


LETTER FROM DAVE
Summertime is just around the corner, and, like a lot of people, we at  
LensCrafters tend to think about being out in the sun.  Who doesn’t love the warmer 
weather, sunny skies, and outdoor fun? Just thinking about cookouts, vacations 
or “staycations,” festivals, or just watching a game or taking a walk outside - is 
enough to get just about anyone excited.

Of course, we look forward to summer because it’s a great opportunity to talk “sun-
glasses” with our patients and customers. As eyecare professionals, we all know 
what increased exposure to the sun can do to our eyes. Our Doctor partners see 
it every day. Yet, most ophthalmic patients and customers in the US go without Rx 
Sun. So where’s the disconnect? 

Unfortunately, many folks take the “I’ll get around to that someday” approach to 
protecting their eyes. Many put off the decision to invest in quality eye protection 
because they think it will be OK to wait and see if any vision problems actually 
arise. But we know UV damage can have a cumulative effect. And you know the 
old story - if you wait until you notice a problem – it’s usually too late.  

What most people don’t realize is that they deal with sun-related issues every sin-
gle day. Glare from the sun can be annoying, distracting, disruptive, dangerous, 
disabling, and even blinding. How many times have you been at a stadium and 
watched someone wearing ophthalmics - squinting and trying to enjoy the game? 
Painful, right? The truth is, every patient or customer who walks in your door has a 
relationship with sunlight. It’s up to us to help people discover what that relationship 
looks like and how it affects their ability to see.

What you learn along the way may surprise you.  You may find that by really taking 
the time to dig deep, you’ll hear some truly amazing sun stories. You may discover 
that prescription sunglasses are actually a higher-priority need for a particular indi-
vidual. Don’t be shy – make the suggestion! You might even find that “objections” 
are actually an amazing tool you can leverage to truly educate your patient or 
customer. 

My hope is that the information in these pages will help you see a few things differ-
ently, and you’ll “pay it forward” with confidence and sincerity. But don’t just read 
it, really practice it – and come up with your own ideas about getting everyone 
engaged in sun. Because, when it comes to helping people see, we believe that, 
where there’s sun, there’s LensCrafters.

Shine on, 

 Dave

Of course, we look forward to summer because it’s a 
great opportunity to talk“sunglasses” with our patients 
and customers.
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Patients and customers who come to LensCrafters have come 
to expect an elevated experience from us. From exceptional, 
trusted eyecare, to stylish premium-quality product, to expert 
associates, to patient/customer-centric guarantees and services, 
LensCrafters provides an experience that proves we love our 
patients and customers.

We craft this experience by ensuring every patient and 
customer touchpoint earns their trust. From their OD expe-
rience through the dispensing of their customized eyewear, 
our patients and customers receive consistent care from 
professionals whose sole focus is to meet all of their needs. 
This holistic approach to eye care is unique to our brand, and 
it keeps people coming back.

WE KNOW SUN:  
THE LONG OF IT 
Our customers aren’t necessarily eye care experts. That’s 
why they need you. We know the importance of wearing 
sun, because we know the long-term effects of chronic sun 
exposure.Every day - whether it is sunny or cloudy, no matter 
the season - we are exposed to ultraviolet radiation from the 
sun. Most of the time, we don’t even realize it, considering 
UV rays are invisible to the eye. However, just as sun 
can damage our skin (burning, wrinkling, skin cancer and 
premature aging), it can be just as harmful to our eyes. 

Unprotected exposure to UV rays over long periods of 
time can, and often does, damage the eye. This exposure 
can greatly increase the chances of cataracts, age-related 
macular degeneration, and glaucoma. These conditions can 
seriously impair vision and are usually impossible to reverse.

Darrin is a 46-year-old progressives wearer who has worn 
ophthalmic glasses for his entire adult life. As a child and 
young adult, he spent most of his time outdoors playing and 
coaching sports, hiking, and camping. He never really liked 
wearing his ophthalmic glasses outdoors because he felt that 
the sun bothered his eyes more when he wore them outside. 
At the age of 33, he “took the plunge” and purchased pre-
scription sunglasses. He was very nervous about making what 
he thought was a “big” purchase cost-wise. After wearing 
his Rx sunglasses outside for the first time, he was hooked 
on their value, and he vowed to always invest in prescription 
sun. At his most recent eye exam, he was diagnosed with the 
beginnings of macular degeneration. His doctor theorized the 
condition was likely a result of too many years of unprotected 
chronic sun exposure in his younger years.

