acceptable. Don’t get upset when 
they show up 10 or 15 minutes late.

3. Set the values of the practice. Sit 
down with your office manager and key 
employees and let them know what you 
consider to be the values of the practice 
and why they are important. This will 
require you to take time and determine 

John D. Marvin
on Management

5 FROM PAGE 64

I was looking for fresh 
ideas to move aged 
inventory. How can I do 
this apart from a sale?
e If you have inventory 
that hasn’t moved in 12 
months or more despite 
your best efforts to put it 
in front of as many people 
as possible, then you’re 
going to have to accept 
the market’s verdict: It 
doesn’t think it’s worth 
the price. That makes 
some sort of price cut 
inevitable. But there’s 
still room to show your 
imagination. Here are 
three slightly different 
ideas, from sales pro John 
Nicolosi:
1. Hold online 
auctions 
starting at 
maybe 20 
percent 
above cost 
(or any start-
ing price low 
enough to 
gain custom-
er attention).
2. Review 
old customer 
wish lists (or 
any notes 
you’ve kept) 
to see if 
they might like an older 
piece — if it’s a year or 
older, offer a discount on 
the item.
3. Post images of your 
product to others in 
industry forums that 
may be doing well in that 
category. “Every store has 
a different audience and 
you may have something 
that may be someone 
else’s treasure,” says 
Nicolosi.

I’ve been looking for 
a sales associate for 
months but just can’t 
land a good candidate. 
Should I ease up on my 
“Never compromise 
when it comes to hiring” 
rule?
e When a lack of staff is 
hurting the service you 
provide customers or 
costing you money, then 
yes it’s probably time to 
reconsider. Keep in mind 

there is always more than 
one way to get things 
done, says consultant 
Andrea Hill of Hill Man-
agement Group. “It takes 
time to train an effective 
salesperson. But it takes 
very little time to train 
someone to help set up 
the store properly in the 
morning, write beautiful 
thank-you notes, and cov-
er a variety of administra-
tive tasks that salespeo-
ple (and you) do.” If you 
need to hire in a pinch, 
hire someone who can 
take the less-skilled tasks 
off your salespeople.”

My brother recently 
assumed leadership of 
our family business. But 
I, and my sister, don’t 
feel he pulls his weight. 
What should we do?
e Call a meeting with your 
sister and brother and try 
the DESC conflict-resolu-
tion method: 

5 Describe: Outline the 
problem. Avoid using 
judgmental language.  
5 Express: Let him know 
your concerns if things 
don’t change. 
5 Specify. Tell your 
brother what you’d like 
him to do. Be specific. 
5 Consequences: Cite 
the consequences that 
will occur when the be-
havior is changed — a 
better-run business, more 
profit for everyone. 
Remember to listen and 
avoid the question of 
who’s right and wrong.

JOIN INVI-
SION’S BRAIN 

SQUAD! 
Earn a free

T-shirt and con-
tribute to the 
magazine! Go 

to invisionmag.
com/brain-

squad
to sign up.
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These six practices know how to get the patient 
experience off to a great start.

BY INVISION STAFF

You’re already an INVISION reader, so we’re confident you’re savvy enough to know that a waiting area that looks like a DMV just isn’t going to cut 
it. But what sort of reception set-up is best for you? An authoritative command center directly opposite the entrance that exudes medical profes-

sionalism and hints at the unrivaled patient care within? A funky counter and cozy furniture that says “Welcome, guest?” A personal concierge 
greeting customers at the front door, boutique hotel style, with a latte waiting after testing? Or perhaps a discreet antique table cleverly pushed back 
just far enough to give customers a glimpse of your exquisite frames on the way in? The key is to integrate the reception space seamlessly into your 
office, while ensuring your customers feel like they’re being personally attended to and setting the tone for an experience that’s memorable for all 

the right reasons. Here are a half-dozen eyecare businesses who know how to make a winning first impression.

GRAND RECEPTIONS

e Co-owner Dr. Dave Ziegler got the idea for Ziegler Leffingwell Eyecare’s 
concierge-style reception space while strolling through a hotel lobby one 
day. It’s one of numerous features of the practice —  whose design also 
drew inspiration from Nordstrom and Apple — intended to ensure that 
staff “connect with patients and treat them like family,” Ziegler says. The 
retail and reception spaces overlap, changing up floor textures, colors and 
materials to create interest. Ziegler has strict rules for the concierge desk: 
“No clutter… Just a couple of Macs, a phone, a credit-card processing pad, 
and two welcoming faces. I’m a minimalist.” The silent phone is for internal 
use only; incoming calls go to the back office. Pretest suites have glass 
walls for an open feel; the concierge desk staff have a view of these rooms, 
improving patient flow. 

ZIEGLER 
LEFFINGWELL 

EYECARE
NEW BERLIN,  WI

ARTISAN EYEWORKS
ASHLAND,  OR

e For eyecare businesses looking to foster community 
connections, the reception area can serve as a kind of 
shared space. This is very much the case at Artisan 
Eyeworks in Ashland, OR. With a food co-op, hardware 
store, coffee roaster and restaurants nearby (and a yoga 
studio right upstairs), the business is located in the 
town’s Railroad District, which “is really where the local 
people hang out,” says co-owner Dr. Kimberly Hoyt. As 
a member of the Ashland Gallery Association, Artisan 
Eyeworks takes part in its First Friday Artwalks, bringing 
in art lovers, who discover a welcoming reception space 
with casual, comfortable seating and a big, colorful rug. 
The design makes the most of the building’s high ceil-
ings and corner light, with multi-hued wood floors and 
accents plus functionally beautiful fixtures that contrib-
ute to the warmth of a place where people are happy to 
spend time.

