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F
or the past 2 years, ophthalmologists have been
discussing consumers’ relatively flat interest in
refractive surgery. During this time, many refrac-
tive surgeons focused their marketing efforts on

baby boomers, the population of 40- to 60-year-olds
who have relatively high levels of disposable income.
Instead, we should be targeting the children of the baby-
boom generation—the so-called Generation Y. 

NOT TOO YOUNG
A common perception among ophthalmologists is that

20-year-olds should not have refractive surgery; however,
these are some of the best candidates for LASIK or other
vision-correcting procedures. Because their eyes are so
healthy, my staff and I have found that our younger
patients achieve their targeted corrections more easily than
older patients. Furthermore, a review of my practice’s data-
bases revealed that patients between the ages of 20 and 30
years required the fewest postoperative enhancements.  

Recent market research shows that this age group is
receptive to laser vision correction, although they do not
respond as well to traditional marketing methods as their
parents.1

THE MT V GENER ATION
Generation Y, also known as the “MTV generation,” is a

marketer’s dream: large, educated, and affluent. This popu-
lation consists of 70 million 18- to 28-year-olds1 who col-
lectively earn roughly $211 billion per year.2 Globally, seven
out of 10 of these individuals intend to earn a degree, and
one out of eight plan to study for a PhD.3

Gen-Yers are also techno-savvy, being the first individ-
uals to come of age with computers and the Internet.
They have helped turn social networking Web sites like
YouTube.com and MySpace.com into phenomenal success
stories (see Where to Find the Y Generation), and Gen-Yers
are twice as likely as older generations to visit blog sites
and actively stream and download videos and movies.

Because refractive surgery has been around during this
generation’s lifetime, they are more likely to know some-
one who has undergone LASIK. Plus, because of their
affinity for technology, they will consider the procedure
an alternative to eyeglasses and contact lenses. For these

reasons, my staff and I believe it is time to rethink our
refractive surgery marketing and the population it targets.

REALITY LASIK
To help their customers reach Generation Y, Advanced

Medical Optics, Inc. (Santa Ana, CA), hired market
research companies Harris Interactive (Rochester, NY) and
Teenage Research Unlimited (TRU; Northbrook, IL), to
identify the forms of advertising that appeal to this age
group. The research groups recommended that ophthal-
mologists bypass traditional media outlets (ie, radio, televi-
sion, and newspapers) and try a different approach to gain
the trust of Gen-Yers—the Internet. 

In response to these findings, Advanced Medical
Optics, Inc., designed a Web-based reality program called
RealityLASIK.com (Figure 1), in which Kristin Cavallari of
MTV’s Laguna Beach documents her pre-, intra-, and
postoperative experiences with LASIK in weekly video
installments. In addition to featuring explanations about
the advantages of modern laser surgery by Robert K.
Maloney, MD (Kristin’s refractive surgeon), the “webisodes”
include links to other online resources and local refrac-
tive surgeons. 

To further connect with its audience, the site encourages
patients to participate by posting their own experiences

Serving Generation Y
Opening the door to a new refractive surgery population.
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Figure 1. The home page of RealityLASIK.com, featuring

Kristen Cavallari.
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WHERE TO FIND GENERATION Y

By Kristine A. Morrill and Sanoobar Patel

There is a growing trend of what is known as social networking sites on the Internet. One of the first such web sites to

become popular, MySpace.com, is the second-most visited among US females aged 17 to 25 years, according to research

conducted this year by eMarketer.com.1 Most of these social networking sites allow companies to sponsor the sites' interest

groups as well as post banner advertisements. Online social-networking–sponsored groups allow the sponsor to have full

control over content with unlimited changes. The sponsor is allowed administrative access and can use a simple HTML pro-

gram to upload and refresh content. Facebook.com also helps the sponsor with uploading the content at no extra cost. A

sponsored group includes a monthly message to all the group members who can share their page or invite their friends to

join. It is an effective way to target the Generation Y group with less expense than is required by a television advertising

campaign.

Another possible strategy is to advertise on celebrity and Hollywood gossip blogs like Perezhilton.com and

Pinkisthenewblog.com. Web sites like these allow companies to place advertisements so that Gen-Y users, who often access

these pages for their daily gossip fix, also view the advertisement that runs alongside them. For example, an advertisement

featuring a Gen-Y LASIK patient like Kristen Cavallari would get exposure due to her celebrity status, in turn creating expo-

sure for LASIK. Banner advertisements can also be used on sites like Google.com and Yahoo.com, and the advertisements

can be placed as pop-up windows on fashion magazines’ Web sites.