What does this true story tell you about the importance of 
investing in good vision sooner than later?

According to the Brand Health Monitor Report of November 2005,  
eight out of 10 patients wish they knew more about the impact of UVR (ultraviolet 
radiation). Similarly, 75 percent of patients worry about the impact of UVR. 
Eighty five percent of parents of teens and preteens think UV protection would be 
important when discussing lens options for their children.

According to the National Eye Institute, National Institute of Health  
and Lions Club International Foundation, more than 70 percent of survey 
respondents rated loss of vision a 10 on a 10-point scale even though … a small 
fraction of people understand the damage UVR can do to our eyes. 

Like our dermatology colleagues have found with UVR and the skin, beauty and 
appearance (brighter eyes, less redness, fewer wrinkles) may ultimately motivate 
patients greater than fear of possible damage.

[T]raditional [i.e.,“drugstore”] sunglasses (non-goggle or extreme wrap-around) 
may block only about half of the UVR that the eye is exposed to. As a result of 
decreased brightness, the pupil becomes enlarged, which leads to less squinting, 
which causes more UVR exposure. 

A clinical study by Essilor revealed that driver reaction times improved by a third of 
a second for drivers wearing polarized sunglasses. If your car is going 50 mph, this 
lets you stop 23 feet sooner (or - the length of a crosswalk or intersection).

TAKE A LOOK AT THESE 
SUN STATS… THEY MAY 
SURPRISE YOU:

SUN STATS

STORY OF  
LONG-TERM  
EXPOSURE 
MEET DARRIN
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WE KNOW SUN:  
THE SHORT OF IT  

MORNING SUN 
GLARE STORY  
The immediate risks of the sun’s harmful 
glare can be fatal. In 2010, a Wiscon-
sin cycling champion, Jeff Littman, was 
killed by a morning commuter.  As is so 
often the case with blinding glare, the 
driver who hit the 56-year-old cyclist 
never even saw him. But this wasn’t just 
another case of driver inattention; the 
driver never saw Littman because he 
was blinded by the morning sun hitting 
him directly in his eyes. As he reported 
to investigating officers, the driver of the 
car had been on the road for less than a 
minute, and he couldn’t see because the 
sun was “too bright.”

The driver stated, “the sun was very 
bright and glaring on my windshield. 
I was wearing corrective glasses, my 
visor was down and I had just turned 
off my windshield wipers because the 
dew was clearing. I was going under 
the speed limit about 40 mph because 
it was very hard to see. I made sure 
to be in my lane because I couldn’t 
see oncoming traffic or anything much 
more than about 10 feet in front of me. 
I didn’t see anyone then, suddenly I hit 
two bicyclists.”

Many of our patients and customers deprioritize investing in 
prescription sunglasses because they don’t see an immediate 
need. However, the need is all around them, every single 
day. The sun’s glare poses continual, immediate risks to those 
who don’t protect their eyes appropriately from the sun’s 
harmful glare. There are four levels of glare that our patients 
and customers face every day: 

	 •		Distracting	 glare	 caused	 by	 lens	 reflections.	 This	 is	 
usually a minor annoyance, but can also contribute to 
eye fatigue. 

	 •		Discomforting	glare	caused	by	bright	 lights.	This	 type	
of glare also results in eye fatigue, often as a result of 
constant squinting. 

	 •		Disabling	 glare	 caused	 by	 excessive,	 intense	 light,	
which blocks vision. 

	 •			 Blinding	 glare	 caused	 by	 reflections	 from	 smooth	 
surfaces, such as roads, water or snow. Blinding glare 
can be dangerous as it blocks vision in critical situations 
(i.e. driving, cycling, walking in high-traffic areas).

Many of our patients / customers don’t realize the amount of 
glare around them unless it is severe, nor do they realize the 
extent to which the sun’s glare affects their vision. It’s up to us 
to help our patients / customers understand these immediate 
risks and help them protect their eyes for both the short and 
long term.