5 CONTINUED ON PAGE 70
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SPECTRUM EYE CARE
STONEY CREEK ,  ON,  CANADA

e Drs. Bita Moeinifar and Richard Combden designed 
their office to look nothing like a traditional optometry 
office — in fact the inspiration for the space was a hotel 
lobby. As Moeinifar puts it, “You don’t check in at a front 
desk, there aren’t receptionists ignoring you while on the 
phone and you aren’t bombarded by a sea of frames.” To 
establish the “lobby” feel, they designed a large wooden 
slat feature wall, with gorgeous lighting and floating ceil-
ing clouds and placed plants and trees throughout the 
space. Upon entering, patients are greeted by friendly 
staff to the sound of chill lounge music, escorted to the 
giant Onyx stone illuminated reception bar and served 
bottled water while they browse, lulled into serenity by 
the lovely crisp scent diffusing through the HVAC. 

ZIONSVILLE EYECARE
ZIONSVILLE ,  IN

e As part of its last remodel, 
Zionsville Eyecare removed its 
traditional waiting room and 
put in a concierge-style recep-
tion desk and hospitality bar 
to welcome patients. To owner 
Dr. Nicholas J Garn, the key to 
great service is “little things like 
… standing to greet each per-
son as they enter.” Reception 
staff play a key role in imple-
menting this philosophy, ac-
cording to Patient Care Coor-
dinator Team Lead Amy Bucci. 
“Our front-desk team sets the 
tone for the patient visit. They 
are the gatekeepers of the 
schedule and the first friendly 

face our patients see when entering the building,” she says. This means handling the check-in pro-
cedures and paperwork, but their duties don’t stop there. “They also offer coffee, water, hot tea and 
snacks to our guests, take ownership of the schedule knowing who is late for their appointment, 
which doctors may be running a few minutes behind, or who has been waiting a little too long for 
their adjustment — all while keeping the patients engaged and the energy lively,” she says.

LOOK + SEE VISION CARE  AUSTIN,  TX

e When it comes to the reception space at Look 
+ See Vision Care, anyone looking for old issues 
of Time or Money, or a TV in the corner, need not ap-
ply. Instead, the area welcomes patients into a fun and 
interesting book collection, curated by owner Dr. Tammy 
Vo herself. The library includes things like Calvin and 
Hobbes, pictures of dogs under water and books of 
short stories. “I think people really appreciate and enjoy 
it,” she says. The music is also important. “We bump it 
through our Sonos speakers,” adds Vo, a former piano 
major and violinist in an indie folk band.

invisionmag.com/ 
onlineextra

ONLINE EXTRA: 

VISIONQUEST 
EYECARE

FISHERS,  IN

e A beautiful reception area can serve as an aesthetic cen-
terpiece for your office’s overall design, tying all the visual ele-
ments together. Few practices demonstrate this better than 
VisionQuest Eyecare in Fishers, IN, where the reception desk, 
framed in natural stone with solid surface counter tops, pulls 
the exterior into the interior, creating an inviting feeling. It also 
functions as the start and endpoint for the patient’s journey 
through the central core of the practice, whose circular design 
allows them to move from reception to testing and exam with a 
natural flow. This effect is heightened by the installation of natu-
ral wood-toned luxury vinyl plank throughout the public area at 
a 45-degree angle, which leads the client through the space to 
focus on the frame displays.

I N T E L L I G E N C E B E N C H M A R K S
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I really like this method of accounting and 
making sure money gets set aside for profit and 
payment. It makes it blatantly obvious if your 
expenses are too high. Amber Fritsch, OD, Preci-
sion Eye Care, Mt. Juliet, TN

I N T E L L I G E N C E B R A I N  S Q U A D

Brain Squad
Buzz session 

with the

INVISIONMAG.COM

e  No it’s not dying! We just 
had our biggest year ever 
and we have all indepen-
dent designers. Boutiques 
like ours will stay strong 
with the support of cus-
tomers that want quality 
eyewear that doesn’t look 
like everyone else’s. Paula 
Hornbeck, Eye Candy 
& Eye Candy Kids, 
Delafield, WI

e  Independent eyecare 
isn’t necessarily dying, but 
“generic” eyecare is. If you 
offer the basic services/
products it’s becoming 
harder to survive. ECPs 
can tell the difference 
between quality products 
and inferior products, but 
the average consumer 
cannot. So to them, price/
ease/convenience direct 
their decision-making. 
But, if you offer specialty 
products/services you 
can stand out from the 

rest and thrive. Christine 
Howard, Eyes on Plain-
ville, Plainville, MA

e  It’s dying, but not for the 
reasons often listed. It’s 
dying due to the arrogance 
and ignorance of 
optometry. They 
are their own 
worst enemy. 
Dave Goodrich, 
Goodrich Opti-
cal, Lansing, MI

e  It is dying. Look at the 
chains, the purchase of 
independent eyecare 
practices, etc. BJ Cham-
bers, Carrera Optical, 
McQueeney, TX

e  We spend too much time 
on Facebook. Spend that 
time taking care of your 
customers, offer your full 
personal attention, get to 
know them and establish 
a long-term relationship. 

