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Here are the top reasons not to miss VEW 2017:
> Experience World-Class Education with an industry-leading variety of courses. 
See, touch and learn about the latest technology – all in one place. Courses cover 
the industry’s hottest topics including all new content for 2017 in some of the 
most highly regarded Vision Expo featured education programs such as The 
Global Contact Lens Forum, Ocular Surface Disease and Wellness Symposium, 
The Managers to Do series and Retail Track, Spectacle Lens Expert Track, Medical 
and Scientific Theater series, Practice Owners and Managers Program, blue light 
sessions, and the Frame Buyers Certificate Program. 

> Free Google Talks based on overwhelmingly positive feedback from Vision 
Expo East. Hear from Google experts on how search engine marketing will grow 
your eyecare business and create your competitive advantage. Build a digital 
strategy that will attract new patients and build loyalty with existing patients.

> Vision Series programming presents free sessions that allow you to lunch and 
learn about the latest clinical innovations in a relaxed and collaborative 
learning environment. 

> Increased Fashion Focus on Trends and Technology providing an up-close look 
at the latest fashion and tech trends for frame designs your customers want and 
desire. Build your fashion prowess and keep your customers coming back for 
more. These sessions allow you to look, touch and immerse yourself in a world of 
options. Get everything you need to know to be able to incorporate 2018 trends 
into your inventory. 

> Pop-Up Talks allow you to get up-to-date on business solutions, fashion-forward 
trends and designs in an intimate setting on the Show floor in just 30 minutes. 
These networking events are fun, fast and free.

> Meet Your Match with the Recommendations Program – discover new vendors, 
solutions and products with custom recommendations based on your interests 
selected during registration.

Visit http://west.visionexpo.com/ for more information.

GET READY FOR VEW
International Vision Expo West, the 
most comprehensive event for eye-
care professionals, is set for Sept. 
13 to 16 at the Sands Expo Center in 
Las Vegas, Nevada.

The conference is an opportunity for 
ECPs to find everything they need to 
set their sights on the future, satisfy 
their continuing education require-
ments, navigate the changing 
healthcare climate, cater to style-
conscious customers, elevate their 
practice and expand patient care with 
their eye care community peers.

“Vision Expo is a true fashion 
destination for opticians and buyers 
to look, touch and immerse them-
selves in a world of options to keep 
them competitive in today’s retail 
landscape,” said Ben Gaddie, OD, 
FAAO, Co-Chairman, Conference 
Advisory Board. “Our education 
program includes courses that 
provide key strategies to make their 
business stand out among the myriad 
of eyecare and eyewear options 
available to today’s consumer.”
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THROUGH MY KLiiK 
I SEE MORE THAN JUST 
THE WORLD AROUND ME 

Taking its direction from the clean, modern aesthetic of 
Danish design, KLiiK denmark eyewear is subtle yet always 
inspired. The rich, saturated coloring, laser cut detailing and 
mixing of patterns and materials are some of the design  
elements that are integral to the KLiiK denmark collection. 
Designed for both men and women, KLiiK denmark focuses 
on smaller eye sizes and is a go to brand for the smaller fit, 
small PD consumer with a strong sense of style. 

http://westgroupe.com
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RAPP 
OPTICAL

Rapp Optical 
was originally 
established 
in 1983 as a 
high-end retail
optical dispen-
sary in Toronto.

Today, the company designs and manufactures limited col-
lections of bespoke hand-finished eyeglasses, which it pro-
vides wholesale to a select number of optical shops through-
out the world and sells at its store at 788 College St.
>> rappoptical.ca

The 
Canadian Scene

Canadians love their eyewear. Last year, Canadians purchased about 7.3 million pairs of optical frames, 

about 8.2 million pairs of lenses - about eight per cent of which were tinted - and 10.5 million pairs of plano 

sunglasses, according to 2016 data from The Vision Council.

Thankfully, Canada has many eyewear manufacturers and distributors to feed our desire for the latest 

and greatest in on-trend and cutting-edge sunglasses and optical frames. Here are some of the companies, 

along with a sample of one of their products, that are either based solely in Canada or have 

their headquarters here.

SPECTACLE 
EYEWORKS

Spectacle 
Eyeworks, based in 
Vancouver, B.C., was 
created in 1996 by 
Mehran Baghaie and 
has garnered a repu-
tation for producing 
premium quality 
frames that display ingenuity in design and construction.

The company’s brands include Spectacle, Pussy Galore, 
Retro and Wood & Horn collections.
>> spec-eyeworks.com

By Denis Langlois
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WESTGROUPE
WestGroupe is one of 
Canada’s oldest, family-
owned independent 
eyewear companies. Today, WestGroupe employs 
over 70 people in its Montreal headquarters along 
with 10 employees in its U.S. distribution centre
 and has a salesforce of over 70 sales 
representatives across North America. 
WestGroupe brands include KLiiK denmark, 
FYSH UK, EVATIK, Superflex, Izumi and Bertelli.
>> westgroupe.com

OPTIKA
EYEWEAR

Optika Eyewear 
was created in 1995 with the purpose of 
providing the Canadian consumer with 
quality eyewear at competitive prices.

Today, with national distribution, and sales 
representation from coast to coast, Optika 
Eyewear has developed into a national player 
in the Canadian market.

Optika distributes nine collections in Canada, 
including Nat & Coco, Blaine & Taylor London, 
Mizyake, Soho, Soho Kids and Reactive.
>> optikaeyewear.com

ALTERNATIVE/PLAN ‘B’ EYEWEAR

Alternative and Plan ‘B’ Eyewear were 
founded on the principles of bold,
eclectic design.

