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Unlike many conventional diagnostic devices, HRK-8000A is
based on Hartmann-Shack wavefront sensor, which analyzes
many focal spots of a light wavefront,

It has the ability to measure not just the basic refraction error
of a customer, but to obtain a spatially resolved refraction
map.

The new HRK-8000A utilizes a unigue wavefront analysis
algorithm and surpasses conventional and simple refraction
offering added values with high order aberration data output
for customized lenses and observation of patients before
and after refractive surgery.

Experience the whole new wavefront Auto Ref-Keratometer
form Huvitz, HRK-8000A!
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see future of the refractometer.

HRK - 8000A
Auto Ref/Keratometer

Huvitz's very newly developed Auto Ref/Keratometer,
HRK-8000A provides advanced information by using wavefront
technology.

High-ordered abemation data enhances refraction service to
untouchable level. World first adopted blue LED, HRK-8000A
can do support hard contactlens or RGP lens fitting.

Who can say that it is Just an auto ref-keratometer?
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e brilllance.

Visit us at Stand No. B15 in Vision-X.
Salim Int'l Gen Trdg, No. 702, 7Th Floor, Grosvenor house Bldg, Sheikh Zayed Rd,
PO BOX: 182447 DUBAI/ UAEE-Tel: 00971 14 3296212 - Fax: 00971 14 3296932 - Email: salim@merveoptik.com

; mauijim.com
www.merveoptik.com
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UAE Al Hakeem Optical, Al Jaber Optical, Al Jamal Opticals, Al Sham Optics, Alpha Opticals, Gulf Optik Stores, Kattan Optician, Lunettes, Majestic Opticals,
Optic Centre, Optic Gallery, Optifashion, Rivoli EyeZone, Samir Optical, Supervision, Vision Express Optics SAUDI ARABIA Al Arabi Opticals, Al Bashawri Optics,
Al Duliman Optics, Al Hokama Eye Clinic, Al Manar Optics, Al Mira Optics, Al Salman Optics, Bin Rushd Optics, Dareen Optics, Eye Clinic, Eyelash Optics, Grand
Optics, Lumin Optics, Mugla Optical Center, Tashkandi Optical, Yateem Optician, Zaina Optics, Zaki Optics QATAR Bahrain Optician, Pari Gallery, Qatar Optics,
Yateem Optician KUWAIT Hassans Opticians, International Optique BAHRAIN Bahrain Optician, Yateem Optician IRAN Salim & Chelsea EGYPT Baraka Optics.
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+971 4 2679738 Fax: +971 4 2679748

Email: pmidubgi@pmidubai.com

Visit our Exhibition from 23 - 25" May 2011
Al Wasl Ballroom, Dusit Thani Hotel
Sheikh Zayed Road, Dubai.

OFFICIAL DISTRIBUTOR FOR UAE, SAUDI ARABIA,

GATAR, BAHRAIN AND OMAN.,

OleeusB 5 A 2 e Lmeiaidl 390 daaN Gl Cagyaall fya
Ubs yiuadl 3Ll oo sVl oday «ul=ll uUa).uJ Ol y
dglatl 3Lt A_u_u.lal\ M|U£Le.‘_da).u g_.u_u‘ u-"” 3ol
(Q.@.u.u @Lj ‘Jbu‘«_:LJUa).uJ‘ 0..\.45J:_>).AY‘ |.Lg.n uﬁjj‘ 4_\2:3
M\Lulﬂ}u‘m‘: L@JY‘\M|0ML’£0M‘ )Sb"‘
olds Hl el u\ pogas Doade o m:r_“‘u_d‘ ErY) ERA Y
A i€ Byl ol Al dag g Ol Ams uSayg diaiday
Auulsu)j#uy‘wuﬂ M|)S‘).Aoj..53w
lgalo ul U_A)_ua| uaL'x_ML: Micia gieill s yun La_vLu
S A gl

u-u-n-&u-UJ-LHLLQ_n ool Lumwaidl 340 iy 3las Ja.uuj
w)ru ué).'.h” C—L‘J‘ﬁ ;L.d\j JLA)J\ Sia LSt &k—hﬂy‘j
(_r“‘” ‘:LLQY' J_uq ua‘).n‘ aAL\) ‘_,.n 633-‘ L),u.u ‘Lt.zuuu_d\ d}ﬁ
9 8 alnll brown cataracts. plngueculae Ol Ane
Ol Js Lag Ggaml Gl s e lials s photokeratitis
bjm.u]\ &)L..u &P a.)Lu Ep ul LiSey clls I aals¥lg
D e Lajyud e Slad ol Ay ey A

S Ay !