money. They are in the 
business of making them-
selves money. Jenna Gil-
bertson, McCulley Optix 
Gallery, Fargo, ND

e  The old way of doing 
business is dying but in 
any industry the best 
always survive and adapt; 
the ones that don’t just 
complain and die. 
Adam Ramsey, 
OD, Socialite Vi-
sion, Palm Beach 
Gardens, FL

e  There may 
always be a place for in-
dependent eyecare, but 
the cost of doing business 
is getting higher includ-
ing IT expenses, HIPAA, 
security compliance, and 
staffing. Marc Ullman, 
OD, Academy Vision, 
Pine Beach, NJ

e  Private equity is becom-
ing more common in our 
state. We see a shift in how 
doctors then play a role in 
their own business. It also 
changes the way vendors 
sell to private practices. 
Private equity companies 
are centralizing their 
frames and reps are losing 
territory quickly. Heather 
Aites, Family Vision Cen-
ter, Westminster, CO

e  I think it will continue to 
grow! We have too much 

knowledge to phase out. 
Caitlin Wicka, San Juan 
Eye Center, Montrose, CO

e  I don’t believe inde-
pendent eyecare is at 
risk. Consistency and 
retaining valued associ-
ates keep happy patients 
coming back year after 
year. Randy McMurry, 

MyEyeDr, Bir-
mingham, AL 

e  It will never 
die. There are 
still many people 
that want a per-

sonal touch. Diana Bish-
op, Eclectic Eyewear, 
Austin, TX 

e  I believe it is dying. To 
compete, we try to offer 
the best service possible. 
Still, we are outgunned by 
larger competitors. Inde-
pendents need a stronger, 
more unified voice to 
compete. Douglas Holle, 
OD, Sunset Eye Care, 
San Angelo, TX

e  It has been “dying” as 
long as I have been in the 
industry. But the pendu-
lum swings both ways and 
soon us little indepen-
dents be in demand for 
our personal service and 
ability to adjust to change 
faster than the “big boys.” 
Michael Davis, OD, Opti-
Care, Eldersburg, MD

People will seek us out 
over online anytime they 
require repairs or have 
questions. We are only at 
risk if we lose track of our 
customer service. Deb 
Jaeger, Eye Center of 

the Dakotas, 
Bismarck, ND

e  I worry about 
the future. Private 
equity is purchas-
ing large and suc-
cessful practices, 

but there is still a place for 
independent eyecare. They 
can’t replace us all. Sonja 
Franklin, OD, Modern 
Eyes, Austin, TX 

e  We offer unique care 
and experiences that 
corporate cannot. We can 
creatively problem solve 
and make the patient 
happy. Drop VCPs. They 
are not in the business 
of making independents 

E C P S  T E L L  J O K E S

Q U E ST I O N :

Spend any time on 
Facebook and you’ll 
no doubt encounter 
posts lamenting 
the influences 
killing independent 
eyecare. Do you 
believe independent 
eyecare is dying? 
Or do you believe 
independent eyecare 
is not at risk? 

Dave Goodrich

Diana Bishop

D E E P  R E A D I N G

Profit First: Transform Your 
Business From A Cash-Eat-
ing Monster To A Mon-
ey-Making Machine BY MIKE 

MICHALOWICZ

Where do rabbits 
get their eyes 
checked?  
The hoptometrist.
SHARED BY CHRIS WETZLER, OD, 
ON FACEBOOK
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year. You simply must give em-
ployees time off to rest and forget 
about work and it can-
not be at their expense. 
It is healthy and ex-
pected plain and simple, 
plus it’s the right thing 
to do! Shame on anyone 
in this day and age that 
does not provide paid 
vacation. Steve Nelson, 
Eye Candy Optical, 
Cleveland, OH

e After one year, seven 
days annually. Em-
ily Kincaid-Smith, 
Sports Optical, Den-
ver, CO 

e Revamping this now. 
Used to be two weeks 
fi rst year, changing it to one week 
fi rst year because of high national 
turnover and it accumulates 
based on hours worked. Joanne 
Larson, OD, Palmer Family 
Eye Care, Easton , PA

e New hires don’t get paid time 
off; they’ve got to earn it. We have 
a very small, cross-trained staff 
so retention is key. We have to 

Fate

20%

recoup our training costs before 
they’ve “earned” their benefi ts. 
Employees get sick leave at the 
one-year mark and paid vacation 
after their three-year anniver-
sary. Sick leave doesn’t roll over 
but any remnants get paid out 
as a cash bonus at the end of the 
calendar year. Paid vacation time 
is “use it or lose it.” It doesn’t roll 
over because if someone’s been 
with us that long, we want them 
to take a break! Jen Heller, Pend 
Oreille Vision Care, Sand-
point, ID

e Full time get one week vacation 
and 24 hours sick/PTO after fi rst 
year. Samantha Hornberger, 
OD, Bright Family Eye Care, 
Lawrenceburg, IN

e Vacation starts accumulating 
at their one-year anniversary. 
Heather LeClaire, Binyon Vi-
sion Center, Bellingham, WA

e A percentage of the 
hours worked after the 
90 day introductory 
period. Carol Marx, 
The Eye Care Center , 
Canandaigua, NY

e “Full-timers” work 
32 hours per week and 
get one-week paid vaca-
tion after one year, two 
weeks at three years, 
and three weeks at four 
years. All employees get  
as much unpaid time 
off as they want and we 
haven’t had any issues 
with abuse (yet). Sarah 
Brozzo, Harrison Eye 
Care, Harrison, MI