The company, which has its headquarters in 
Ajax, Ontario, has 10 unique collections to 
meet its customer's needs.

Alternative/Plan ‘B’ is also the exclusive 
North American distributors for the 
NanoVista children's line and VerSport,
protective sports eyewear.
>> alternativeeyes.com

CANADIAN OPTICAL 
SUPPLY

Based in Montreal, Quebec, 
Canadian Optical Supply is a 
family-run business that was 
founded in 1951 with the specific 
goal of offering something truly 
innovative to independent eye 
care professionals in Canada. 

They have been Silhouette's exclusive 
Canadian distributor since the 
brand was established in 1964. Other 
eyewear brands distributed by COS 
include Adidas, Neubau, Inface and 
Zen Barcelona.
>> canadianoptical.com
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FYSH UK model F-3580

Alternative: Glacée GL6851
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“Transitions has brought  
together a collaborative group 
of enthusiastic millennial eyecare 
professionals, Change Agents, to 
share our passion and engage with 
the public, while showcasing how 
well Transitions lenses fit into our 
millennial lifestyles,” said Taff. “This 
gives me a great opportunity to 
share my passion for stylish glasses 

and the lens 
technology 
that goes into 
creating the 
perfect pair  
of glasses.”

Transitions, the swirl, Transitions Adaptive Lenses, Transitions Signature and XTRActive are registered  
trademarks of Transitions Optical, Inc., used under license by Transitions Optical Limited.  

Live the Good Light is a trademark of Transitions Optical Limited. ©2017 Transitions Optical Limited.  
Photochromic performance is influenced by temperature, UV exposure lens material.

The people that make up the largest and most 
influential generation in history are more diverse, 
culturally significant and open to new ways of 
thinking than any other generation. Many brands 
are trying to position their products as desirable 
to millennials — making this generation the most  
sought-after in the world.

Transitions® lenses have always been focused on 
protecting patients’ eyes. The Transitions family of 
products help protect against harmful blue light 
indoors, emitted by led lights and digital devices, 
and outdoors, from the sun. They also provide 
protection from glare and UV rays. However, 
Transitions lenses are becoming increasingly 
relevant in the recent surge of fashionable 
eyewear. With the introduction of graphite green 
for Transitions® Signature® lenses and Transitions® 
XTRActive® lenses, Transitions Optical is breaking 
ground on positioning lens selection as just as 
important as frame selection when it comes to 
combining protection and style.

In order to become a product that resonates with 
millennials, without isolating its core audience, 
Transitions Optical has introduced a new 
consumer brand campaign for 2017 called “Live 
the Good Light™,” which showcases a diverse 
group of people with different lifestyles all 
enjoying the light around them with Transitions 
lenses. The campaign positions Transitions as 
an experiential brand as viewers get an “into the 
lens” perspective. Transitions lenses seamlessly 
adapt to help protect from UV and harmful blue 
light, so wearers can enjoy the good light more 
comfortably, while remaining stylish. 

The commercial can be viewed on the 
Transitions Lenses: Healthy Sight Professionals 
Facebook page.

When it comes to making a connection with 
millennial patients, Sheena Taff is second to 
none. Often referred to as being born with 
optical genes, Sheena has brought her passion 
for fashion, beauty and design to her career 
and to her ever-growing collection of eyewear.

As the 2016 Transitions Optical Brand 
Ambassador and a Transitions Change Agent, 
Taff uses her millennial mindset to educate 
patients about the benefits of Transitions 
lenses in terms of style and protection. She 
uses tactics like social media to share photos 
of her staff in new eyewear styles as well as 
what’s new and upcoming in her business to 
connect with millennials. She also maintains a 
blog (OpticianAboutTown.com) where she talks 
about fashion, beauty and style. 

Millennials Matter 

The Millennial Mindset

to_35787_01_OpticalPrism_juneAdvertorial_m.indd   1 5/25/17   12:19 PM
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Transitions, the swirl and Transitions Adaptive Lenses are registered trademarks of Transitions Optical, Inc., used under license by Transitions Optical Limited. Live the Good Light is a trademark of Transitions Optical Limited. 

©2017 Transitions Optical Limited. Photochromic performance is influenced by temperature, UV exposure and lens material.

Transitions® Adaptive Lenses® adjust to the perfect tint in any light.

Plus, they help protect from UV rays and harmful blue light,
indoors and out. So, go ahead. Help your patients Live the Good Light.

Order Point of Sale at TransitionsPRO.com/GoodLight

   

LIVETHE
LIGHT TM
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together a collaborative group 
of enthusiastic millennial eyecare 
professionals, Change Agents, to 
share our passion and engage with 
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Transitions, the swirl, Transitions Adaptive Lenses, Transitions Signature and XTRActive are registered  
trademarks of Transitions Optical, Inc., used under license by Transitions Optical Limited.  

Live the Good Light is a trademark of Transitions Optical Limited. ©2017 Transitions Optical Limited.  
Photochromic performance is influenced by temperature, UV exposure lens material.

The people that make up the largest and most 
influential generation in history are more diverse, 
culturally significant and open to new ways of 
thinking than any other generation. Many brands 
are trying to position their products as desirable 
to millennials — making this generation the most  
sought-after in the world.

Transitions® lenses have always been focused on 
protecting patients’ eyes. The Transitions family of 
products help protect against harmful blue light 
indoors, emitted by led lights and digital devices, 
and outdoors, from the sun. They also provide 
protection from glare and UV rays. However, 
Transitions lenses are becoming increasingly 
relevant in the recent surge of fashionable 
eyewear. With the introduction of graphite green 
for Transitions® Signature® lenses and Transitions® 
XTRActive® lenses, Transitions Optical is breaking 
ground on positioning lens selection as just as 
important as frame selection when it comes to 
combining protection and style.