INCREASED  
MOBILITY.  
INCREASED RISK. 
The digital age of technology has had 
a significant impact on our relationship 
with sunlight. We now live in a world 
of unlimited mobility. Between smart 
phones, computer tablets, and laptop 
computers, individuals and information 
are accessible all the time. Digital tech-
nology and wi-fi hot spots and devices 
have turned park benches, coffee shops, 
and cars into the modern “office.” 

Think about the affects of this increased 
reliance on screen-based technology 
and the resulting freedom from the  
traditional office. How do you think this 
can affect a person’s vision?  Put sim-
ply, without the right sun protection, this 
mobility can increase stress and fatigue 
on the eyes – as the muscles overwork 
attempting to adjust to variable levels  
of light and excessive glare in these  
environments.

Our patients and customers don’t realize 
the significance these types of changes 
can have on their eyes. It’s up to us to 
help them discover what their day-to-day 
relationship with sunlight looks like and 
what the right sun solution can do for 
them.

OUR CHANGING  
SUNSCAPE
The sun’s presence in our world is ever-
changing, as is how it affects our vision. 
Think about the area you live in. Was 
it once a sunny neighborhood that now 
enjoys the shade the aging trees have 
grown	 to	 provide?	 Have	 new,	 reflec-
tive apartment or office buildings and 
structures sprung up, creating glare that 
wasn’t there before? Has the growth  
in population spurred the need for high-
way expansion to accommodate the 
influx	 of	 traffic?	 If	 you	 think	 about	 it,	
you’ll likely notice that your relationship 
with the sun is different than it used to 
be.	As	a	 result,	 the	sun’s	 influence	on	
your vision is probably different than it 
used to be, too.

Now, think about your patients and  
customers. Specifically, think about 
what their day-to-day relationship with 
the sun looks like, and how it affects 
their vision and vision needs. How does 
this	influence	the	questions	you	want	to	
ask	them?	How	could	this	influence	the	
solutions you recommend to them?

 

The sun’s glare poses continual, immediate 
risks to those who don’t protect their eyes 
appropriately from the sun’s harmful glare. 

The sun’s presence in our world is ever-changing,  
as is how it affects our vision. SELLING SUN
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COOL IS GOOD.  
SAFE AND COOL  
IS BETTER. 
 

It’s easy to see the importance of protect-
ing our vision in today’s sunscape. Despite 
the wealth of information that supports the 
need for prescription sunglasses, gaining 
buy-in from our patients and customers is 
sometimes a struggle. Many still see the 
purchase of prescription sunglasses as an 
extravagance, in part, because sunglasses 
are better known as fashion accessories.

At LensCrafters, we don’t shy away from 
the “cool” factor. We’re proud of the fact 
that we carry the very top designers and 

the most appealing, high-performing sun lenses available. The truth is, just 
because sunglasses are cool doesn’t mean they aren’t vital to protecting our 
vision. So, yes, sunglasses look great, but you must remember:

	 •		Sunglasses	are	essential	to	good	eye	health	

	 •	Sunglasses	improve	quality	of	life	

	 •		Sunglasses	can	alleviate	stress	customers	didn’t	realize	they	had	

	 •		Sunglasses	help	reduce	risk	in	certain	dangerous	situations!	

In fact, prescription sunglasses may be more important than ophthalmic glasses 
for some patients and customers!

GET RELEVANT!
 
So, how do we educate our patients 
and customers about the necessity of 
prescription sun? We need to rethink 
“sun” from their perspective and talk 
“sun” in the context of what is relevant 
for each person. Remember:

	 •		Times	have	changed,	and	the	“sun-
scape” has evolved beyond the 
sun stories we’ve grown to tell and  
retell 

	 •	Each	of	our	customers	has	a	unique	relationship	with	sunlight	

	 •		It’s	 up	 to	 us	 to	 help	 them	 discover	 what	 this	 relationship	 looks	 like	
and how it affects them every single day 

	 •			Our	 job	 is	 recommend	 solutions	 that	 are	 relevant	 to	 each	 and	
every customer 

MARGIE
Margie is an active 72-year-old 
homemaker who has worn prescription 
glasses for years. Her husband suffers from 
macular degeneration and is not able to 
drive. She is responsible for driving to the 
grocery store, doctor appointments, etc. 