NO 15%
e I’m a one-person operation; if 
no one’s working no one’s getting 
vacation pay. Julie Uram, Opti-
cal Oasis, Jupiter, FL

e I currently have no employees. 
Dorothy Reynolds, Eyes on 
Fairfi eld, Fairfi eld, CT

Ambition 

62%

Smartest
person in the 

world  

73%

Comfort 

38%

Richest person
in the world

27%

Predictability

44%
Excitement

56%

Free will

80%

22%
YES

78%
NO

YES 85%
e It’s earned time off, based on 
our monthly deposits and it’s only 
earned in three-hour increments. 
Katie Billman, Meridian Fam-
ily Eyecare, Meridian, ID

e 60 hours of PTO for the fi rst 
year on an accrual basis. After a 
year, you retain 60 hours of PTO 
plus we offer 80 hours of vacation. 
Justin Tenczar, Berkshire Eye 
Center, Pittsfi eld, MA

e Paid time off starts after 90 days, 
accumulating with number of 
hours worked. Mickey Bradley, 
Patrick Optical, Fort Worth, TX

e One week vacation and fi ve 
days PTO. Scott Thielen, North 
Country Eye Care, West Leba-
non, NH

e Eight paid holidays plus 12 
hours of PTO per year. New hires 
recieve that on their 91st day. 
Amy Ward, Aloma Eye Associ-
ates, Winter Park, FL

e Even new hires get three weeks 
of vacation prorated over the fi rst 

YOU’RE 
INVITED!

Own or manage 
an eyecare busi- 
ness in the Unit-
ed States? Join 
the Brain Squad 

to participate 
in useful sur-

veys on issues 
important to 

eyecare profes-
sionals. Email: 
brainsquad@
invisionmag.

com

F I R E  D R I L L

P O P  Q U I Z

WOULD YOU FIRE A
CUSTOMER WHO …
Posts a funny but embarrass-
ing video of something that 
happened in your store that 
goes viral on Facebook?

Great body 

37%
Beautiful face    

63%

D O  YO U  O R  D O N ’ T  YO U

OFFER PAID
TIME OFF?

WORSE

OR

Nosey
neighbors

42%

Noisy
neighbors

58%
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Real Deal
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T H E  C A S E  O F  T H E

LOW-INCOME DISPARITY
A PATIENT FEELS LIKE SHE GETS TREATED DIFFERENTLY BECAUSE 

SHE IS ON STATE INSURANCE. WHEN FACED WITH A PATIENT IN NEED, 
HOW SHOULD THIS EYECARE BUSINESS HANDLE IT?

pays for. I can’t afford 
anything extra.”

Trish was some-
what surprised by 
the loud and robust 
remark, but re-
sponded, “I com-
pletely understand. 
We do a thorough 
and comprehensive 
eye exam, all paid for 
by insurance. If the 
doctor feels he needs 
additional testing 
he will go over that 
with you — you won’t 
have any surprise 
charges.”

“Okay,” Ms. Miller 
continued. “The last 
place I went made 
me feel guilty about 
saying no to anything 
that cost extra. As 
soon as I said no to 
the test I felt like the 
level of care towards 
me went into the crapper and it 
was very uncomfortable.”

A bit later Dr. Goodell ap-
proached the optician, Bernie, to 
fi ll him in on the exam fi ndings 
and hand off the patient. “Ms. 
Miller’s eyes are perfectly healthy 
but she’s a -4.25 with just over 
2 diopters of cyl.” The doctor 
continued, “She defi nitely needs 
new glasses; she said her last pair 
was broken beyond repair a while 
back.”

W hile sitting at 
the front desk, 
Melanie got a 
rush of adrena-
line when the 

front door fl ew open and hit the 
wall behind it, making a loud bang 
and shaking the wall. The woman 
who had so forcefully opened the 
door came rushing in, clearly in a 
hurry, and approached her.

“I am here for my appointment. 
It was supposed to start 10 min-
utes ago; I am so sorry I’m late but 
I don’t have a car and the bus was 
running behind.” She frantically 
continued, “I am so sorry, can you 
please still see me? It’s so hard 
to make appointments around 
the bus schedule. The last place I 
went wouldn’t see me when I was 
late but I think it was because I 
have state insurance and they just 
didn’t want to see me.”

Melanie reassured her, “Ms. 
Miller, we can defi nitely still 
see you if we get you back right 
away. Leave your insurance and 
identifi cation cards with me and 
I will bring them to you in the 
exam room when I get all of the 
information I need. Trish will take 
you back now.”

As Melanie handed the patient 
off to Trish, the technician, she 
noticed that the patient was still 
quite amped up.

The moment Ms. Miller sat 
down she blurted out, “Please 
only do the tests my insurance 

CREATED BY Carissa Dunphy, ABOC. Carissa has been 
working in private practice optometry since 2008 and is 
he founder of Optician Now (opticiannow.com). Follow 
arissa on Instagram and Facebook at @opticiannow.