In order to become a product that resonates with 
millennials, without isolating its core audience, 
Transitions Optical has introduced a new 
consumer brand campaign for 2017 called “Live 
the Good Light™,” which showcases a diverse 
group of people with different lifestyles all 
enjoying the light around them with Transitions 
lenses. The campaign positions Transitions as 
an experiential brand as viewers get an “into the 
lens” perspective. Transitions lenses seamlessly 
adapt to help protect from UV and harmful blue 
light, so wearers can enjoy the good light more 
comfortably, while remaining stylish. 

The commercial can be viewed on the 
Transitions Lenses: Healthy Sight Professionals 
Facebook page.

When it comes to making a connection with 
millennial patients, Sheena Taff is second to 
none. Often referred to as being born with 
optical genes, Sheena has brought her passion 
for fashion, beauty and design to her career 
and to her ever-growing collection of eyewear.

As the 2016 Transitions Optical Brand 
Ambassador and a Transitions Change Agent, 
Taff uses her millennial mindset to educate 
patients about the benefits of Transitions 
lenses in terms of style and protection. She 
uses tactics like social media to share photos 
of her staff in new eyewear styles as well as 
what’s new and upcoming in her business to 
connect with millennials. She also maintains a 
blog (OpticianAboutTown.com) where she talks 
about fashion, beauty and style. 

Millennials Matter 

The Millennial Mindset

to_35787_01_OpticalPrism_juneAdvertorial_m.indd   1 5/25/17   12:19 PM

http://transitionspro.com/goodlight
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LENSES 
TO BLOCK
THE BAD BLUES
Do you suffer from headaches, strained, tired and dry eyes or blurred vision. These are 
all symptoms of digital eye strain.

The Vision Council, which recently released its 2017 Blue Light Exposure/Digital Eye 
Strain report, says sunlight as well as digital screens – like those of computers, televisions, 
smartphones and tablets – are the most common sources of a person's blue light exposure.

“Blue light, also known as high-energy visible light, is a type of light with short 
wavelengths emitting a higher energy,” says Jessica Lutz, marketing and communica-
tions manager at The Vision Council.

“Blue light can penetrate deep into the eye. Studies suggest that there may be a connection 
between exposure to blue light and damage to the retina, long-term vision problems, and 
suppression of the body’s natural release of melatonin causing sleep disruption.”

People are becoming increasingly digitized and more of our daily tasks include using 
smartphones and computers.

The Vision Council report states that more than 87 per cent of people report using 
digital devices for more than two hours per day and 52.2 percent report using two digital 
devices simultaneously.

The Vision Council recommends visiting your eyecare provider to discuss your digital 
habits and to see what eyewear solutions are available to relieve digital eye strain 
symptoms and reduce exposure to blue light.

“Many eyecare providers recommend individuals who spend extended periods of time in 
front of digital screens wear glasses outfitted with specialized lenses featuring blue 
light-filtering and anti-reflective capabilities,” says Lutz.

These specialized lenses are designed to minimize blue light exposure, reduce glare 
and alleviate the symptoms of digital eye strain. Additionally, these specialized lenses 
are available with or without a prescription.

There are also sunglasses available in Canada that can help to shield the eyes from 
harmful blue light.



Here are some of the lenses and sunglasses on the market today that 
are designed to protect people from potentially harmful 
exposure to blue light:

(1)

PROTECT YOUR EYES FROM HARMFUL LIGHT

(1) A new index developed by Essilor, endorsed by independent 3rd-party, certifying the global UV protection of a lens. E-SPF 25 for 
Crizal Prevencia lenses, except with Orma clear (E-SPF 10). Lens performance only: The E-SPF excludes direct eye exposure 

that depends on external factors (wearer’s morphology, frame shape, position of wear). Essilor®, Crizal®, 
PrevenciaTM, Light ScanTM, E-SPFTM are trademarks of Essilor International SA.

Crizal Prevencia selectively filters blue-violet 
light for long-term eye health, improved overall 

well-being and enduring clarity of vision.

crizal.ca

95080_ANN_CRIZAL_PREVENCIA.indd   1 2016-04-20   10:53 AM

ESSILOR
Three lenses from Essilor have been developed to
protect the eyes from blue light and reduce digital 
eye strain.

Crizal Prevencia lenses feature Light Scan technology, 
which blocks 20 per cent of harmful blue-violet light; 
a protection level that could alleviate the cumulative 
risk of age-related macular degeneration. At the same
time, the lenses preserve maximum transmission of 
visible light, including blue-turquoise light which has 
beneficial effects for vision and overall well-being. Crizal 
Prevencia also offers optimal UV protection with E-SPF 
50, the best protection in a clear lens.

Eyezen+ lenses, meanwhile, are enhanced single-vision 
lenses that were specifically designed to relax the 
eyes while protecting visual health. The lenses help to 
reduce visual fatigue even with prolonged use of a smart-
phone and offer better readability of small characters. 
Eyezen+ lenses include a Smart Blue Filter, which pro-
vides embedded protection against harmful blue light 
in a lens clear in appearance, preserving short and 
long-term eye health.

Varilux Digitime lenses by Essilor also feature the 
Smart Blue Filter, along with a new ultra-near-vision zone located 
below the near-vision zone to support the accommodative efforts 
required for smartphone usage. 
The lenses also boast a new 
and unique fitting parameter 
called ScreenDistance 
Personalization for an 
optimized position of the 
intermediate vision zone for 
maximum comfort and 
improved body posture.