She lives in a wooded area of town 
where she drives in and out of sunlight. 
The “strobing effect” of driving in and 
out of sun and shade has made driving 
very stressful for her. Margie also works a 
part-time, seasonal job at a local garden 
store, where she works mostly outdoors.  
She knows a lot is riding upon her good 
vision. 

What do you think prescription sunglasses 
could do for Margie? 

MARIBEL
Maribel is a 16-year-old high school  
student in sunny Santa Fe, New Mexico. 
She is excited about getting her driver’s 
license and has been taking driving 
classes this semester at school. 

Maribel wears ophthalmic glasses in  
order to see the whiteboard at school. 
She hopes she passes the eye exam  
portion of the driving test so that she can 
wear her cool sunglasses while driving 
and not her ophthalmics. 

Maribel’s father would prefer she wear 
her ophthalmics on the road all the time, 
whether she passes her driver’s eye 
exam test or not. 

What are Maribel’s concerns? What are 
her father’s concerns? How could you 
help? 

JIM
Jim is a 47-year-old progressives  
wearer who commutes long distances 
to and from work each day. He dreads 
his morning drive because of the sun. 
There are often sun-related traffic delays 
as well as a few turns in the highway 
where the sudden glare often blinds 
morning commuters. 

He has witnessed an accident because 
of this and fears that, although he  
is cautious, he may end up causing an 
accident as well. He has tried to adjust 
his schedule to avoid the situation, but 
his home responsibilities in the morn-
ing make it impossible to get out of the 
house early. 

What solution would be relevant to Jim’s 
needs? 

How would you position your recom-
mendation to Jim? 

DANA
Dana is a busy, trendy 37-year-old 
mother of two. She walks her boys to 
school every day, then works out with 
her power walking group, does yoga in 
the park, or takes the dogs to the dog 
park. She is the assistant coach on both 
of her sons’ soccer teams, which means 
practices twice a week and games on 
Saturday afternoons.  

With all she does, it’s important that she 
see clearly, but her stylish ophthalmic 
glasses don’t look or function well when 
she’s active, so she finds herself squint-
ing a lot. She’s a LensCrafters customer 
because she loves the designers and 
styles they carry. 

How would you sell the right solution 
to Dana? Would you need to spend  
a lot of time emphasizing the fashion  
element? Why or why not?

QUESTION:Have you ever known a person who has  
regretted purchasing prescription sunglasses?

SELLING SUN
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WHAT IS  
EMOTIONAL 
ENGAGEMENT?
When a patient or customer discovers a 
need (a desire, a stressor, a pain point, 
etc.) and realizes there is a solution to 
meet that need, it creates a positive 
emotion – a good feeling! You can help 
them uncover their specific needs and 
offer solutions that directly meet those 
needs. When you do so, your customer 
becomes “emotionally engaged” in the 
process and becomes a believer in your 
product. 

Emotional engagement is “a positive 
attachment” to our product and our 
brand. It’s when they trust you and know 
you have their best interest at heart. 
If we do a good job at uncovering  
our patients’ / customers’ needs and 
recommending the right solutions,  
we will create lifelong  relationships 
with people who trust us AND are  
emotionally engaged with sun! 

ENGAGE  
EVERYONE!
As you demonstrate your eagerness to 
create a welcoming connection with 
your patient or customer, remember to 
create a first impression of trust

	•		Clearly	 set	 the	 expectation	 that	 you	
want to help identify and resolve all 
of their vision care needs.

	•		Don’t	 be	 afraid	 to	 break	 the	 ice	
up front by casually mentioning sun; 
you may find that they are quite 
receptive and open to all of your 
recommendations.

	•		Remember	 –	 whether	 spoken	 or	
unspoken, customer objections can 
begin here, and that’s OK! 

Examples:

	•		“Good	afternoon,	Mr.	Webster,	how’s	
the sun treating you today?”

	•		“Thanks	for	coming	in…	let’s	see	how	
we can help you see better on this 
nice, sunny day!”

	•			“We’re	so	glad	you	came	in	today…	
let’s focus on helping you see!”

What examples can you think of?