* Real Deal scenarios are inspired by true 
stories but are changed to sharpen the 
dilemmas involved and should not be 

confused with real people or places. Responses 
are peer-sourced opinions and are not a substi-
tute for professional legal advice. Please contact 
your attorney if you have any questions about 
an employee or customer situation in your own 
business. 

Bernie went out to optical to 
meet Ms. Miller. “Hello, I’m Ber-
nie, your optician, I’ll be helping 
you with all of your glasses needs 
today.”

They sat down and Ms. Miller 
got straight to the point. “My 
last pair of glasses were almost 
20 years old and they had been 
broken and rebroken over the 
years and fi nally bit the dust a few 
months ago. I know I need new 
glasses but my insurance only 

pays for my eye exam.”
Bernie felt bad for Ms. Miller 

because she needed glasses badly, 
but at the same time he was part of 
running a successful business. He 
defi nitely felt backed into a corner 
on this one…

CREATED BY
working in private practice optometry since 2008 and is 
the founder of Optician Now (opticiannow.com). Follow 
Carissa on Instagram and Facebook at @opticiannow.
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Tina Robinson
PRO OPTICAL 
WEST LEBANON, NH

I have witnessed individuals 
who are lower income be treated 
differently. Our policy is that a 
deposit be made before glasses are 
ordered. The patient may make 
payments but is not allowed to 
take the glasses until they are paid 
in full. We work with agencies 
such as Lions Club and health 
foundations that provide glasses 
for low-income individuals. 

Jennifer Skinner
EYE CLINIC OF GREAT FALLS 
GREAT FALLS, MT

Yes, low income, and even state 
insurance patients, are treated 
differently. It’s impossible not 
to notice; we should meet every 
patient with equal respect and 
care. Our clinic would ask for a 
payment plan to be set up for this 
patient. Not being able to get the 
glasses you need over money is 
the silliest thing ever. Everyone 
deserves good vision. We have 
multiple ways of assisting patients 
in these situations; frames and 
lenses at lower cost, give-away 
frames, discount frame packages, 

and affordable vision provisions. 
We all have to change the way 
low-income vision needs are met, 
and it has to start with equality 
and respect.

Justin Tenczar
BERKSHIRE EYE CENTER 
PITTSFIELD, MA

I do feel that some staff in many 
locations look down on state and 
federal sponsored insurance plans 
and subscribers. I personally 
do not. We have adopted the 
philosophy that all patients are 
created equal and we strive to 
treat everyone with the same level 
of respect and care. We dispense 
eyewear in a tray, accompanied 
with a complimentary cleaning 
cloth, hard case, and a bottle of 
spray cleaner — regardless of 
the insurance used. We have on 
occasion provided patients with 
glasses at no cost. Whether it 
was a veteran that wasn’t able 
to be easily transported to the 
VA Clinic, or a cancer patient 
down on their luck. Our company 
absorbed the cost. We’re lucky 
we have great leadership and 
ownership that allows us to do 
that from time to time.

Haley Menge, OD
HI-LINE EYE CARE 
GLASGOW, MT

State insurance patients are not 
treated differently in my office. No 
payment plans; I’ve been burned 
too many times. I deliver top 
quality care and products; if our 
products are outside a patient’s 
budget, that’s OK. I’m not in a 
race to the bottom. I will be beat 
in price; but not in quality of care 
or patient experience. Most of my 
patients who purchase elsewhere 
will come back for care — and 
I’m OK with that. We have a non-
warranted line we offer that is 
significantly less. 

John LaShorne
BROWN COUNTY EYE CARE 
NASHVILLE, IN

As an optician I have two 
responsibilities, first to my 
employer and then to the patient. 
I would explain to the patient the 
costs and payment policies of our 
value lens/frame combination. 
If this is not affordable, I would 
make sure her Rx included her 
PD and let her shop for her best 
option. My job is to help, not 
judge. I would not however try 
to change company policies to 
accommodate an individual.

Jennifer Heller
PEND OREILLE VISION CARE 
SANDPOINT, ID

We have a huge base of low- or 
fixed-income patients. Many of 
our doctors and staff grew up 
below the poverty line, so we 
know that low-income customers 
just want to be treated equally. 
Accordingly, all customers are 
allowed to order a pair of glasses 
with half-down, and make 

 In your experience, do low- or fixed-income patients, or those 
on state or federal insurance plans, seem to be treated differ-
ently when seeking eyecare?

 Could you … would you … talk to the owners about a payment 
plan for this patient? Or is business business and it’s the pa-
tient’s responsibility to figure out how to get glasses?

 Does your business have a system, program, or protocol in 
place — be it a go-to lab and frame company or local organiza-
tion that donates eyeglasses to those in need — you rely on in 
these circumstances?

THE BIG QUESTIONS
ONLINE EXTRA! Check out other Real Deals 

and comment on this one at invisionmag.com/realdeal

payments on the other half  until 
they’re paid in full before the 
glasses leave the clinic. We’ve also 
partnered with one of our labs to 
offer a Value Package for back-up 
glasses or for the less affordable 
seasons in life. No income 
requirements to qualify but no 
warranties and only very basic 
lens options. If she walked in our 
front door today, Ms. Miller would 
be able to get a functional pair of 
single vision glasses from us for 
$54.95 — but so would anyone. 
And that right there is the key.

