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£ CareCredit
Patients trust you. Are they there to hear you?

a Synchrony solution

Cost concerns are keeping patients away

See the possibilities—
for you and them

How much are financial concerns shaping patients’ decisions before
they even walk through your door? What'’s keeping interested patients
from moving forward? And what happens when financing enters the

conversation?

Lost in the financing gap: Patients are ready to say yes

Optometry opportunity: You are the foundation

The CareCredit Vision Care Industry Study sought answers to these
questions. What follows are the results—and the opportunity

they reveal.

Ophthalmology opportunity: High-value decisions happen here

The conversation that brings patients in

Study Methodology
The CareCredit Vision Care Industry Study was conducted by Ipsos

on behalf of Synchrony in July 2025. The 20-minute online survey
reached 2,000 U.S. consumers between the ages of 18 and 75 who
are responsible for making their own eye care and vision-related
purchase decisions. Parents with children under 18 also answered

about their child’s eye care.

Actions and resources
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Who they’re choosing

The numbers confirm it: When patients need
vision care, optometrists are the first call.

o/o of consumers who've ever seen an
eye doctor have seen an optometrist.

R

o/ say their most recent visit was to an optometrist—
5 o more than double the rate for ophthalmologists
(22%) and opticians (14%).

151%
W visited an
optometrist
] in the past year.

AMONG GEN 2,

What they’re looking for

Patients aren’t limiting themselves to prescriptions
and exams. They may want upgrades like designer
frames and smart glasses.

Of those, use protectlve
o eyewear (e.g.
sports glasses,
safety glasses).
and
of consumers use non-corrective devices o/o use smart
in addition to glasses or contacts. glasses.
BN T - o T

2 80/0 own designer
eyewear.

Younger patients are even more likely to own designer eyewear.

2 oo/o

E visited in the past 3
' months (compared
to 13% overall).

e Millennials

2 5°/o

E visited within past
i 3 -6 months (compared
to 18% overall).

The patients who've visited most recently are the
same ones who own designer products.
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Focus on LASIK

The interest is there. The conversion isn't.

'54% 1 32% g%

of consumers are aware of i + of people who believe they need i i of those
LASIK, making it the most I to qualify for LASIK but are unsure i+ aware have
known vision solution. if they do are interested in LASIK. m actually had it.
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What's stopping them

of consumers who qualify
but have not yet had it cite

cost as their concern.

34% also cite fear of surgery going wrong
and 34% worry about negative results.

33°/o of consumers believe they Vs 5 80/0 of Gen Z believe they need
need to “qualify” for LASIK. ® to “qualify” for LASIK.

64% of LASIK patients paid out of pocket.

i/\ 26% used insurance.

=N o

Just 9% used a healthcare credit card.










Actions and resources

Simple ways to make the conversation happen

The financing conversation isn’t just about payment. It's about options.
When patients know how to manage the cost of care, they may move
forward. Making these four slight shifts can help more patients under-
stand payment options. The related tools make it easy.

Treat it as clinical
guidance, not a sales pitch.

Patients trust your recommendations because they're
about care, not commerce. Financing fits the same frame:
it's how they pay for the care you already recommend.
Position it that way and it stops feeling transactional.

Related tools (see pg 27) @ B =2

Start before cost
becomes a barrier.

The financing conversation doesn’t belong at checkout,
and it doesn't start with words. Signage, website copy,
and intake forms signal that cost is something you're
ready to talk about. Then when you're discussing care
options, financing is already on the table—before
patients have decided to decline treatment due to cost.

Related tools (see pg 27) @ o) 17




You don’t have to be the
only one who brings it up.

Front desk staff, opticians, and techs all have moments
when cost concerns surface. They don't need to know
every detail, they just need the green light to mention
that financing is available. Sometimes the opener
matters more than the close.

Related tools (see pg 27) @

‘------.....--.-------'

Every visitis a

new conversation.

Their situation changes—financially, visually, personally—
but the financing conversation doesn’t have to. What
they declined last year may fit their life today. This may be

especially true for patients who know the least
about options like LASIK and how to finance them.

Related tools (see pg 27) @ 17 E
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a Synchrony solution