Ald 1 Ame jo LgiSly 350l ol el 353 AaaN| jua
oo Ol Gle @bl of o G U Lz pealy
Aoyl yien sl e dadW oda e (ggimd Sl cnladant

z2915 325¥1 & guall : m).dtmaﬂ

el Glay (HEV ) ausall ZLall 53 (5 pall Go3Y1 gl
)_u.u<t.|\ ] ul_q-_'y‘)_mu uJ).Q.” u.JaJ\ ;}auﬁu:r_um.uﬂ
.(AMD )

LA-LLC x,_g))}" ;}mﬂ J_m HEV 4.3_9.9.” TSUaJ\jAU_UAJ‘ ;}mﬂ
t_’\a}d\ db]a‘ u‘zl Blaa 4.'\_9: ;uLuu‘Z“ sl u‘).‘s u& ™
@leoﬁsmulc UA).QJ‘«_A_M‘US:&M‘
L'Ma;a.\.uu‘ L@;WMA}JM@HEV;}‘AMJ
‘Mﬁ u.t:u.aS_gY' e 4.1.“:- ‘-t‘)) CLu' e La}.a:-ﬁ ¢uLu.\y‘
) oa¥l ddee g
paelly sl clidee
(zL_uqt st Jals
‘:‘-.S-.*fu-” LY 2

Busaal| 5 juaisnal | pilaidf
Adlalf ABLAY) g3 £l8 )30 ZadW I £ g

:‘-.‘-")-‘-” &_i}A 3‘ aly w

ool Ol Al

G5! sgunll (S pe 58 A5 pall AL ALLII @ s guall Jeol gt
X. o8 pall il ¢y saluall maniilly 23918 HEV 3,391
syeiall b el Jale Lgil I &slmg¥ 5 i i 3oal
el o s

L el Pyt e, A2l ool el : )
e ] - -
Ll S el i et oulls

dd Hlai gy . Ll i‘ ‘

liontall Ay it 35 el 2Ll 2L o ;—'L‘J z2sll ol
e paSH3T pumi 1 sl gaba Ml Gl il a5 el e gunll
(s siol) L3 e Lals Yy

Wlay 055 L
sipall clulSayl

;)J\JY}M k_lLLUJ.C ol s

L L s, b}w o i3 NP [NV S PPS {1
t—LAS-uu-J‘ e_l.')lﬁua«_‘_\}‘y ) : )
L@J‘Lu-’Q‘Lmagula fonoed Al ahmfjf‘“’u' alslal gu-m\-
R e T .
. H - 2 coawd sledl ool ‘z [OES R o
L ealaals Lol aualle

o2l sLall Aae aay Lo ol e

Ll o Jiiall 25l Sgle Lidy iy s gl @

fh.&;{l 1 GAlamtl 43 e
Ao (pal) dalas g AT (4o jaid)

]

il yetaall pe Gstoms a1 Gulill @

S 5l LS @@Ll pogass SLYI @

392 Ana¥l :dglae WM
GY! sgdally  Amwaid!

. z2slly
ouaddl 3aaY (o an
29 &0 pedl Amaaidl 3gp
Lgie éﬁd‘ ;}.ﬂ‘ <A el

Buiaall 3 puaisnat | milaaill Jlako ¥
Anweddl alHUs ola iy el
Aol 0685 O Sy Al Eeuc il 3UAU1 ola @

L

Spolell G 4wzt sl (e oS @
3 55laadly Jaall Il el Ja @

u}ﬂ'm\g)@\s.n‘bmé.\.”ﬁ @ﬁmm;’“-‘ww\‘yb&‘m‘;;g@%‘g.

gl iy ua.u‘zﬂj Aj.w‘z'\
Jex 4.u).A ).u_” WY‘ .53..\:-
Sl Gllayy &yl EPA
2ai¥l @l puaB¥l gl
Job¥l Ll maiidl g2
UV W5 T DR
P T 5 z—a,d‘ Ll
uu-\lu-wu-“yﬁu“uudsus&u‘usw N HIPE]
w\ M‘)Ua_v ‘_,.mj.d‘ LG.I ‘a.\:z-_uu.v U.J‘ d).b_ﬂ (q,@ﬂtn
Mm‘uw‘jubjybabd‘ua.mu}uﬂguﬂa@hw
‘).m.»)..s‘ ;‘A‘ L@.\.\).IQAJJDJUA_LUC.LQJMMJJ.U