Let’s take a moment to consider patient/ 
customer “objections.” For many of us, 
pushback from our patient / customer 
can be unnerving. In a perfect world, 
an individual would follow our advice 
and buy-in to all of the solutions we 
recommend. But, that’s an unlikely sce-
nario. So, what’s the best way to deal 
with a patient / customer objection? 
Rather	 than	 deflect	 or	 minimize	 their	
valid concerns, it’s best to address 
them head on. In fact, you may find 
that objections are a great way to win 
the sale.

Consider this:

	 •		Customers	may	not	always	be	able	
to articulate what they want, but 
they are usually able to tell you 
what they don’t want pretty quickly! 
This is GREAT information to have! 
So YES, objections can actually 
save you a lot of time!

	 •		You	can	articulate	100	reasons	for	
buying sun, but unless you address 
that ONE objection, you won’t get 
the sale 

	 •		By	 addressing	 objections	 directly	
and confidently, you are providing 
assurance that you believe in the 
necessity of sun 

	 •		If	your	recommendations	are	directly	
relevant to the customer’s needs, 
the customer will shift their perspec-
tive from “sun as an extravagance” 
to “sun as a need” 

What patient / customer objections 
have you experienced in the past? How 
did you address them? Would you do  
anything differently if faced with the 
same objection today? If so, what?

IT’S TIME FOR THE 
SUN TO RISE 
In order to truly get our patients and 
customers emotionally engaged in  
protecting their vision with prescrip-
tion sunglasses, we have to step out of 
our comfort zones and into a new and  
sincere mindset:

	 •		No	 longer	 can	we	 think	 about	 sun	 
as a secondary nice-to-have 

	 •		For	 many	 customers,	 prescription	
sun will be as relevant and important 
to their day-to-day life as ophthalmic 
eyewear, sometimes even MORE  
important

	 •		We	 must	 position	 sun	 in	 our	 
discovery / sales approach from the 
very beginning – side by side with  
ophthalmic 

This will position us as trusted eyecare 
professionals, increase sun sales, and 
get more patients and customers emo-
tionally engaged in sun.

SHINE A LITTLE 
LIGHT ON OUR 
APPROACH
Whether we work in the OD office or  
in an LC store, our engagement with 
our patient or customer resembles the 
following process:

	 •		Engage	Everyone	

	 •		Uncover	All	Needs

	 •		Recommend	the	Best	Vision	Solutions	

	 •		Address	 /	 Overcome	 Objections	
and Close

Let’s take a closer look at each of these 
elements to learn where we can infuse 
more emotionally engaging behaviors 
into them and elevate the importance 
of sun in the minds of our patients and 
customers. 

I OBJECT!QUESTION:How would you like your customers 
to “see” you? As a hardcore sales 
person? Or a trusted advisor? 
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Asking relevant questions is key to keeping the discovery process as efficient 
as possible, both for your sake and for your patients’ / customers’ sake. It’s 
also a great way to “pre-educate” them as to what is important. In fact, if you 
ask the right questions and gain their buy-in along the way, the solutions you 
recommend will come as no surprise to the patient / customer. 

	 •		As	 you	 use	 open-ended	 questions	 and	 statements	 to	 create	 dialog,	 
remember to uncover both ophthalmic and sun needs at the same 
time. This is a holistic approach that proves you believe in the value of  
prescription sunwear as much 
as you believe in the value of 
prescription eyewear.

	 •		Be	 efficient!	 Really	 look	 for	
the pain points that get your 
patients / customers talking 
and target follow-up ques-
tions accordingly

	 •		Be	open	to	stories	you	haven’t	
heard before – everyone’s  
relationship with sunlight is 
different!

RECOMMEND THE  
BEST SOLUTIONS 
Recommending the best vision solutions requires a lot of 
knowledge on your part, such as:

	 •		Knowledge	 of	 your	 patients’	 /	 customers’	 needs	 and	 
situation 

	 •		Product	 Knowledge	 (know	 your	 designers,	 know	 your	
lenses!) 

	 •		Pricing	Knowledge	(frames,	lenses)	

	 •		Product	 and	 Store	 Capabilities	 (what’s	 Rx-able,	 lab	 
capabilities) 

	 •		Knowledge	of	LC’s	Guarantees	and	Services	

If you have positioned sun from the beginning, and asked 
questions that reveal the need for sun, your sun recommenda-
tion will come as no surprise to the customer. In fact, your 
recommendation could very well seal the trust your patient / 
customer has in you.

