
W ith an office full of familiar faces, a 
passion for patient education and a 
joke here and there, Wayne Conrad, 

OD, has built a practice legacy within the Costco 
warehouse in Seattle. 
 Dr. Conrad came to this Costco more than 
15 years ago to cover for a doctor on maternity 
leave, and he’s remained there for the most of 
the time since then. It’s the company’s very first 
Costco store, and while the original building 
has since been replaced, the Costco name has a 
long-time reputation in the area.
 He brought with him his experience from 
practicing in other corporate-affiliated settings, 
his own private practice and one office that he 
rescued from having to close its doors. But Costco 
offered him the chance to focus just on his  

Paul Simmons, OD, was practicing as an 
associate doctor in Strongsville, Ohio, when 
he learned that a Costco warehouse was 

opening in town. He asked two friends who 
practice in Costco locations—one in Alaska 

and the other in Virginia—if 
he should look into the op-
portunity. “They told me it was 
the best career move they ever 
made,” Dr. Simmons says. “I 
knew I had to contact the 
regional manager to get that 
lease.”
 That was in 2009, and 
over the next two years, Dr. 

Simmons spent three days a week in his new 
Costco office and continued to work part-time 
in another office as he built up his business. Out 
of respect for the doctor and office where he was 
supplementing his hours, he kept quiet and did not 
ask any patients to come with him. But word spread 
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Success with Your Staff

D r. Wayne Conrad knows that he couldn’t run his business without his staff—his optomet-
ric assistants and the six other doctors who work with him in the practice. While staffing 
concerns can be intimidating for many doctors, Dr. Conrad shares his secret to maintaining 

a successful, happy staff:  treat them well and with respect. Several of the doctors and staff have 
been with him for years because they share his vision for providing great care. His office manager 
has been with him for six years now, and she has an outstanding memory. She’s able to greet pa-
tients by name, remember their phone numbers and prescriptions. Her attitude and dedication is 
important in the practice to make patients feel welcome and at home, and patients appreciate that they 
can come back and see the same doctor year after year. 
 There’s a large Asian American population near his office, so Dr. Conrad is thankful that a few 
of his doctors are fluent in Vietnamese, Cantonese and Mandarin, and one his assistants speaks Viet-
namese, too. “Language can be a challenge in an international district, but we are lucky to have them.” 
While many Costco warehouses see mostly walk-in patients, the team’s commitment secures sched-
uled exams 95 percent of the time. 8

around town, and today, it’s not unusual to 
find a former patient who has found him in his 
Costco location.
  He made the switch to work full time in the 
Costco-affiliated practice in 2011. Other than 
a mailer he did when the store first opened, all 
of his advertising has been via word-of-mouth 
referrals. “I see a mom as a patient, and then 
she brings her husband and kids and friends,” 
Dr. Simmons says. “That’s how I’ve networked.” 
At the end of an exam when patients mention 
that they had a great experience in his office, 
Dr. Simmons hands over a few business cards. “I 
ask them to tell their friends and family about 
that experience.” 
 Dr. Simmons wanted to create greater 
awareness of his practice inside Costco, so a year 
and a half ago he launched paulsimmonsod.com. 
“Everyone has a phone with Internet access, and 
that’s how people look for a doctor,” he says. 
“The website has been good because people 

can Google me, and now that my website has 
been around, people are starting to say that 
they found me there.” The website introduces 
visitors to Dr. Simmons on the homepage, with 
easy access to his office hours and a map of his 
location. He customized the template with 
his own photos and text, and in the future he 
is considering adding an online appointment 
feature, as well. 



As the back-to-school season comes into full swing, independent 
ODs affiliated with Costco are likely seeing increased traffic as fam-
ilies add an eye exam and eyewear to the back-to-school shopping 

lists. There are opportunities to leverage these visits into connections with 
the entire family as a way to continue building your practice as we head into the changing 
environment of health care reform. 
 We can anticipate with some confidence that children’s eye exams required to be cov-
ered in state health insurance exchange benefits packages will mean that many optometrists’ 
offices could see an increase in eye exams for children. Take steps now to make sure that 
parents in your practice know that your office is prepared to offer eye exams to children who 
might be newly covered and to other members of the family, as well as educating families 
about the connection between vision and learning. Back-to-school season is an ideal time of 
year to share these messages. 
 In addition, our division will be working in the coming months to seek opportunities to 
position Costco Opticals and independent ODs as the destination of choice for eyewear and 
eye care. We will continue to look for relationships with third party providers. (See the story 
on this page about the new Davis Vision agreement.) We’re also talking with vendors of 
advanced equipment to determine how we or you can equip exam lanes and offices so that 
the eye care experience can be as efficient and professional as possible. 
 We recognize that there will be some challenges ahead, but we also believe that there 

will be opportunities to learn and grow. Feel free to let 
me know your thoughts

Time for Connections; 
Time for Opportunities

Denise Mogil

Denise Mogil
Director of Professional Services

dmogil@costco.com
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P resbyopia affects nearly 1.7 billion peo-
ple worldwide today, and that number is 
expected to soar to 2.1 billion by 2020.1 