La L5y M|@3& Aad¥ A ped ) ud Aaa ¥
L_!Ltﬁ&_!M_!u.” @ﬁﬁ@‘@M‘dﬁWY|

Gl e i ills yiasils YA+ 1) UVA, UVB, UVC190
Yo 4:-.9_1-_‘.“” 4.:.4.,.1‘) A w_ﬂ eIy 4.1.“4'2“ Uﬁ)ﬁy‘ <La.Ja

YA+ 43l 2aa¥) Bw\dpm‘ﬁ\ (LregriyAs A
)L'l M\L@smw\m\«_&aﬁuﬁl (j.._m}_»b\‘\ouj\
w|dﬁmwua).uﬂ} ¢m§|)4w\d}3m}'\

¢ gual
B3
u 00 500 &00 OO0 |
| i | el cadalt | .

Y Jsa

w‘z’\ww//\ wla e csﬂj_ﬂus M)J\Wusw
umm‘fmumwﬂ‘wua u—‘j‘m‘“‘-‘-‘-"d}ﬁ
dwaddl 3 coanteinl LdS (it ¢ piie Al o 1B

e el Hlolrall cb Ll jSue Gy 3

§amuiil

§ gasll il Ja o
§ Ol Galin e ilas o @
By ol L] by Lol Wl ool Ja @

§ A

SOVl g5 ol Al 5 Uail ducgs Lo Le @




Jgrueed!
[ X )

¥ gl gala @
39T audl @

Sl Lt s

ol 5l gala i @
losg S g3 gall

ias ¥ g1gil pany @
323a09 315 penl @
Ot

5kt zald
L X J
) gl (gaka,tl @
Sjulhsladl @
Elowd! s
(K

gaba il (1931 (edl @

Cat gt
( X )

dly puasdl e

Al Ol 1 50L3
Aad! 01 ¥ alase @

£l puiaintly dasle ) OtV sy @
Llieg)Sg5gall @

3jalhsladdl @

2L
°

PET{IPCIRS (gl |- Pt ()
AP PRI

"4}\..““.”
LAl 3)Y aalasdl e

lat ,aw¥

a3 ,S
P [ PEPL (S V3% ()
aslaatly

3julhglgdl @

ole Gulai AVl gua! Gladucdl!
olelad Galmy g1 DLEY Lol
wad ol ;L,Jaulukw@tm
‘Aﬂﬁl.‘a“o)\):.@md}a;b.a:d‘u:u
O LA LIl b Logeas
Bl Ols ISy oually Aual
el pazdl o a.wm e dgaldl
EWEU NV - \@mw

O)JL} u,g_”jm_u_ﬂu.“g

g9 get! Lo M

M—ru-u b '"‘M‘Wlub“&d‘
ol ;L/.d‘ (gaduny u.uLa_H
Js_u.' u.g.u.a." Q92 ‘q.g." w‘
U‘ M&uj w‘ t.\bUa.dLv aliza
&-\M.')}.A U.A o‘):n ).S‘ &-l)L'J}.A ‘3..\4).\
realiiall yelany 19 pekn O (9adiny 0]
5 peall bUa-'qu)-‘

Lod awadd ubUa./J\ URpe J,.;J
u| a u\m}“ J.\.uu e us Loge
35Uai oo I ST Gglias pSlgiunal!
dide gan M Jmadl (e dpedd!
ca sl ol Uy Bj\qﬂub Lanzia
Bally 00 I YO Jarty ol pealy
ablsy e dongyaddl delandl e
oyl 09Ss O (S Lo (R
OSay Ll el Ladly YO g0 (2
Lpwetdl LTI Gy (oo @ o
Lala) (ose Goslio 2 Y=ol pola
el U5l B o e Lt foaes
EETES el w AJLE_\ ] tux.‘rJ'
wlaﬁ\ dads dwed cilS elg Adle
MOJUAJt;.uulu_\AJ\ ULS w
dorndy Lol ‘2'5\ l..\_\| ACL‘LLJ
elaml )3T @qd of sl @ gsngall
G2y olb¥ly dwaadl e Aoyl
il LSz paly el Byledl
Jueadl bl et dmmin!l 3,0l
oJUa_L.U M‘ M‘ (aga_\ Mj
6)}‘2” a)Ua_J‘ bua_d m_dl 4_u.u|
‘_,'3‘2" W|u.u.a_u

Ye/Ye jiaod!

