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1998 – glasses.com

2003 – zenni.com 

2010 – Warby Parker

2017 - 4.2% Forbes

2019 - 9.3% Statista

2020  - 14.1% Vision Monday 

2021 - 10-15 % AI

2023 - 22% Rendia
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Competing with On-Line Optical Sellers

1. In my home state of Florida, the maximum 

monetary penalty for bricks-and-mortar 

establishments that operate without a 

license on the premises when optical 

dispensing occurs is:

a.  $500

b.  $1,000

c.  $5,000

d.  $10,000

Competing with On-Line Optical Sellers

2. One of the reasons why Optical Internet Sellers seem 

to circumvent many state opticianry laws is:

a.  They have gained exemptions from the state

b.  They have obtained a special license from the state

c.  They operate under the name of a licensed optician

d.  They operate out of state or out of the country

3. One of the most serious reasons why buying glasses online is 

a risky proposition is:

a.  Lack of adherence to OSHA and ANSI guidelines

b.  Vague policies regarding warranty and return policies

c.  Some necessary measurements are compromised

d.  Most online sellers have no money-back guarantees

Competing with On-Line Optical Sellers

Competing with On-Line Optical Sellers

4. How do most online sellers deal with the MFH

of progressive lenses ordered on their websites?

a.  They give instructions for the buyers to take it themselves

b.  They give instructions for another person to take the measurement

c.  They encourage the buyer to pester a local optician to do it

d.  They don’t even have a field on their order form for the 

measurement – they guess.

5. If a person enters an optical 

dispensary and asks a Florida 

optician to take his or her PD 

measurement, the optician is 

required to do so.

a.  True

b.  False

Competing with On-Line Optical Sellers

6. A patient’s PD is:

a.   An ancillary measurement that is taken as part of 

the initial ordering of eyeglasses

b.   An integral part of the prescription

c.   Usually not necessary to produce an acceptable 

pair of spectacles

d.   All the above

Competing with On-Line Optical Sellers
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7. All online sellers are selling inferior products 

for prices that bricks-and-mortar dispensaries 

simply cannot compete with.

a.  True

b.  False

Competing with On-Line Optical Sellers

8. In the United States, in 2021,the 

percentage of prescription 

eyeglasses purchased online 

was about:

a.  1-5%

b.  6-10%

c.  10-15%

d.  16-20%

Competing with On-Line Optical Sellers

9. Providing a warm greeting, conducting an in-depth 

lifestyle interview, educating the client, and 

transferring all point-of-purchase materials to the 

patient are all examples of:

a.  The “Just Say No” Approach

b.  The “Pay to Play” Approach

c.  The “Ramp it Up” Approach

d.  The “Beat ‘em at Their Own Game” Approach

Competing with On-Line Optical Sellers

10. Refusing to replace a lost screw for glasses purchased 

online is an example of:

a.  The “Just Say No” Approach

b.  The “Pay to Play” Approach

c.  The “Ramp it Up” Approach

d.  The “Beat ‘em at Their Own Game” Approach

Competing with On-Line Optical Sellers

11. Charging a nominal fee to take the PD for 

someone who wishes to purchase eyeglasses 

online is an example of:

a.  The “Just Say No” Approach

b.  The “Pay to Play” Approach

c.  The “Ramp it Up” Approach

d.  The “Beat ‘em at Their Own Game” Approach

Competing with On-Line Optical Sellers

12. Directing your patient to a website for 

them to peruse a better selection of frames 

or to virtually try them on is an example of: 

a.  The “Just Say No” Approach

b.  The “Pay to Play” Approach

c.  The “Ramp it Up” Approach

d.  The “Beat ‘em at Their Own Game” Approach

Competing with On-Line Optical Sellers
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➢ 1970s IOL Surgery

➢ 1973 Eckerd Optical

➢ 1977 The Eyeglass Rule

➢ 1990s LASIK

➢ 1990s  Contact Lenses Online

➢ 1998 glasses.com

➢ 2003 FCLCA

➢ 2021 Vuity
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The FCLCA

❑ Federal Law

❑ Where Did it Come From?

❑ Restrictions on Prescribers

Who are Prescribers?

❑ Guideline for Sellers

Who are Sellers?

❑ How Do We Compete?
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Prescribers:

❑ Immediate Rx Release…

❑ Have patient sign a statement…

❑ Can’t require CL purchase, waiver, or fee

❑ Minimum expiration date of one year…

❑ If medical reason exists…

Sellers:

❑ Who is a seller?

❑ Must verify Rx…

❑ Am I liable?

❑ 8 Business hours

❑ Substitution

❑ HIPAA
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“ HIPAA allows covered entities to use or disclose 

protected health information without patient 

authorization if the use or disclosure is for 

‘treatment’ or ‘required by law.’ Providing, 

confirming, correcting, or verifying a contact 

lens prescription to a seller designated by the 

patient constitutes treatment and is required by 

the Fairness to Contact Lens Consumers Act.”

• Contact Lens “Recalls”

• Know Your Competitors

• Verification Calls (extra)

• Make it As Easy… (e-dr.com)

• Your Ideas
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❑ HIPAA for Eyeglasses

❑ How Do You Handle It?

❑ What Does the Law Say?

What does the law say?

Competing with On-Line 

Optical Sellers: Eyeglasses
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XTRActive Polarized Lenses

Lenses for Migraine Relief

Lenses for Blue Blocking

How-To Videos

An Answer to All Their Propaganda

Next-Day Contacts

Loyalty Program

Refer-a-Friend Program

Corporate Programs

FSA/HSA Promotions (Sun, Second Pairs, Accessories)

Eco-Friendly

Do You “Give Back?”

Website

Student Discounts

Veterans Discounts

Senior Discounts

Freebies

Buy a Pair, Give a Pair

Communication Options

E-Mail Newsletter

Monthly Promotions

Gift Cards / Gift Certificates
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Questions? 

Comments? 

Concerns? 

 

 

Always happy to help! 

 

 

Anthony Record, DO 

Optical Seminars, Inc. 

PO Box 5445 

Spring Hill, FL 34611 

(352) 848-4222 c 

(352) 688-6994 f 

anthony@opticalseminars.com 