In the U.S., this population is expected to grow 
from nearly 111 million to approximately 123 
million by 2020, representing an increase 
of more than 36 percent of the population 
within the next seven years.1 As a result, eye 
care professionals (ECP) could 
expect to see an increase in 
the number of patients expe-
riencing vision issues due to 
presbyopia. 

Presbyopia Expected to  
Impact Billions Worldwide

 Despite the growing number of people 
worldwide with presbyopia, only 10 percent 
in the U.S. think or know to discuss with their 
ECP changes in their vision that may be caused 
by presbyopia.[2] ECPs must be prepared to edu-
cate patients about the condition, the need for 
treatment to correct presbyopia, and what vision 
correction options are available.

 An April 2012 news story 
published in Cataract & Refractive 
Surgery Today Europe, positioned pres-
byopia as a significant and emotional 
event in an adult’s life and that the 

vision issue represents the first sign of aging that 
they could not hide.[3] The article also mentioned 
that many people with presbyopia feel that 
reading glasses made them feel old,3 and rather 
than seeking proper vision treatment, find wor-
karounds to compensate for vision loss, such as 
stretching arms out to read fine print. 8

 1Market Scope, Global Presbyopia- 
Correcting Surgery Market Report, April 2012
 2 AOAMF Global Multifocal Penetration/
Market Assessment study on U.S., Germany, Japan 
markets, March 2011

New Eyes  
for the Needy 
Seeking OD 
Volunteers

Optometrists know and understand how a 
new pair of eyeglasses enhances patients’ 
lives. For people in need, it becomes a 

transformative experience, as they often have 
to wait years for a new pair of glasses – and the 
difference between how they saw before and after 
corrective lenses often astounds them to tears.  
 New Eyes brings the world of possibilities to 
those in need through clear vision.  Since 1932, 
New Eyes has purchased new prescription eye-
glasses for the economically disadvantaged and 
given them an essential tool to plan, navigate and 
succeed in their lives.  
 New Eyes is reaching out to Costco-affiliated 
ODs to request their services for children whose 
parents cannot afford to pay for an eye exam. 
They are the most vulnerable population whose 
uncorrected vision can manifest in poor grades 
and behavioral problems. To participate is easy. 
Just contact New Eyes, which will put your con-
tact information into its internal database. When 
a parent or school nurse calls New Eyes to inquire 
about obtaining an eye exam, the organization 
will provide your contact information and Costco 
location to schedule an exam.
 The New Eyes program pays for eyeglasses, 
but not eye exams, so it is always in search of 
doctors who are willing to donate their services to 
the indigent. For more information, visit new-eyes.
org, or contact executive director Jean Gajano at 
973-376-4903 or jgajano@new-eyes.org. 8
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Proactive Approach

When Dr. Paul Simmons sees good contact lens candidates, even one who has never 
worn contact lenses before, he lets them know what their options are. He shares ad-
vances in contact lens technology, letting patients know when something new might 

be good for them to try. Because of his approach, the AIR OPTIX® AQUA Multifocal contact lenses 
from Alcon have been changing the way his presbyopic patients see.
 When he describes the benefits, a common reaction from these patients is that they didn’t 
even know bifocal and multifocal contact lenses existed. “I’m still surprised at how many patients 
aren’t aware and think monovision soft or rigid gas permeable lenses are their only options,” Dr. 
Simmons says. This conversation in the exam room is a great way to educate patients and ask 
for them to try the contact lenses. “Some patients are interested in trying the multifocal contact 
lenses that same day if there is time, and if not, he plants the seed so they can come back for a 
contact lens fitting.” He says that many of the patients are interested in this option. 
 For these patients, as with all of his monthly replacement contact lens patients, Dr. Simmons 
discusses the proper cleaning and care techniques he recommends. “I talk to all contact lens 
patients about their contact lens care solution, and I hand them a starter kit of OPTI-FREE® 
PureMoist® Multi-Purpose Disinfecting Solution,” Dr. Simmons says. “The HydraGlyde® Moisture 
Matrix keeps moisture on the lens to help with dryness.” 1,2
 Dr. Simmons is thankful for the several sales representatives who frequently visit his practice. 
“They are always sharing new information and bringing samples,” he says. “They are very helpful, 
and I appreciate their support.” 8