09521 s o g daa 3

.HOYA Sun Tech , Vision-Ease LifeRX 4 (Transitions VI
A Balall oalll cpe Jui G Apeaaad] ul.‘.u..\.d\ oes) gl
N TransmonsXTRActlve s Younger Drivewear) 32Vl
Lpsedl Sliwaall e gl L djmcnuﬁmoi&g sk
(&.'.,\.ESU.A «.Lmjﬁﬁ}d‘ uL.u..\.cuﬂ ?Luu\.‘.u}” 3}.14.“ ER Y PR RY
u§”a-_‘|ua.uu£ Lg.g.,\.t).\u.dl M‘ b))dlauﬁ‘q.gscb.‘).n
L}gc}"ujlujﬂ\).u.uY._\ﬁ‘( 35Lked! J"‘-’u—o'ﬁ‘ ol g )
s e Jalaty O Jueall e coma iy andl Jundy LS
S Oy Jsa ¥l JS) s cilue il le lay S35l
alUadl Ja daaladl 55l)sded! XTRACtiVe eluae oLuals
) aaddl

WiSay cliag,Sgigall o colidl alll (e ciluaall IS olgu
Aazi¥y Lol e apaall Legid Jumll gansall 703 ol
cliee sl Alandall @l @eds . Jiiall ol pusles Sl
Lot Lads dde #5581 @5

M..\.:J‘g}!

um oo sVl (s w) VS RSOV PRIV «M uum'
Adlia 3 ylas sguiall A gall Jlslol duss

)@mum ‘.L»ytj\ ;|)m_n o uo,su\uw 125

C}‘éﬁj‘

SMMU.\L»Q@J‘MMy‘_;iw
u.la\.]a.d\ rEs) ..\.u.lj‘ a).q.d‘j‘ NI ua‘)cyu.«.wlub.u.\c
98 (usles 6.\.” oLzl of C_um.ﬂ e snuil oyl 5‘
J.MM‘UAMM‘ Lwdall L Auall Lue gl = ydy sl
s e 2360 Andall JECNT g Aol Ol e ST S0
s_\b\.!a.db:\.uab)l\ 4.14“..‘21 ub Jl}dsulcj M\dp
| UY L@.m :t.uJaJ' NS AJ}.‘ﬂ‘ el wluass u“s.a.').d\

3y Joly 435 38T ciluae go Aiiall Lgiaglia cila

St 31 pod | 15 Olwal
dadd JUas i ,a5 Adee Bayb e AusSlatl O‘J.QJ‘MAJL@J
gs dada 44‘ ;;}4@.” uus_i_' L@_y' Sl e U.ALA}“ &la.u.n
oy 5y cawsall s (ya sgnll 3L Gstuun Gigiies
sueddl g (ya Blamtl agiy (Aeie ) Lialos] Loluatal
oSl oo Lyl agde AusLl 31l il ol Laadl
dainy ) £l pemll ot Aa sV g Az a1l (390 AW oliatalg
(Sl Baladl e Su B paiuadl Guaddl Gle clid
dalinadly . (coletl galaly Jlad 31 po mlac g8 (uSLall mlasd!
6“‘-‘}“-“@-‘“ M»C)Lﬂluﬁmmlt&u‘,&mgf
Adw‘umd‘ujﬂb oALccd.nLuSLd‘ o‘).d|‘_|Lu.J£A_vL‘LJa
et (S Lel oz 5all ugd ol ‘dj)y‘ 5l el 5
A..\z.!j ‘I\LLJ‘ 9 LgAL}Y‘ C).\.dl u}UL' j\ A‘j&.u uLaﬁ" ujﬂb
sl ).S\ ) "FLASH" Lgicawd uS.A‘ ol wlsuyt s u);
ole Lalai lgd uagi ) l’DlELECTRlC"ﬁ‘ (Uels 2L Jsb