>> crizal.ca, eyezen.ca or 
varilux.ca
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CENTENNIAL
Centennial Optical offers the widest selection 
of lens options available to protect against ultra-
violet and the harmful High Energy Visible 
light spectrum.

Its CHOICE BluSelect lenses filter virtually 
100 per cent of UV and HEV light to 420nm and 
beyond without being dependent on a coating to 
reflect or filter this harmful high-energy light. 
The lenses are now available in six different 
monomers: 1.50 and 1.56 indexes, polycarbonate 
and 1.60, 1.67 and 1.74 high indexes.

Centennial also offers the new Kodak Total Blue 
Lens 1.60 index finished single-vision lenses, 
a hybrid lens product that incorporates blue 
light-filtering properties in the lens material as 
well as a special multi-layer blue light coating 
that is applied to the front of the lens to help 
filter up to 80 per cent of HEV blue light.

For the past four years, Centennial has also 
distributed BluTech lenses in Canada in both 
indoor and outdoor lens options. BluTech lenses 
filter high-energy blue and ultra-violet light using 
ocular lens pigment combined with melanin 
infused in a high-impact lens material.

Centennial also offers CHC AR Blocker as a 
custom coating. The anti-reflective coating filters 
out the harmful light of the blue-violet and 
ultra-violet range from natural and artificial 
light sources while letting the good light 
pass through.
>> centennialoptical.com

http://digitalecp.com
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HydraLuxe™ Technology
Tear-like molecules and highly breathable hydrated
silicone integrate with the patient’s own tear film.1

BLINK STABILIZED® Design
This design works naturally with the eyelids,

helping to keep the lens in the correct position.2

+

TWO 
PROPRIETARY INNOVATIONS

COMBINED

1. JJVC data on file 2016. HydraLuxeTM Technology Definition. 
2. JJVC data on file 2016. Design enhancements and resultant benefits of ACUVUE OASYS® Brand Contact Lenses 1-Day with HydraLuxeTM Technology for ASTIGMATISM.

ACUVUE® Brand Contact Lenses are indicated for vision correction. As with any contact lens, eye problems, including corneal ulcers, can develop. 
Some wearers may experience mild irritation, itching or discomfort. Lenses should not be prescribed if patients have any eye infection, or experience 
eye discomfort, excessive tearing, vision changes, redness or other eye problems. Consult the package insert for complete information. Complete 
information is also available from Johnson & Johnson Vision Care division of Johnson & Johnson Inc., by calling 1-800-267-5098 or by visiting 
acuvueprofessional.ca.
ACUVUE®, ACUVUE OASYS®, BLINK STABILIZED® and HydraLuxe™ are trademarks of Johnson & Johnson Inc.  © Johnson & Johnson Inc. 2017  May 2017

FOR STABLE VISION AND EXCEPTIONAL COMFORT

THE WAIT IS OVER!
THE LATEST ACUVUE® BRAND CONTACT LENS

FOR ASTIGMATISM HAS ARRIVED.

W404 Acuvue Oasys 1-Day Astigmatism Optical Prism.ai   1   2017-05-19   8:41 AM

http://www.acuvueprofessional.ca/product/acuvue-oasys-1-day-for-astigmatism
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TRANSITIONS
All Transitions lenses, which seamlessly adapt 
to the perfect tint in any light, help protect against 
harmful blue light from digital devices, screens 
and especially the bright sun. Transitions 
Signature VII lenses block at least 20 per cent of 
harmful blue light indoors, which is up to two 
times more than standard clear lenses and they 
block over 85 per cent outdoors.

Transitions XTRActive lenses block at least 34
per cent of harmful blue light indoors and 88 to 
95 per cent of harmful blue light outdoors.

Transitions Vantage lenses block at least 34 
per cent of blue light indoors and over 85 per 
cent outdoors.
>> transitions.com

HOYA
Hoya's Recharge lens coating blocks up 
to 10 per cent of harmful blue light waves 
emitted by electronic devices, which can 
help alleviate eye strain, headaches, fatigue 
and blurred vision.

The coating also eliminates reflections, 
repels dirt and dust and provides superior 
scratch resistance.
>> hoyavision.ca

SERENGETI
Spectral Control technology, which is 
incorporated into the lenses of Serengeti sunglasses, 
filters out up to 96 per cent of blue light from the 
sun and works to diminish atmospheric haze. This
filtering reduces blue blur and enhances both 
contrast and sharpness.

The harshest short blue light waves that are blocked 
by the Spectral Control technology are the waves of 
light that are known to cause eye strain and fatigue.
>> serengeti-eyewear.com

Lerici, 8354
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New reality, New lenses
They’re in front of a screen all day long... Help them relax their eyes

SMART BLUE  
FILTERTM INNOVATION
EMBEDDED PROTECTION  

AGAINTS HARMFUL BLUE LIGHT  
IN A CLEAR LENS

SM

ART BLUE FILTER

HIGH RESOLUTION  
VISIONTM

SHARPNESS AND CONTRAST  
IN ALL GAZE DIRECTIONS

www.eyezen.ca

EYEZENTM FOCUS  
TECHNOLOGY:

SUPPORTS EYE  
FOCUS EFFORTS

Voted winner
eyecare category

by consumers

95513_ANN_TRADE_EYEZEN_OPTICALPRISM_AN.indd   1 2016-06-14   9:44 AM

http://www.eyezen.ca
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As the owner of a marketing agency in eye care, I spend 
most of my week talking to practice owners about what 
we can do to help grow their patient acquisition numbers, 
their average patient value and their overall practice 
revenue. Through every single conversation I have with a 
prospective client, the same question arises – almost like 
clock work:  How can we measure the effectiveness of our 
marketing?  Now, I love this question because the answer 
has become amazing.  But before we get into the answer 
we give today, let’s review what the answer to that question 
has been over the past few decades.