 1Results of an ongoing global survey assessed on Oct. 25, 2012. Patients were provided a free 
sample of OPTI-FREE® PureMoist® MPDS to use for two weeks and asked to compare it to their 
previous lens solutions. Alcon data on file, 2012. 
 2 Lemp J, Kern J. U.S. survey of patient satisfaction with new multi-purpose disinfecting solu-
tion. Optometry. 2012; 83(7): 8.

 Important information for AIR OPTIX® AQUA Multifocal (lotrafilcon B) contact lenses: For 
daily wear or extended wear up to 6 nights for near/far-sightedness. Risk of serious eye problems 
(i.e., corneal ulcer) is greater for extended wear. In rare cases, loss of vision may result. Side effects 
like discomfort, mild burning or stinging may occur. 

 See product instructions for complete wear, care and safety information. 

 He has to thank his partnership with the Costco 
Optical manager and staff and his one own employee 
for contributing to his practice’s success. The optical 
manager worked with him in a previous office, and 
their camaraderie and teamwork helps make patients 
and customers feel right at home. “She and the other 
staff have been fantastic and helped me a lot,” Dr. 
Simmons says. His own staff member helps handle 
the phones and scheduling appointments, allowing 
Dr. Simmons to focus 100 percent on the patient in 
his exam chair. 8

Sharing the  
Convenience

Before Dr. Paul Simmons had laser eye 
surgery, he wore daily disposable con-
tact lenses. “I wore the FOCUS® DAILIES® 

contact lenses, and I got so spoiled by the con-
venience and not worrying about solutions,” he 
says. “I would just throw them in the trash at 
the end of the day and have a fresh pair every 
morning.” The concept of tossing away all the 
dirt and debris that stuck to the lens through-
out the day is too great not to pass on along 
to patients who want a simplified contact lens 
experience. Now, he chooses DAILIES® Aqua-
Comfort Plus® contact lenses. “These daily dis-
posable contact lenses are great, especially for 
new wearers, 
especially teens 
or part-time 
wearers,” he 
says 8

patients, without having to worry about the business of 
an optical. “I don’t have to be a fashion consultant; 
I can be the doctor I was trained to be,” he says. 
 The previous doctor had built up a patient base, but 
Dr. Conrad knew a several changes needed to be made 
right away. There was no recall system in place, but by 
adding a computerized practice management system, 
the office now can easily send out postcard reminders. 
This system has been effective, and some patients even 
bring their postcard with them to their exam. 
  Dr. Conrad dedicates his full attention to the 
patient in his chair, and his patient education begins 
with ocular health but he also touches upon overall 
health concerns when necessary. His is one of the 
only offices in his area with an optical coherence 
tomography unit, which allows him to show images 

to drive home the importance of compliance 
to medication or a healthy diet. It’s a powerful 
way to get his message across, and the 
technology helps him manage the medical 
side of his practice until he needs to refer 
out to a local specialist. 
  Patients comment daily that their previous 
optometrist was never as thorough with edu-
cation, and Dr. Conrad believes that taking 
those few extra minutes to explain is the 
main reason his business has skyrocketed. 
“It’s easy to get lost in the profession using 
$100 words,” he says. “But you need to 
communicate in a way patients understand.” 
 And while Dr. Conrad is pleased not to 
be managing an optical, the Costco Optical 
department isn’t completely out of mind 
when he’s interacting with patients. “We go 
out of our way to make sure it’s a symbiotic 
relationship,” Dr. Conrad says. “If we don’t 
have a good partnership with the optical, 

both ends suffer.” His long-time optical manager 
recently moved to another store, but there were 
always open lines of communication, and the 
two of them often solved problems or issues 
together. 
 Dr. Conrad makes sure he recommends 
ophthalmic lenses that will benefit his patients’ 
lifestyles, as well. “We explain the differences 
between the materials and the importance of 
ultraviolet protection,” he says, in addition 
to detailing the specialty eyewear options, 
such as computer glasses, for patients who 
could benefit from those. “I’m a big believer in 
having a backup pair of eyeglasses,” Dr. Conrad 
says, whether it be for contact lens wearer 
or a second-pair for eyeglasses-only wearers 
just in case they lose, misplace or break their 
primary pair. Each patient has a different 
set of visual demands, but the Costco Optical 
department has options and a great value for 
everyone. 8