(MLQ uAS.u! 4}).!@4 U.ALAY‘ c‘a.uJ‘
s St s ol jamll el m‘zﬂ e Y Leio

bl aluziel el lgd b
Slaae Ll e 7 pdo Ladls 5ol Aiweil|
L*;.J\ s gl elaaall Lgdl — ;}?b}i}fjl
g8l e Lgthuly (alxD ol LS
Fewnall HLasly @3 @ 25,0 Ca L
Juissly les Jumdl @zl Apuliall
B sl i Jumal ol ye - relae
Lembn] B cluae laans U
abUail 2l xadl e dualall
EPPA

J}e‘)ﬂy‘ﬁum

ks ol LS Spbyddedl eilivae dada
o Gl spall Asal elulayl
c!a.u}?\u.n.u).' Lﬂmmﬁm
3 52slell (e 48, Aads ) L Bygicus]
g Awaall J51s b il el
O L@l alagddl golosl gy
el HUail e . uSaiell gl
AJJ).U u>L> ua.mj JS C_ua.n M;La.ﬂ
I LSS Leglans S8l gine pla (ya
o Awaadl IS ya dgaill LSls ds 5o
Cyuadl

i I 339 3all LA O g
et Gl 3 g ole (LCD) 5t
GlaSy g, Hpamll 3 3ex Yy
bl Lo Awledl joye olals
b 0555 35350l llame liSle e
ole ) 35ubslsdl Aauday 33930 5,331
L—'Lm_\.ﬁu.ﬂ YA 4’.‘)-’0? ( £0 d> o
Mu‘uﬁwm .,\3.5)4‘)5_‘5_;.“
LLLLA-C c:.a.u u‘ uA ..\SL| u_q_u.'a ‘.J.Aj
il ol s sase O dule 7y
L3 Gle Jpaz=ll 10 das Jladl
.zl

W gladl Ciluwaal |
uﬁ Ciuad A3 u}S.v 4{9.\.;;1‘ |
4_4:.ua.v dalaa a.E_Ja.' cdSEs 3‘ tuaj‘
A ya9 u}.UL' - PO tLuaY‘ NNV
oo ledbl 2l ded 5 Al
all (o dsllaall dpsully el
QLL_u_' agia JALLo.” ﬁ.'a:.n l?bg‘j
Gl 5 Jeeall iy i (Ol (e
Ry Beuntall (0 e BLEY Janal

gLyl

a9 ,S giall Oluoe
285 0l LSy hung Seigall iluae
Wlis Tos gl Aatall Aajay el
U= 20 Leoie 481 :L""“"'“‘. vl u_ﬂ J._L.Cﬁj
con ol Amewaid! 5o LY

s eloaadl Gl 3Bl yag uadd]

MIQM!ME

I (o yane 51 s guall A < 2g3Laitlx
(Al eguall 33123 ) Awall

il egaba )l Jia cyalll yglaa s Bussall (yolx
cdl ol

sl gl paieall sgill : oliata¥lx

VE (1) sl s el dlaul g
53e¥ (g) TH#danugll () YH# 5 el
Laualas Jadl

SO [aiiad 3y3La5 710« V0 Ol 3)lad : Jlie
X.sguall Cya

Sl gall Ralises Jlshol : SLa olatalx
Ialeiel 2iliie cibigions e paid (0s!)

128 duall 25LSI 3Ll o cpalll Lle
ol il A58l Al olaatall Covuomy
laaall (e 38T 33le g 33331 2gndl pe el
sl e cranae Ol Jgall Cmy Ling 2asLe
e OOhent 13 LegiSl (i Liie Ol g 13 1)

7299 @Sl Btcael (5 sl f ilail

ia_u.uuq?)\_u\ ’th"'“” il
Agalga B 5,08 Aoy bl 89 dc e Lgi] @
cAaalall A i) sl

gyl (208 O Lo (raall o (S @

i Ll cmasll (e et Al lisiay el
JBaledl A3, sy lulSayl

Seguall d 53 8 s Laall Huill s ¥

lall gl pasesall Cndy dmeye Lol @

9 Lo Jome 3 Jsally zopaells Lajle S 13] @
sl Gl bl sleely elein s 351l 2
a5l aglie hunntes manii Ll L pued] 3 Lais)
A yll daugi gl a3 clurae 5l eliag S555

