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Loopholes in Today’s Contact Lens
Online Marketplace

The contact lens retail marketplace has changed significantly since
the enactment of the Fairness to Contact Lens Consumers Act

=a.and Contact Lens Rule over ten years ago. Unfortunately
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beins abused is oftenside-steps online contact lens consumers’, here is the

"
opiome fmist< of today’s contact lens marketplace:

repeatedly £uiling +o
P
Pr-ovic]e PZesar‘if)é'Hons

Consumers believe it's important to receive the exact lenses
they order and rely on the FCLCA's existing safeguards to
ensure they receive the lenses prescribed by their eye doctor.
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think online retailers
should be required fo
consumer prescriptions with
their eye doctor prior to
completing a sale.
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Unfortunately, some online retailers sent patients lenses that
don’t match their prescription or advise them to subsitute
another brand, without notifying the prescribing doctor.
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consumers reported receiving a different brand
of contact lenses than they had ordered
without any advance warning.

reported their online retailer had advised

them to substitute non-prescribed lenses
due to supply issues.

Otlher surveys
show almost OO
complia'\ce with
consumer brand
r-ec"ueS‘iLs. An SSI
survey Found onlsf %
of online consunmers
r-epor-'f'ec‘ receivin
« different br-anj,
compar-ecl +o 2%
of those wiho
PU(‘¢L\¢&S€<:] +L.r-ou L\ an

oP'Fome-/'r-is g

/<eeP in nind +L-a+ 22
state AG's accused
JRJ of co”uéiné
M-FL\ oP+ome+ris+s +o
of Pre5crip+ions +o
consumers and fo
block sales of lenses

57 al‘b‘er‘m::(’ive r-e'f'ailer-s.

Until 2016, J2J

implemen'/'ea an anti-
compe-f'i*f'ive Pr-ice

£ixin Policy +L\a+
resulted in L.iéL\er-
prices £for consuners.
Tle forver President
of JR&J Vision Care
said “This [pricin
moéel] ive-sP +L.eé
oP-/'ome ~ist +le abi’i-f-v
fo imPr-cwe Lis or

L-er- cap*fur-e rate in
the office. Now +le
Pa+ien+ L.as no incentive
fo sL\oP around.”

Xln 2017, J&J

settled an anti-t~ust

suit br-o:ﬁL.-/- by

Marylan | agreeing fo
7 ] 9

Pef‘Maﬂen'/‘ly abaﬂaof\

its Pr‘ice Qxiné

a r‘eemerﬂl's aﬂa Pa\7 a

50,000 Fine

Online retailers are
edlering to their
lesal obligation +o
seé-e/< ver‘éi-aca'l’ior\.
L/npor'/'una'f'ely,
op-/'omen"r-is-t‘s re ulafl\7
+m7 to thwart Fle
process 17\7 L‘an iné
vp on verification
calls or Pr-o\/ic'irg
Fulse or insullicient
information in an
eflort to block +he
sale to alternative
retailers.



TlLe Pur-cL‘ase of
lenses with an exPir-ec‘
Pr‘eScr‘iP‘Hon s
Unconmon and does
'\O+ val baseé on
Place orZ PU(‘CL\aSe.
SSI's survey found

9% of online <
consuners r-epor-ﬂ‘ec‘

.

vrclhasing with an
eEPir-ecl Pr?eScr-iP'f'ion,
compar-ec‘ +o IO
of those wiho
Pur-cL\asecl +hroush

an oP'rLome'lLr-is .
when ver‘ifyirg a
Pr‘eScr‘iP'!Lion or-
a retailer, it is

+e oP'lLome'er-JS'nL's
r-esponsibilh‘\, +o
cO'\-Gr‘M +L\a+ a
Pr‘eScr-iP'!Lion Las not
exPir-ec‘.

JL2J PusL‘ecj £for
ac‘oP-Hon of the sane
provisions in 2006,
ore than 1O years
090. 7-L.er-e s r\o+L\in5
”moaler-n” about s+iaiv\5
compe*f‘i*ﬁ'on and
Hod«'rg innovations in
+Oaa\7 s con+ac+ lens

(4] ar‘/<e+.

In fact, some online retailers not only complete sales based
on expired or nearly-expired prescriptions, but encoureage
this practice, despite the health and safety risks.
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purchase lenses using an
already expired prescription.
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from their retailer that their

prescription was near-expiration.
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contact lenses as a result.
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consumer access to retail options in today’s marketplace.

From September 24 - October 2, 2015 APCO Insight conducted an online quantitative survey among 500 U.S
consumers who have purchaed contacts online in the last six months, on behalf of Johnson & Johnson Vision Care
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