Chris Dudley
ABB OPTICAL GROUP 
CORAL SPRINGS, FL

I’ve  heard remarks from 
associates when someone has a 
“state” plan. Humility is the key. 
And compassion. For the cases I’ve 
been part of, how it was handled 
depended on the employer. Some 
had a charitable arm. Others 
had selections of reasonable or 
extremely inexpensive frames and 
we partnered with a lab or lens rep 
or we’d find a reasonable payment 
accommodation. Again the key is 
remaining humble. How would 
you want your mother or spouse 
or child treated? How would you
want to be treated? 

Michael Young, OD
REDDING EYECARE CENTER 
REDDING, CA

We accept low-income patients 
and participate in a local program 
that helps the working poor get 
eyecare and glasses. The exam and 
glasses are free and the program 
is available through a local charity 
organization. We offer a budget 
line of frames and lenses for the 
low-income population.

“We have a couple of good go-to organizations that help with glasses for all ages. We live in 
a retirement community that is on mostly fixed income so it is nice to have programs to help out so we 
don’t have to cover everything. There are parameters set for price of frame and lens options covered by 

these entities but most are so grateful for the help they even stay below covered options.”
JANA OLIVER, THERMOPOLIS EYECARE, THERMOPOLIS, WY
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G rowing up, Dr. 
Mirjana McCarthy 
always enjoyed 
art and science at 
school. Getting 

her Doctor of Optometry degree 
fulfilled her love of the latter and 
steeped her in the world of medi-
cine, but after establishing herself 
as an OD she found that “with 
every optometry job something 
was missing.” It wasn’t until an 
opportunity arose to take over a 
70-year-old practice in Clarendon 
Hills, in Chicago’s southwestern 
suburbs not far from where she 
was born, that McCarthy finally 

got to meld art with science and 
truly felt complete. Adding anoth-
er string to her bow as an eyecare 
professional, she threw herself 
into the world of frame curation. 
At Moda — which, after all, means 
“fashion”— she now offers not 
only a full spectrum of optometric 
care but also some of the finest 
frames from the likes of DITA-
Lancier, Götti, Anne et Valentin, 
Mykita and more.

As they planned their sleek new 
office, McCarthy and her husband 
Dan tried to create a “unique ur-
ban space in the suburbs.” Given 
the limited room they had to work 

MODA EYECARE / CLARENDON HILLS, IL

A SMALL 
WONDER

This Chicago OD had a solid reputation 
for eyecare but didn’t feel complete until 
she opened a space in which to curate a 

spectacular frame collection. 
BY HEATH BURSLEM

Q U I C K  FAC T S :  OWNER: Mirjana McCarthy, OD 
| URL: modaeyecare.com | FACEBOOK: facebook.
com/modaeyecarellc | INSTAGRAM: instagram.
com/modaeyecare | YEAR FOUNDED: 2017 | 
YEAR OPENED FEATURED LOCATION: 2018 
| EMPLOYEES: 1 full-time, 4 part-time | TOP 
BRANDS: Dita, Mykita, Lindberg, Thierry Lasry, 
Anne et Valentin | AREA: 950 sq. ft. | BUILD OUT 
COST: $300,000 



78   APRIL 2022

I N T E L L I G E N C E A M E R I C A ’ S  F I N E S T

INVISIONMAG.COM

with — the space measures just 
950 square feet — they had to be 
creative in not letting any of it go 
to waste. Numerous features of 
the space reflect this, including its 
pocket doors and window displays 
for frames.

In tandem with the focus on cu-
rated independent frames, Moda 
prioritizes a personalized touch 
when it comes to the medical side 
of things. This begins in pretest-
ing, which McCarthy handles 
herself in order to spend more 
time with each patient. “We pride 
ourselves in offering new technol-
ogy so that each exam is thorough 
and complete,” she says. “With 
the office being smaller and more 
of a boutique feel, we keep the ap-
pointments spread out to ensure 
I have enough time to spend and 
get to know each patient.”

McCarthy’s skills include med-
ical optometry, dry eye treatment, 
pre- and post-operative care with 
refractive surgery, and scleral con-
tact lens fittings, among others.

The website is of a piece with 
Moda’s branding — elegant and 
uncluttered with plenty of space 
given to the practice’s exten-
sive offering of 
independent 
frame lines, as 
well as contact 
lens ordering 
and appoint-
ment scheduling. 
“When orders are 
received in our 
EHR patients im-
mediately receive 
a text or email 
depending on 
their preference,” 

When Dr. Donald Maduzia put 
his practice on the market in 
2017, McCarthy happened to 
catch the ad on the very day 
he posted it. She looks back 
on that as a sign that she was 
fated to take it over. Maduzia 
had operated the business 
for three decades after 
acquiring it from another OD 
who had been in Clarendon 
Hills for some four decades. 
“I liked the idea of keeping it 
going along with keeping it 
up to speed with technology. 
The history of this practice 
being here in Clarendon Hills 
for so long was definitely 
appealing to me,” she told the 
Chicago Tribune at the time. 
“There are some longtime 
patients, even some who 
first started coming here 
before Dr. Maduzia took over. 
I really love the whole feel of 
Clarendon Hills. I think it was 
a good choice coming here.”  