Engineering Success With Your  
Contact Lens Patients

One of the most frustrating things that 
primary eye care providers have to deal 
with on a day-to-day basis 

is working with our marginally suc-
cessful and unsuccessful contact 
lens patients. I tend to put these 
patients into the same category 
because patients in both groups are 
not truly happy with the contact 
lens-wearing experience but tend 
to tolerate their contact lenses. 
Reduced wearing time, end-of-day 
comfort, dryness and fluctuating 
vision are all common complaints 
(when we can extract them from the patient) 
for these wearers.  We know that all of these 
symptoms or issues are very easily remedied by 
prescribing the correct contact lens type, the 
correct modality and the correct contact lens 
care system. We want patients to use products 
that are designed to 
work well together. 
As an example, let’s 
say that I want 
to buy a Ferrari 
because of the blis-
tering performance 
of that car. In order 
to get optimal per-
formance (meaning 
expected perfor-
mance) out of the 
car, I will be using 
the best products to 
ensure performance…i.e. the right oil, the right 
brake fluid, the right tires and more. I’m not 
going to cut corners if I want the performance 
I was expecting and upon which I based my 
purchase.
 Contact lenses are no different. When I 
am choosing a lens modality, I want to make 
sure that I am engineering success for the pa-
tient. Choosing a daily disposable or a monthly 
replacement contact lens engineers in higher 

levels of patient compliance simply because 
it is an easier schedule to remember. In con-
trast, does being compliant with a two-week 
replacement lens mean that I change it every 
two weeks or does it mean twice a month? 

Confusing? You bet it is, and once the 
patient starts down that slippery slope, 
compliance simply falls apart. So make it 
easy by choosing a modality with greater 
compliance. That’s engineering success.
 Silicone hydrogel contact lenses are a 
high-performance material, but not all of 
them are not created equally. When you 
are evaluating both modality and material, 
think about those marginally successful 
patients who tolerate their contact lenses 
and think about how you can engineer 

success for them by choosing a material and 
lens type that will allow them to experience 
initial comfort, comfort throughout the day, 
and more importantly, end-of-day comfort. 
The AIR OPTIX® brand of contact lenses are 
designed with a unique, permanent plasma sur-

face technology 
that smooths 
and protects the 
lens to retain 
moisture and 
resist irritating 
deposits. That’s 
engineering 
success, too, 
by prescribing 
a contact lens 
that can provide 
all-day comfort. 

 If you’re recommending a monthly lens 
such as the AIR OPTIX® AQUA contact lens as 
your lens of choice, be sure to also recommend 
a care system that has been engineered to work 
with the lens to minimize interaction with the 
tissues of the eye – providing excellent comfort 
while providing cleaning and disinfection.
 Creating a successful contact lens wearer 
doesn’t happen by accident.  You can be the 
hero by selecting and recommending contact 
lens products and solutions, such as OPTI-FREE® 

Sponsored by Alcon
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Dr. Rumpakis

Costco Tops  
Consumer  
Reports Ratings 
Again

In the August 2013 Consumer Reports 
ratings of eyeglasses retailers, Costco 
earned top marks for cost, quality and 

follow-up service, as well as a fair rating 
for its selection of frames. This year’s report 
noted that online sellers of eyewear offer a 
huge selection of frames, also saying that 
there are disadvantages to having to wait 
for and potentially return eyewear through 
the mail.
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PureMoist® Multi-Pur-
pose Disinfecting Solu-
tion, that are designed 
to provide all-day 
comfort. Success isn’t 
hard to achieve when it 
is engineered into your 
prescription. 8

 Important information for AIR OPTIX® 
AQUA (lotrafilcon B) contact lenses: For daily 
wear or extended wear up to 6 nights for near/
far-sightedness. Risk of serious eye problems 
(i.e., corneal ulcer) is greater for extended wear. 
In rare cases, loss of vision may result. Side 
effects like discomfort, mild burning or stinging 
may occur. 

 See product instructions for complete 
wear, care and safety information. 

By John Rumpakis, OD, MBA, 
Practice Resource Management

“Reduced wearing time, end-of-day 
comfort, dryness and fluctuating 

vision are all common complaints…
[of the marginally successful  

and unsuccessful contact  
lens patients.]”

- Dr. John Rumpakis