When the television was invested and produced for mass 
consumption, big brand marketers could measure the 
effectiveness of their marketing investment based on the 
correlated sales of their products within a day or two of 
their commercial going live. Agencies would buy more 
commercial time if they saw a spike in sales and they 
would grow market share.  

For small businesses, television marketing wasn’t an option 
and so they relied heavily on word-of-mouth. Do a great job 

By Kevin Wilhelm

with your customers (and in your case patients)and people 
would tell others and those people would show up.  Some-
times they would take an ad out in the local newspaper and 
watch for an increase in foot traffic that week (the shelf 
life of a newspaper ad is one week maximum).  Believe it 
or not, measuring your return on marketing investment 
was quite easy decades ago as the options were limited and 
consumers spent the majority of their time engaging with 
only a select few platforms.

Only until recently has marketing been difficult to measure. 
Looking back to the mid- 1990’s, consumers were diversi-
fying their free time across numerous platforms, more than 
ever before.  In the same day, a person could be exposed to 
advertising through newspaper, radio, billboards, bus 
advertising, bench ads, direct mail – to only name a few.  As 
a business owner, how were you supposed to know which of 
these initiatives were generating the highest ROI?  Were 
any a complete bust?  Where should I spend my next 
marketing dollar? All of these questions were valid and 
marketers had to use instinct and deductive reasoning to 
figure out the answers.

Measuring 
Return 
on Marketing 
Investment
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Skip ahead to present day and we have 
all of those platforms still in existence 
(some more prominent than others), 
but now we’ve added all of these digital 
options as well.  That same person, 
while still seeing those same ads men-
tioned above, can now be exposed to 
e-mail marketing, social media content 
and ads, search engine ads, display 
banners, video ads, and the list goes 
on and on. With more avenues than 
ever before, measuring the effective-
ness must be an impossible task for 
marketers, right?  Wrong.

One of the amazing aspects of digital 
marketing is the ability to track 
the effectiveness of advertising plat-
forms, campaigns and even keywords 
within a campaign.  Every visit to a 
website, every eyeball on an ad, every 
phone call or online sale made – can 
all be tracked.  As internet users, we 
all leave behind trails of our journey, 
called cookies. These cookies can be 
traced and your entire online visit can 
be tracked.  Marketers now know how 
many times it takes for you to see an 
ad before you will take action towards 
a purchase. We also know which social 
media sites are more likely to convert 
buyers based on age, income and 
geography. As marketers, we know so 
much more than ever before.

Let’s bring this back to you and your 
eye care business. How can you imple-
ment a system which allows you to 
track the return of your marketing 
investment? Follow these steps and 
you’ll be set.

Determine what your definition of 
success looks like. In marketing lingo, 
we refer to this as a conversion. What is 
your conversion? A conversion might 
be a phone call to book an appointment 
(remember, there are many mitigating 
factors that affect whether or not your 
prospects actually booked an appoint-
ment or not – schedule availability 
anyone – and it’s the job of your mar-
keting efforts to generate those 
opportunities and should be evaluated 
assuch), an online form submission 
or walk-in-traffic to your dispensary.

Do a Google search for Call Tracking 
Software and invest in one (it’s not 
expensive). They will ask you to install 
a code onto your website which will 
swap tracking numbers with your regu-
lar phone number. This will allow you 
to track how many phone calls are 
being generated by your marketing and 
from which platforms/campaigns. On 
top of call tracking software, look at 
Google analytics to track your form 
submissions or map interactions.  
Almost everything can be tracked.

Once you know how many leads or 
opportunities you are generating, 
multiple them by a projected closing 
rate (if 10 people called to make an 
appointment, how many actually 
showed up in the end) and then multiply 
that again by your average patient 
value. Divide that total number by your 
original marketing investment and 
you’ve just calculated your overall 
return on marketing investment.  

Sub-divide this out by platform and 
campaign to see which ones are 
working for you and which ones need 
some attention.

All of this can be implemented your-
self – it just takes some time to sit down 
and set it all up. Once you have it in 
place, you’ll be able to evaluate which 
marketing initiatives are worth 
re-investing in and which ones should
be eliminated immediately.  As a 
business owner, it’s a nice change of 
pace to make impactful decisions with 
proper information in front of  you. 
It all starts with a conscious decision
to value tracking and a dedication to 
implement it.

Kevin Wilhelm is the President of 
Marketing4ECPs.  To learn more 
about his company, please visit: 
www.marketing4ecps.com

"Determine what your definition of 
success looks like. In marketing lingo, 
we refer to this as a conversion." 
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The computing power contained in today's smartphones 
offers a variety of options for optical professionals as well 
as patients with low or no vision. VisionSim, by the Braille 
Institute, is one of the best application's Robert Dalton 
has seen.

Dalton, the executive director of the Opticians Association 
of Canada, says the application allows users to choose from 
a selection of eye diseases, read up on the associated symp-
toms of the ailment and, for many, then choose a camera 
filter 'simulator' that shows an example of the progression 
of the eye condition using a touch slider.

“Absolutely it's an educational tool,” Dalton said during a 
break at the recent Inside Optics convention in Toronto. 
“I think it's more for consulting when you're talking with 
a patient and you're letting them know what's happening 
or what's going to happen. It's one thing to tell somebody 
you're going to lose your vision, it's another thing to 
show them.”