F I N E  STO RY

says McCarthy.
Moda EyeCare does engage in 

marketing on social media, but the 
business’s primary focus in this 
area is on trying to sponsor local 
events as much as possible. “We 
feel that is not only a great way to 
market, but a fun and rewarding 
way to make the community bet-

America’s 
Finest 2022 
Sponsors

5 CONTINUED ON PAGE 80





1 PAWSITIVITY.
The practice is 

dog friendly… Just 
ask McCarthy’s 
French bulldog 
Jacques.

2 VERDICT IS 
IN .  At the time 

of publication, 34 
of Moda’s 36 Yelp 
reviews were 5-stars 

ter,” says McCarthy. Having said 
that, the practice’s social media 
accounts are well-tended; all the 
images are original and the tone is 
kept fun, with McCarthy’s sense of 
humor coming through strongly 
in her posts featuring customers 
in their new frames and hold-
ing felt letter boards displaying 

various witticisms. Other posts 
feature short videos showing the 
in-house edger at work, dem-
onstrations of specialty contact 
lenses and new frame offerings.

One of the aspects of Moda 
that McCarthy is most proud of 
is her team: “My staff is super fun 
to work with,” she says. “They 

share the same love 
I have for unique 
eyewear, dogs and 
coffee. They are 
great at styling pa-
tients and making 
lens recommenda-
tions.”

Ultimately, 
Moda is a fusion of 
all that McCarthy 
loves about eyec-
are. “I created an 
office where I get 
to practice medical 
optometry to the 
highest degree and 
get to express my 
creativity through 
designing the of-
fice, creating the 
website, and curat-
ing each and every 
piece of handmade 
independent 
eyewear. To me the 
frames we carry are 
a piece of art.”

… the remining two? 
4-stars. 

3 GRAB A CUP. 
All custom-

ers are offered a 
fresh mug of locally 
roasted coffee or 
sparkling water. 

4 ON THE SPOT. 
Moda offers in-

office finishing for 
most prescriptions.  

5 EYEWEAR 
FAN.  In a re-

cent Instagram post, 
McCarthy displayed 
seven favorites 
from her personal 
eyewear collection 
… one for each day of 
the week.

FIVE COOL THINGS ABOUT

MODA EYECARE

I N T E L L I G E N C E A M E R I C A ’ S  F I N E S T

5 FROM PAGE 78
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ALTERNATIVE & PLAN B  
EYEWEAR
AJAX, ON, CANADA
TEL: (888) 399-7742 
FAX: (888) 615-0192 
EMAIL: customerservice@alterna-
tiveeyes.com 
URL: alternativeeyes.com, 
Iwearinterface.com
PAGE 21

ANNE KLEIN/ALTAIR
RANCHO CORDOVA, CA
TEL: (800) 505-5557 
EMAIL: altaircs@vsp.com 
URL: altaireyewear.com
PAGE 14, 15

ARCH CROWN INC. 
HILLSIDE, NJ 
TEL: (800) 526-8353 
FAX: (973) 731-2228 
EMAIL: orders@archcrown.com 
URL: archcrown.com
PAGE 22

BLACKFIN/VILLA EYEWEAR
GLEN COVE, NY
TEL: (516) 277-2800 
EMAIL: sales@villaeyewear.com 
URL: villaeyewear.com
PAGE 20

CHARMANT USA
MORRIS PLAINS, NJ
TEL: (800) 645-2121 
EMAIL: custserv@charmant.com 
URL: charmant.com/us
PAGE 35

CHERRY OPTICAL, INC
GREEN BAY, WI
TEL: (920) 469-2559 
EMAIL: adamcherry@cherryopti-
calinc.com 
URL: cherryopticalinc.com
PAGE 51

CLEINMAN PERFORMANCE 
PARTNERS
ONEONTA, NY
TEL: (607) 431-1001  
EMAIL: mwells@cleinman.com 
URL: cleinman.com
PAGE 71

COBURN TECHNOLOGIES
SOUTH WINDSOR, CT
TEL: (800) 262-8761 
FAX: (800) 648-6601 
EMAIL: customercarecenter 
@coburntechnologies.com 
URL: coburntechnologies.com
PAGE 61

DOLABANY EYEWEAR 
MIAMI, FL 
TEL: (800) 688-7661 
EMAIL: info@dolabanyeyewear.
com  
URL: dolabanyeyewear.com
PAGE 36, 37, 54, 57

ESSILOR OF AMERICA
DALLAS, TX
TEL: (214) 496-4000 
URL: EssilorPRO.com
PAGE 31

ETNIA BARCELONA LLC 
MIAMI, FL
TEL: (888) 553-8642 
FAX: (305) 557-4964  
EMAIL: usa.office@etniabarcelona.
com 
URL: etniabarcelona.com
PAGE 59

EVATIK/WESTGROUPE USA
PLATTSBURGH, NY
TEL: (855) 455-0042 
EMAIL: sales@westgroupe.com 
URL: evatik.com
PAGE 4, 5

JOSEPH ABBOUD/ALTAIR
RANCHO CORDOVA, CA
TEL: (800) 505-5557 
EMAIL: altaircs@vsp.com 
URL: altaireyewear.com
PAGE 16, 17