Go ahead and get a commitment at this point… this is 
known as the “soft close.” If you are discussing multiple pairs  
concurrently, you can “soft close” them at once, or each pair  
individually -- use your judgment, you’re the expert! 

ACTIVITY: 
YOUR DAY  
IN THE SUN

UNCOVER ALL NEEDS

Margie: 
“So, you live in Indian Hill, which is very wooded. I’ll bet 
you drive in and out of sunlight quite a bit. How does 
that affect your vision?”

Maribel: 
“What concerns you most about seeing clearly as you 
drive?” (Then, ask her father, “And what concerns you 
most about your daughter’s vision while driving?”)

Jim:  
“You said your morning commute is very stressful… are 
you driving in direct sunlight? How does that affect your 
ability to see traffic?

Dana: 
“So, when you’re coaching your sons’ soccer team, it’s 
important to see clearly across the field from the sideline. 
Right? How do you currently deal with the sunlight and 
the glare?”

CLOSING SOFTLY
Unlike a “hard close,” in which you overtly ask for the sale 
with a closed-ended question (requiring the customer to  
answer “Yes” or “No”), a “soft close” is a more customer-
friendly strategy that helps you maintain the rapport you have 
developed up to this point. Here’s how: 

 1.  If you’ve gotten this far, it’s OK to be positive and assume 
a “Yes!” 

 2.  Give the patient/customer their options* (do not present 
“not purchasing at all” as an option) *Don’t assume“ 
options” means product! Based upon the needs they  
expressed, the options you present could be “would you 
like these in an hour, or would you like to pick them up  
tomorrow?” 

 3.  Be quiet while the patient / customer decides (even if it is 
awkward) -- many salespeople are so uncomfortable with 
silence that they talk themselves out of a sale at this point 

 4.  If the patient / customer says “No” at this point, simply 
ask “Why?” and address their objections accordingly, 
then “soft close” again Remember, the soft close gets the 
customer in a buying mindset as opposed to trying to  
decide if s/he should buy at all. Here are a few examples: 

“Would you like the silver Ray-Ban frame, or would the bronze 
work better for you?” 

“I think you’ll really see the benefits of the ophthalmic and  
prescription sun styles you’ve selected... and we can have 
them ready for you in an hour if your schedule permits, or shall  
I schedule a time for you at your earliest convenience?” 

“Would you like to pay for these today or take advantage  
of our “See Now, Pay Later” option?” 

Based on your customer experiences, what other options can 
you think of to present to your customer during a “soft close?” 

In order to get specific with your  
customers about their day-to-day relation-
ship with sunlight, consider doing some  
research of your own: 

	 •		The	 next	 time	 you	 are	 a	 passenger	
in a car, try tuning out all distractions 
and focus solely on the sun and how 
it reveals itself in your geographic 
area 

	 •		Look	 for	 glare	 (it’s	 everywhere)	 –	
where/what time of day (is it annoy-
ing, distracting, dangerous, or even 
blinding?)

	 •		Look	 at	 the	 sun’s	 affect	 on	 digital	
road signs; how does it affect your 
ability to see pedestrians, bicyclists, 
motorcyclists, etc. in on the road, at 
crosswalks, and in your side mirror?  
 

	 •		What	 areas	 are	 high-glare?	What	 
areas have a mix of sun and shade 
that could cause a strobing effect? 

	 •		If	you’re	in	a	metropolitan	area,	look	
at foot traffic… are people squinting 
because of the glare? 

Based on your research, what situations 
can you identify that you, your fellow  
associates, or your customers may not 
have “put into words” yet? Share them! 
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Every associate should have a basic “ 
elevator speech” that emphasizes the  
importance of sun. But, what exactly is 
an elevator speech?

An “elevator speech” is a “pitch” that 
can be delivered to an individual in  
the time it takes to ride in an elevator 
with them. 

The elevator speech should contain the 
following basic elements: 

	 •		Importance	of	sun	protection	

	 •		Importance	of	seeing	clearly	 (acu-
ity and reduction of glare) 

	 •		LensCrafters,	 of	 course,	 has	 the	
best quality and styles 

	 •		Our	guarantees	make	it	easy/risk-
free to purchase today and return if 
they don’t love them 

You should then add 1 – 2 sentences  
to the elevator speech that links the  
patient’s/customer’s specific needs to 
the benefits of sun.