VisionSim is available free on iPhone, iPad and Android 
applications. The Braille Institute also offers low vision 
apps such as Big Browser for ipad to allow low-vision users 
to more easily navigate the web.

As well, they offer ViA (Visually Impaired Apps) for 
iPhone and iPad, designed to help blind and low-vision users 
easily sort through the 500,000-plus apps in the iTunes 
Store. The program is used to locate apps that were built 
specifically for visually impaired users, or apps that 
happen to provide functionality useful to this population.

Other groundbreaking technologies were also on display 
at Inside Optics, like the new Toronto-based Specsy web-
based app that combines three-dimensional photography 
with three-dimensional printing, to offer a new way to 
custom fit glasses.

“We offer opticians the option to design custom, 3-D printed 
frames designed on their patient's 3-D image,” said Specsy's 
Ashley Barby, adding the technology is accessible 

By Troy Patterson

INFORMATION, 
ASSISTANCE AT 

YOUR  FINGERTIPS

Opticians Association of Canada's Robert Dalton shows off the 
VisionSim iPad app, an educational tool that can show patients the 
progression of a disease through augmented reality.

New Digital Glass Progressive
New Mirror Lenses Available in Rx.

New extended Rx ranges (PhD Trivex)

http://serengeti-eyewear.com
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through browsers like Chrome, Safari 
or Firefox on tablets or desktop com-
puters, with an iPad app expected 
this fall.

The six-month-old company saw a lot 
of attention at their Inside Optics 
booth. Coming from a background in 
dentistry, bringing the technology to 
the optical sector was a natural 
progression, from creating 3-D images 
of patient's mouths, to using it for 
optical fitting and sizing. Barby said 
to their knowledge, Specsy is the first 
company to offer such a service.

The Canadian National Institute for 
the Blind's (CNIB) Jason Fayre, the 
national lead for accessibility and as-
sistive technology said there's a trend 
now to use smartphones to help people 
with their daily vision needs and to 
navigate their communities.

An app like iDentifi – Object Recogni-
tion for Visually Impaired (Apple 
devices), uses artificial intelligence to 
enable a visually impaired user to take a 
photo of “virtually any” object or piece 
of text, and the program then tells the 
user a description of the object in an 
image or dictates the text in the image 
to the user.

“That type of thing can be really useful,” 
Fayre said in an interview with Optical 
Prism. Another tool he uses harnesses
live people to assist the visually 
impaired, with apps like BeMyEyes 
for iPhone, which allows the user to 
request assistance for the item they 
need to see. A volunteer receives a 
notification for help and a live video 
connection is established to help 
answer the question. 

BeSpecular (Apple and Android) also 
uses live people, which allows a user 
to take a photo of an item and attach 
a question, which is then sent to the 
BeSpecular volunteer community of
'sightlings', who can the reply to the 
user by voice or text message within 
minutes. The user can then rate the 
usefulness of the interaction as well.

“These are all about fostering 
independence,” said Fayre. “Both my 
partner and I are both totally blind, so 
we don't have somebody here that can 
look at stuff for us on a regular basis. 
So these types of apps are super useful.”

He also uses apps that read text back 
to him through just the click of a pho-
to, with the KNFB Reader on Android 
and Apple devices, and Windows 10.

“A few years ago we'd have to find a 
friend, or bring a volunteer in, but 
now we can do these types of things 
independently,” he said.

Other companies like Hoya Vision 
Care's HVC app (Vision Consultant 
Viewer) is available on iPad with fully 
interactive Augmented Reality for con-
sumer-oriented sales consultation.

The app offers visual effects of different 
lenses, to help consumers understand 
the difference between them, including 
modules on progressive lenses, single 
vision lenses, indoor lenses, anti-re-
flective coatings, polarized lenses and
photochromic Lenses. 

Zeiss offers an Eye Strain Test App
is designed help your eyes switch focus 
from a smartphone to a distance of 20 
feet and vice-versa in order to precisely 
measure the strain on your eyes.

Eye strain and fatigue can lead to eye 
irritation, headaches and neck pain, 
and the app helps consumers find out 
how well their eyes are geared to the 
challenges of modern life.

Numerous other apps are also available 
for limiting blue light emitted by 
smartphones via dimming applications.

Applications are also available to test 
vision, like Canada's FYi Doctor's 
Vision Test on Android, which offers a 
number of short tests to check vision, 
but stresses it's not considered an eye 
exam and doesn't replace the need for 
one by a qualified optometrist.

Ashley Barby
 of Toronto's 

Specsy shows off
 the company's 3-D 

printing/modelling 
technology for 

eyewear at Inside 
Optics 2017.
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Speakers included Professor Ed August on ‘Sunwearology’ and 
‘Astigmatism and the Rx,’ Dr. Diana Mornea offering ‘New Facts 
on Blue Light,’ the Foundation Fighting Blindness, Speciality 
Lenses with Anthony Caporali, Corneal Collagen Crosslinking 
with Jonathon Mo, and the keynote speech ‘Cataract Surgery 
 and Intraocular Lenses’ with Dr. Nav Nijhawan.

Lebeau said their goal is to make conventions like Inside Optics 
a significant value to the membership that takes part, so they can 
be better at the business and caring for patients.

“Where can you get this quality of education in one day?”
Lebeau said. “The networking aspect alone is worth a lot.

Seeing everyone out there and raising 
different conversations on each topics that 
are discussed, that's how you know.”

He said he enjoys meeting the diversity of 
people that attend the events and says he 
continues to learn at each one he attends. 
He said the event also shows that opticians 
care about each other professionally and 
the community wants its members to 
grow and succeed in businessand eyecare.