LUXOTTICA/ ESSILOR OF 
AMERICA
DALLAS, TX
TEL: (214) 496-4000 
URL: essilorluxottica.com
PAGE 69

MARC JACOBS/SAFILO USA
SECAUCUS, NJ
TEL: (800) 631-1188 
URL: mysafilo.com 
PAGE 24

MARCHON EYEWEAR
MELVILLE, NY
TEL: (800) 645-1300 
EMAIL: cs@marchon.com 
URL: marchon.com
PAGE 9

MARCHON NYC/ 
MARCHON EYEWEAR
MELVILLE, NY
TEL: (800) 645-1300 
EMAIL: cs@marchon.com 
URL: marchon.com
INSIDE FRONT COVER, 2

MCM/MARCHON EYEWEAR
MELVILLE, NY
TEL: (800) 645-1300 
EMAIL: cs@marchon.com 
URL: marchon.com
PAGE 12, 13

MEISYSTEM INC.
WOOD DALE, IL 
TEL: (630) 521-8588 
FAX: (630) 521-8580 
EMAIL: info@meisystem.com 
URL: ezfit.meisystem.com
BACK COVER

MODO EYEWEAR
NEW YORK, NY 
TEL: (800) 223-7610 
EMAIL: CUSTOMERSERVICE 
@MODO.COM 
URL: modo.com
PAGE 67

MOREL 
WYCKOFF, NJ  
TEL: (800) 526-8838 
FAX: (888) 631-9796   
EMAIL: info@morel-eyewearusa.
com 
URL: morel-france.com
PAGE 39

NANOVISTA/ALTERNATIVE  
& PLAN B EYEWEAR
AJAX, ON, CANADA
TEL: (888) 399-7742 
FAX: (888) 615-0192 
EMAIL: customerservice@alterna-
tiveeyes.com 
URL: alternativeeyes.com
PAGE 45, 47, 49

NEW YORK EYE
AMITYVILLE, NY
TEL: (800) 221-6966 
EMAIL: orders@newyorkeye.net 
URL: newyorkeye.net
PAGE 53

PPG OPTICAL MONOMERS & 
COATINGS
PITTSBURGH, PA
TEL: (724) 325-5168 
URL: ppgoptical.com 
PAGE 41

RAG & BONE/SAFILO USA
SECAUCUS, NJ
TEL: (800) 631-1188 
URL: mysafilo.com
PAGE 27

REICHERT TECHNOLOGIES
DEPEW, NY
TEL: (888) 849-8955 
URL: reichert.com
PAGE 33

SAFILO USA
SECAUCUS, NJ
TEL: (800) 631-1188 
URL: mysafilo.com
PAGE 23

SALVATORE FERRAGAMO/ 
MARCHON EYEWEAR
MELVILLE, NY
TEL: (800) 645-1300 
EMAIL: cs@marchon.com 
URL: marchon.com
PAGE 10, 11

SHAMIR INSIGHT INC.
SAN DIEGO, CA
TEL: (877) 514-8330 
FAX: (877) 285-4863 
EMAIL: info@shamirlens.com 
URL: shamirlens.com
PAGE 19

TOMMY HILFIGER/SAFILO 
USA
SECAUCUS, NJ
TEL: (800) 631-1188 
URL: mysafilo.com 
PAGE 29

VISION EXPO 
NORWALK, CT
TEL: (800) 811-7151 
EMAIL: inquiry@visionexpo.com 
URL: VisionExpo.com
PAGE 63

WILEY X EYEWEAR
LIVERMORE, CA 
TEL: (800) 776-7842 
URL: wileyx.com
PAGE 6, 7

X-CEL SPECIALTY CONTACTS
DULUTH, GA  
TEL: (800) 241-9312 
EMAIL: xcelinfo@xcelspecialty-
contacts.com 
URL: xcelspecialtycontacts.com
INSIDE BACK COVER

INVISIONMAG.COM
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Sanity Files
HOW EYE PROFESSIONALS KEEP THEIR 
COOL IN A CRAZY WORLD

ABOC, FNAO, manager, marketer, 
writer, influencer, Carissa Dunphy is 
an optical multihyphenate. “I am a 
logistics and data person and I love 
analyzing where e� iciencies and sav-
ings can be improved,” is her response 
when asked what she loves about 
managing an optical business. She 
also loves “collaborating with other 
industry people,” which likely explains 
how she’s acquired all the hats she 
wears. But Carissa is still a mortal, so 
she too is frustrated by the recent 
di� iculties finding sta� . “It is proving 
to be very di� icult to get anyone to 
apply for a job, let alone find a good 
person to fill a position.” She thrives 
on her many projects but when stress 
rears its ugly head she has an immedi-
ate remedy. “I have an indoor rowing 
machine and it’s turning out to be like 
a drug addiction for stress and anxi-
ety relief.” A few other things on her 
unwind list: feeling the sun or seeing 
a sunset, making pizza from scratch 
with the family, catching up on Insta-
gram, playing Angry Birds, dogs, and 
the softest comfiest pants. Amen!

MONROE VISION CLINIC, MONROE, WA
CARISSA DUNPHY

the softest comfiest pants. Amen!

CARISSA DUNPHY

HOW EYE PROFESSIONALS KEEP THEIR 

CARISSA DUNPHY
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