Other advertising tactics aimed at Generation Y include sonic advertising and Bzz marketing. In 2005, British publishing

company IPC Media (London, UK) used sonic print advertising to promote the Herbal Essences brand (Proctor & Gamble,

Cincinnati, OH) in the April issue of the glossy magazine Marie Claire. The advertisement featured a four-page glossy card

with an integrated sound chip carrying the tagline “Have you heard?” The card, when opened by readers, played a woman

shouting, “Yes, yes, yes!” just like on the Herbal Essences TV commercials. Herbal Essences’ goal for the advertisement was to

capture 25- to 44-year-old females (it is already the best-selling shampoo and conditioner brand for American females aged

25 years and younger2). 

Bzz agents—advertising campaigns that rely on word of mouth—are also popular in the US, with more than 250,000 peo-

ple signing up to become Bzz agents.3 Marketers of a particular product approach consumers, give them free samples, get

their signatures, and then recruit them to talk about the products to people they know. In one Bzz campaign last year,

women were given Lee jeans (Lee Jeans, Merriam, KS) and told to talk about their TruFit range. Women flocked to buy the

jeans after hearing their trusted friends’ testimonies. One interesting point about the way Bzz agents work is that the recruits

are encouraged to give both negative and positive feedback and are not compelled to sell the products. Perhaps such a tac-

tic provides more credibility for skeptical Gen-Yers.
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with LASIK, share the site with friends, and receive regular
updates about the webisodes. These strategies involve
users personally in the program and prompt them to
recruit others, thus making LASIK a discussion topic
among friends. I suggest that surgeons and administrators
who are interested in working with Gen-Yers visit
RealityLASIK.com to gain insight into this age group’s fears
and concerns.

The goal of RealityLASIK.com is to tap into Generation
Y’s familiarity with the Internet and online social network-
ing. The average Gen-Yer spends 16.7 hours per week on
the Internet (excluding e-mail) compared with 13.5 hours
spent watching television, and up to 69% of this time on
web sites such as Facebook.com.4

Kristin’s surgery was also promoted through glossy mag-
azines like InTouch Weekly and television shows like Inside
Edition.5 RealityLASIK.com has received further publicity
from Kristin appearing on television talk shows.

CHANGE IN DIRECTION
My colleagues and I at Durrie Vision have reconsidered

our marketing efforts based on our clinical results,
Advanced Medical Optics’ market research, and the strate-
gies employed by RealityLASIK.com. The nontraditional
tactics we are testing include distributing leaflets at local
gourmet coffee shops and handing out cards promoting
our Web site at local rock concerts. These methods cer-
tainly depart from traditional ones, but we think the
opportunity to reach a new generation of consumers is
worth the effort. ■

Daniel S. Durrie, MD, is Medical Director of
Durrie Vision in Overland Park, Kansas. Dr. Durrie
may be reached at (913) 491-3330; 
ddurrie@durrievision.com.
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Stop Losing
Opportunities
You spend a ton of money to promote your practice
and generate calls – but no one’s there to answer
the phone.

Does this make sense?

Today’s patients are really consumers willing to spend
discretionary income for a service. Increasingly they’re
shopping around and your practice must be ready.

This means counselors standing by when the phones
ring, which may be when your office is open, but often
times is not – lunchtime, nights, weekends and holidays
– and consumers do not want to go to voicemail, be
put on hold, or told to call back.

Most practices don’t realize just how much revenue is
lost during these times.

Refractive Partners, featuring OptiCall Consumer
Communications Solutions, can ensure that your
phones are professionally staffed so that you will
never miss an opportunity. Unlike an answering service,
OptiCall’s vision correction plans are endorsed by
(and their counselors trained by) all the leading vision
care manufacturers. Our counselors act as an exten-
sion of your practice – they book consults, discuss
refractive implants and LASIK procedures, and many
are bi-lingual. Expanded services include comprehen-
sive follow-up, email responses and more.

Today OptiCall manages over 45,000 phone calls every
month for more than 65 practices with conversion rates
of 80-percent or more.

Whether you’re a private practice, group practice,
privately held laser center, or an optometric-based
network, it’s time for you to reach your true potential.
Call by October 15th and receive a free assessment
($500 value) to find out how many calls you’re missing.

Remember, first impressions matter. It costs you a lot
of money to make the phones ring and each phone
call is a potential customer. Make your marketing
efforts pay-off. Improve your profitability by maximizing
the consumer experience with communications solutions
from Refractive Partners, featuring OptiCall.

Call Now. 866-371-9404, or visit 
www.refractivepartners.com for more info.

This article was submitted by Ron Greenberg, President RefractivePartners.


