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DISPENSING TO THE
NEW GENERATIONS

AND EVEN SOME OLDER ONES

KEEPING OUR MARKET IN HOUSE
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LENS DESIGNS FOR THE AGES

* There is life cycle for vision. Maintaining the visual needs is a life
process.
* Youth — first time wearers
* Tweens and Teens
* Young adults
* Adults

* Retirement )
SHAMIR

VISION CARE

« Digital world is a cultural phenomenon

* Incorporate in practice protocol
* Digital reminders — text or email
* Make sure your website is compatible to mobile devices
* Appointments and product information on line
* Kiosk/Tablet in office providing touch screen product info
+ Social media presence —have someone on staff to monitor
* Interactive website — contact reorder, sunwear, gift certificates
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VISION TREND REPORTS 2016

* Most consumer vision product purchases are enhanced through personal consultation
with highly trained professionals. This means optical retail revenue is less subject to
inroads by Internet providers than retail businesses.

* Vision care demand is driven more by consumer need than by discretionary wants.That
makes optical demand relatively immune from economic downturns.

>

SHAMIR

THE NEW GENERATIONS ARE KEY TO YOUR PRACTICE
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The Baby Boom, progressive
lens designs and a newer
more active lifestyle.

1965-1979 - GENERATION X
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1965-1979 - GENERATION X 1946-1961 —THE BABY BOOM

* Gen X is the first generation for whom the global reach of technology began
Solallop/atsiznt Resetindivi 3D SETR L S * Now outnumbered in the workforce by Millennials
national boundaries in many (but by no means all) parts of the world.
N IE T e IR i e R e oo * The first generation that was “marketed” to by professionals in print , radio and
television
* Generation X are smaller in numbers — 61 million, compared with 81 million Post-World
War |l baby boomers and 85 million Millennials. These numbers reflect the U.S. Census

* Thought of themselves as very different from their parents and grandparents. Lived

Bureau population in 2010. through dramatic social changes
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1962-1979 - GENERATION X MILLENNIALS/GENERATION Y

« INDEPENDENT

Generation X has adapted a level of independence that sets them apart from other

generations. Values expert opinion but also will research products online. ] —— L
; Eggeneration
* Part of the original computer generation. Comfortable with technology and a world that -
changes quickly. Print, Cable TV and Radio all part of their early experiences e" “Ials
* Understands digital media but not sure they always want to use it to interact. Straddles - g r .
the fence between old school and digital age ication. Uses mail/ il/land line = “i

and text/social media/smartphone.
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1980-1996 - MILLENNIALS OR GENERATION Y

= As of 2015, Millennials comprise the largest generation in the workforce. Baby boomers
are now the second largest.

« First generation that has a true world connection through the increased use and

familiarity with and digital technology

* More comfortable with social change and more likely to self educate using the internet
to find information. Less reliant on experts.
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2000/2001-PRESENT - NEWV SILENT GENERATION
OR GENERATION Z

d in a seamless cloud-based world of friends, data, and

Gen Zs are always

entertainment.

Social media and instant contact is very important to them.

* Waiting for emails has never been part of the Gen Z world.

Social media has made it easy for them to take up social causes.They look for careers
that will help the world.

They love to “crowd source” for solutions on social media.
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MILLENNIALS CHARACTERISTICS

* One 2012 study found Millennials to be "more civically and politically disengaged,
however newer studies have shown a higher level of engagement as they age.The think
global buy local movement is an example of new types of engagement.This contrasts the
Baby Boomers who became less engaged as they aged.

+ The will invest in technology, and have a great need for optical solutions, given the way
they use their eyes. 89% of their internet is on their smartphone. Social media is their

primary resource for information for on products.
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2000/2001-PRESENT - NEWV SILENT GENERATION
OR GENERATION Z

* Gadgets and Tools

* Gen Z has become a generation of content creators and producers with today’s web

apps and digital tools.

pictures, videos, text, comments, rate things, etc.

* Gen Zs prefer media that they can interact with as opposed to passive TV or print texts.

« They prefer websites, apps, and social media outlets that let multiple features like posting
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1997-PRESENT
NEW SILENT GENERATION OR GENERATION Z

* The Gen Zs are the kids born somewhere in the mid to late 1990s up to the present.
They fill the classrooms of the K-12. An exact starting point and stopping point are
always unclear in generational labels, but this group has the distinction of living in a world
that has always had the internet.
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TECHNOLOGIES

 Shamir EyePoint Technology
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O Shamir EyePoint Technology II®

- MINUS lens + PLUS lens
(Myopic Patient) (Hyperopic Patient)
Y1 Y2
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M X1=X2

The converging effect of positive power lenses reduces the field
of view, whereas the diverging effect of minus power lenses
does the opposite, the field of view increases.

ASWORN QUADRO™
This feature ensures overall improvement of lens
performance in any chosen frame.
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As-Worn Quadro™
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NATURAL POSTURE™

New Ergonomic Design Concept

Most people read while holding the
book at a distance of , with a
viewing angle (from eye to iens) of

ae uweepee®

If the lens near viewing zone is not

positioned to this angle, patients
compensate by

, leading to

discomfort due to the unnatural posture.

LENSES TECHNOLOGIES FOR NEW GENERATIONS

* Free Form Single Vision
* Fatigue relief

* Near Variable Designs
* Sunwear Designs

* Presbyopes — sophisticated, complex designs that
include the handheld zone

INTELLICORRIDOR™
Unique power profile for clearer vision
Standard Progressive
Progressive Lens with
C icorridor

SHAMIR

CREATING
A
PERSONAL
PATIENT
PROFILE

The right fit by
understanding your

patients needs
and their passions.
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BUILDING YOUR PRACTICE

* The future lies with understanding the new generational needs.
Your market is providing lenses to your patients from their first
pair through their retirement years.
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FIC NEEDS TO ALLEVIATE

CHANGED VISIUAL

FINAL WORD