“It brings us up on a pedestal a bit,” he 
said. “It makes me proud to be an optician.”

National Bank, which recently announced 
a new partnership with the Opticians 
Association of Canada,also took part
in the event.

“This is the first time we've ever had a 
bank partner with any kind of [optical] 
association in Canada that I'm aware of,” 
said Robert Dalton of the OAC. “We're very 
excited about it because they have a number of programs 
designed specifically for opticians. So we think it's definitely 
something to grow for the future and an opportunity for 
the bank and for our members, entrepreneurs and students 
to have access to funds.”

Kien Hua, the marketing development co-ordinator for National 
Bank Financial Group, said his organization wants to offer 
opticians a “more accessible” option for banking needs that 
cater to the optical industry. “We're very honoured to be 
a partner,” he said.

The event also featured the executive meeting of the OOA and 
dozens of trade show booths set up by companies from across 
the optical industry. See more photos online at opticalprism.ca

Toronto's Inside Optics 2017 was 
a day of networking and high-level 
optical education.

Put on by the Ontario Opticians 
Association (OOA), the event kicked 
off with a cocktail party on April 29, 
followed by a day of speakers, food 
and an optical industry trade show 
at the Sheraton Parkway in Richmond 
Hill on April 30.

With over 800 attendees and dozens 
of industry trade booths, the event 
was well-received.

“We definitely tried to offer higher-
level education so they can come 
back to their patients and educate 
their clients as well,” said OOA 
president Martin Lebeau, who noted 
topics ranging from blue light to 
sunwear were featured during 
the event.

Inside 
Optics 

2017 jam 
packed 

with 
educational 
opportunity

By Troy Patterson

Ontario 
Opticians 

Association 
president 

Martin Lebeau 
and director 

Rachel Hill met 
with attendees at 
the Inside Optics 

cocktail party.
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Centennial Optical's Violet Shahbad and Angela Wilson were happy to 
show off some of the many eyewear styles at their Inside Optics booth. 

Matthew Rodriguez and Justin Barry, of Bowmanville's Justin Barry Opti-
cal, chat with Karl Blakolmer, centre, of Oshawa's Optical Boutique at the 
Inside Optics cocktail party.

Hilco Eyewear was on hand at Inside Optics to meet clients 
and answer questions. L-R: Steve Goldstone, Sue Curry, 
Monique Bartlett and Gregg Beer smiled for a photo.



SAFILO, AUTHENTIC BRANDS GROUP 
ANNOUNCE RENEWAL OF JUICY COUTURE 
LICENCE AGREEMENT

Safilo and Authentic Brands Group announced this 
spring a five-year extension of their licence agreement 
for the design, manufacturing and distribution of the 
Juicy Couture eyewear collections of sunglasses and 
optical frames.

The agreement will now run until Dec. 31, 2022.
“The renewal of our license agreement, originally forged in 
2005, is a result of positive performance year over year 
and our strong partnership with ABG,” said Luisa 
Delgado, CEO of Safilo Group.

“The Juicy Couture brand fits very well with our portfolio 
strategy, offering popular brands to our target market. 
We are excited to partner with the brand to grow our 
diversified distribution channels.”

“We are thrilled to continue a successful partnership 
with Safilo,” said Jarrod Weber, EVP of fashion at ABG. 
“Together, we have forged a long-standing relationship that 
has led to the expansion of the Juicy Couture brand, its 
categories and distribution channels around the world.”

Juicy Couture is distributed in qualified independent 
opticians, corporate optical chains, and department 
stores, across the globe and on JuicyCouture.com.
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#208 - 10070 King George Blvd. Surrey BC

604.581.0101
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HOYA Vision Care Canada has announced a definitive agreement
to acquire Central Optical Company, a regionally focused optical lab 
founded in 1955 by optometrists Dr. Charles J. Soloway and Dr. Oscar 
Soloway. Central Optical Company has served the optical industry 
for over 60 years and has successfully built its reputation based on 
its philosophy of “quality products, outstanding value and 
unbeatable service.”

The acquisition closed in May at which time Central Optical was 
relocated to the recently expanded facility at 999 King Edward Street 
which will accommodate both companies together. Hoya Winnipeg 
and Central Optical will be upgraded with advanced equipment, 
providing independent eye care professionals with state-of-the-
art technology in lens manufacturing. They will become the largest 
optical laboratory in Manitoba and Saskatchewan.

Mr. Rob Soloway, the president of Central Optical, has joined the 
management team of HOYA Canada as a business development 
manager. Barney Dougher, president of HOYA Vision Care for 
the Americas stated that: “With the acquisition of Central Optical, 
HOYA Vision Care confirms its strong commitment to increase 
geographical presence in the Canadian market and make available 
its high quality lenses and services as a strong partner 
to eye care practitioners.”

HOYA acquires 
Central Optical Company

Call us:
1-800-263-0010

Visit us: theopticalgroup.ca

Proudly Supporting
Eyecare Professionals since 1988

We are one of Canada's
largest Optical Buying Groups.

http://theopticalgroup.ca
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HydraLuxe™ Technology.

‡In 15 clinical trials posted on www.clinicaltrials.gov, a website maintained by the NIH. The 15 clinical studies evaluated subjective comfort as a primary or secondary
endpoint for ACUVUE OASYS® Brand with HYDRACLEAR® PLUS Technology. Review conducted as of December 31, 2016.