“I understand that you’re not ready  
to go forward with prescription  
sunglasses today, and that’s fine. I just  
want  to make sure you understand  
the damage UV light ca do to your good 

vision. I think we both agree that good 
vision is an important investment. Just  
remember to be very careful when 
you’re driving because glare from the 
sun can be annoying and even risky. 
So, if you reconsider, please remember 
the great styles you saw here today 
and the guarantees take the risk out 
of the purchase if end you up unsatis-
fied. But, I doubt you’ll be unsatisfied 
when you start shooting five under 
par, right?”

At this point in the process, the patient 
or customer may begin to vocalize any 
objections that they’ve been thinking 
about during your conversation.

	 •		If	 you’ve	 gained	 alignment	 and	
addressed objections along the 
way, the objections at this point are 
genuine, not an “easy out” for the 
patient / customer

	 •		If	 the	 customer	 is	 still	 not	 sold	 on	
sun, deliver your “elevator speech” 
about the importance of prescrip-
tion sun (see the following page) 

Then, address the patients’ / customers’ 
remaining concerns with honest dialog: 

	 •		See	Now	 Pay	 Later	 /	 90-day	 un-
conditional guarantee 

	 •			 Which	 is	 highest	 priority	 today,	
sun or ophthalmic? (Don’t be afraid 
to ask for sun sale first – they will 
come back for the ophthalmic!) – 
have confidence with this, it WILL 
change their life! 

	 •			Which	will	they	come	back	for	and	
when? (arrange for follow up)

Examples

	 •		“I	completely	understand	your	con-
cern about Rx Sun. Many of my 
long-time customers were a little un-
nerved at purchasing prescription 
sunglasses for the first time. I can 
assure, you though, I’ve never had 
a customer regret the purchase. 
Once they experienced the benefits 
of Rx sun, they were hooked. The 
good news for you is that you can 
give	them	a	try	risk-free…	our	90-
day unconditional guarantee is so 
simple. If you don’t love them, you 
can exchange them or return them, 
no questions asked.”

	 •		“I	 think	we	both	agree	 that	 you’d	
benefit greatly from both ophthal-
mic and prescription sunglasses 
based on what we talked about. 
But, I understand that you’ve bud-
geted for one pair today and not 
two. Of course our See Now, Pay 
Later offer is a great way to meet all 
of your needs today, would you be 
interested in exploring that option? 
No? That’s perfectly fine. In that 
case, let’s talk about which pair 
would be most beneficial for you 
to take home today. I’ll be honest, 
based on our conversation about 
your upcoming plans for summer, 
I’d like to be so bold as to recom-
mend the prescription sunglasses 
as the higher priority for today.”

	 •			“OK,	Mrs.	Bacchus,	I	think	you’ve	
made a great choice with these 
prescription sunglasses, and I  
understand your need to come 
back for the ophthalmic pair at a 
later date. If you don’t mind, I’d like  
to follow up with you personally 
to make sure we get all of your  
vision needs taken care of. Shall 
we schedule a specific date next 
month to have your ophthalmic 
pair ready, or would you like me 
to call you later in the week to set 
that up?”

CLOSE WITH 
CONFIDENCE
By the time you’re ready to close the  
conversation or sale with your patient/
customer, you can wrap it up pretty 
quickly. If you’ve done a good job 
at gaining alignment along the way,  
engaging your patient / customer, and 
addressing concerns and objections 
with honesty and confidence, the actual 
closing is nothing more than a quick  
re-cap of follow-up items.

So, there is no need to belabor this step 
in the process. Above all else, do not  
inadvertently re-open the sale here! 
The soft close you performed earlier 
should have earned the commitment to 
purchase.

Here, simply summarize the pur-
chase and next steps (including 
when they will return if not purchas-
ing 2nd pair today) and let them 
be on their way. Don’t forget to  
express your genuine appreciation for 
the visit and the conversation. If you’ve  
created a great experience that has 
earned your patient’s/customer’s trust, 
you will have created a long-term,  
perhaps life-long relationship that, like 
good vision, is a great investment. 

THE ELEVATOR SPEECH
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