ACUVUE® Brand Contact Lenses are indicated for vision correction. As with any contact lens, eye problems, including corneal ulcers, can develop. Some wearers may experience mild irritation, itching or discomfort. Lenses should not be prescribed 
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By Denis Langlois

AN INTERVIEW WITH 
THE HEAD OF THE OOA

Martin Lebeau has served for the past four years as president of the Ontario Opticians 
Association, which has been the official voice of opticians in the province for the past 70 years.

The Georgian College alumnus, who has been practicing opticianry since 2000, is also the current 
vice-president of the Opticians Association of Canada, the professional association that 

represents licensed opticians across the country.

He has also owned his own business, Le Beau Optical Boutique, in trendy downtown Oakville, 
Ontario, for the past decade. Recently, Martin chatted with Optical Prism magazine 

about being an optician in today’s digital age, the Ontario Opticians Association and his role
 with the organization.
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Q. Martin, thanks for taking the time to speak with us. 
Let’s start with the question: What are some of the 
biggest challenges facing opticians today?

A. The absolute biggest challenge facing opticians today 
is the educated consumer. I say this as a good thing, of 
course; vision care consumers have done much research 
before they first engage an optician. The availability of so 
much information online has most certainly increased 
awareness around vision care. The optician’s role now 
includes helping to guide the patient through the journey 
of the purchase. The abundance of information can be an 
overload, the optician can sift through all that and focus 
the attention on the needs of our patients and bring 
the best solutions forward.

Q. How can these challenges be overcome?

A. Education. We, as opticians, need to educate ourselves 
and achieve a high level of competencies so, in return, 
we can educate our patients on our role and how we can 
help them understand all the intricacies of the services 
we provide Canadians consumers. They need to learn how 
the process involved from the consultation to the final 
dispensing will benefit them and the value of those services.

Q. How can ECPs get the word out that it's best to 
see an optician?

A. Public awareness is imperative to the success of 
opticians. The Ontario Opticians Association is a major 
stakeholder in an organization called the Opticians Council 
of Canada. This organization consists of regulators, 
associations and educators. The mandate is to raise public 
awareness on the value of the licensed optician. The last five 
years have seen some very cool campaigns promoting 
opticians. This year’s campaign via social media will be 
quite bold. Entitled ‘I Hate my Job,’ we are inviting all those 
Canadians who do not get the same personal satisfaction we 
have for their existing career to consider joining us. 
Opticians deliver vision care to Canadians. The role of the 
optician is very rewarding. The gift of sight is the best gift. 
I personally enjoy being part of this team.

Q. What are some of the benefits of joining the OOA?

A. The greatest benefits to joining the OOA are educational 
offerings. As an example, Inside Optics and the new OACM, 
which is the next level up of education for licensed opticians. 
Being an OOA member entitles them to have access to 
these programs.

Q. What do you enjoy about being president of the OOA?

A. The networking is my favourite part. I get to meet very 
interesting individuals that I can learn and grow from both in 
my position with the OOA and in my personal development. 
There are great directors on the board and we get the 
chance to share ideas and plan for upcoming events.

“THIS YEAR’S CAMPAIGN 

VIA SOCIAL MEDIA WILL 

BE QUITE BOLD. ENTITLED 

‘I HATE MY JOB,’ WE ARE 

INVITING ALL THOSE 

CANADIANS WHO DO NOT 

GET THE SAME PERSONAL 

SATISFACTION WE HAVE FOR 

THEIR EXISTING CAREER 

TO CONSIDER JOINING US.”
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Q. What are some of the benefits of operating 
an independent outlet?

A. There are many benefits. One that comes to mind is that 
we have the freedom to order such a broad range of frames 
and lenses. We are not tied down to certain products. I like 
being able to try new things that have come available to us in 
the industry with little restrictions. If a customer comes in 
and asks about a frame they saw while they were away on 
vacation, I can explore the option of potentially bringing 
that frame or line into the store. It plays to our advantage so 
we can offer our customers more choice. I also love the feeling 
of contributing to our community and its economy.

Q. Tell us about the brands available at Eye Deal Optical.

A. We do very well with popular brands such as Ray-Ban, 
Coach, Tory Burch and Tom Ford.  We are just now starting 
to explore some more independent and boutique-style 
frames as well. We have been very happy to feature Nikon 
digital lenses with much success.

Q. What kind of marketing tools do you use to promote 
your business?

We have used print, television, radio, Internet, social media 
and a mobile sign, but our biggest and best marketing tool is 
100 per cent word of mouth. We pride ourselves on our cus-
tomers referring new business to us. This is one of the ways 
we see things come full circle. We have such a great staff and 
I attribute so much of our success to that.

Q. Are there any changes or plans for the future for 
the store?

A. The store has come a long way over the past 22 years and I 
would love nothing more than to see it continue to grow and 
flourish. I am very happy with what we have become thus far 
and I love that, in a sense, our brand is our people. We have 
become who we are because of the generosity of our customers, 
the support of our community and the vision and dedication 
of our staff.
 

An ‘Eye Deal’ 
Business

framed

Erica Seyler says her Sault Ste. Marie-based Eye Deal 
Optical has evolved over the years from a conservative, 
budget-friendly eyewear shop into something more.

“We will always offer plenty of those options but 
have added more to our arsenal,” she tells Optical 
Prism magazine.

“We now offer more new up-and-coming trends and 
brands as well as high-quality premium lenses with 
the latest technology that are on the market. We 
want to make sure we have exactly what our clients 
want, whether it be big or small, extravagant or basic.”

Eye Deal Optical first opened in 1995 by optician 
Alison Stemp. Seyler, also a licenced optician, came 
on board in 2003 and purchased the business when 
Stemp retired in 2013. Recently, Seyler talked about 
her business and its future with Optical Prism.

By Denis Langlois
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