§ 1 ol L i)« yloall puadill £ gun

AYYI e desare Lail Lime 06 O (S @
s JS agaiil] (ya ¥l iy " Romaal gl
St ectling ;Sgaatl of 035l salstl Ll s L]
e 13391 048 ez g ¢ Balidl sl il 3 iluatal)
sl Aaglie (1S3 o

§ oSaiall gl cilinag Copows Lygmma 435

5,10 o Lnll gl o L @

B yulas Al 33 O (Sa L350 23,0 s @
ST L 3505050 sl daglie caluas peands LS|
1 B e al] uwtall g Ay ol
Ll e lall pagll i

Gl Al 35l duie als (e
L&L'w-_” ua.mﬂ‘ IR uﬂ} oj.a.' M‘
4.\4.;4.” WJY‘ u.\c u.‘S.a_m_” J.‘a_..u
u‘ CLuauﬁo)Lm.”;Lu‘é.\.db
MJALGJ‘ Mdﬂ‘ugmﬁu-“-“uﬁ
‘A‘Hmabwu\u&mﬂ?\nd&uﬁ
LA;uwMJJJJJAJM}nAMJJJ\uJLS
)3\.&3 M‘Mu‘uﬂu&&rfaﬂuﬁ
1 3 lalt s 1 Jgamgld clliac oo
w‘ a)Ua.d‘ Lg.‘s ..\a-_c.uuu‘u_‘:-_v
maall gikall e J}mm o sk
Jpreerd] ey Cum Sl Juree e
< aﬂ‘&mu&umdﬁuﬁ

;fa}u.ﬂ_n o..\_nlA 3‘ mLa ;Lﬁ)} ;Lm.u
..\.n.\:d‘u.nu.u.uu‘m.\ag.«:uc_‘jmﬂj
g.U..\Sj d.c).uu 45).7:_” ;Lul a_)UASy‘j
Aamt LA A3, uL_o, FISHING)
1)l s o ()Ser ol el Luued
ﬁzﬂ‘w:\.&bﬂj‘@@jdﬁ\_u&u
(090 yimmall ediledly  Leliall e
30 G g iy (Laladl 9 LLIY Jie
Jumal zpomgm Bl O Al
.5) Mjﬂ(yum .Aﬂm)}‘aj' uﬂu.'Lu
o gl o canliadl g.d}]‘uﬁd.n.a.”
UJM‘ML.“.”USDLLA\ &Lcj.uquLm_H
M_LAYY@LA—A—A—‘).L&&J‘ 63@@\.&”@)

tua.n U‘ o.!.:-bj‘ MLLU uS.n.')\)s 4_'|
Hﬂét}mbjb

OB ST AN Awedd! Oflad

zos!!

451l lawaall oyl

Ol LeiSay magll o @S il culwasal|
. fob be e g

4.&)[.7_”

Ledi ;M‘«_\‘ﬁ\}uﬁu.,\:_' 641‘

d..u.u)U o)LmJ‘ )LvY' uA L)""'” :uLw- -

3¥ . sgall g dumiidly 3gal)

Ol ¥y (ol o 5e5 =

Eliall @ e pa 3w IS puead ol

)...au.dl )L_&&-‘_g 6&3]‘ gﬂ ‘QS:_'J ‘:,JJ‘

L§""J3 gﬂl Q‘)LJH‘ a.c}n.?_A ‘U}M‘ Sdo

dunall Aaie An g olanadl dn




Studies &

Research

Sunwear, the Other First Pair .. (Continued)

GLARE CONTROL SUNWEAR
Protective Lens Options

Glare control lenses can do all
of the following:

- Provide comfort in any out-
door light

- Eliminate blinding glare

« Prevent squint-
ing as well as the pain
experienced by some in very
bright light

- Protect the eye from the harm-
ful effects of UV and blue light

- Enhance contrast and colors

Describing each of the ben-
efits of glare control lenses
and choosing the right com-
binations is the optician’s job.
Determine the color, selective
absorption and darkness of
the lens based on the age of
the patient and the conditions
in which they will wear their
sunglasses. Always describe
the benefits of polarized—they
are the only lenses that can
eliminate blinding glare. Then
choose the right lens material
to deliver the best protection
and looks. To best eliminate
glare, | always recommend a
no glare back lens surface on all
sunwear.

Polarized Lenses

Only polarized lenses filter the
intense reflections of light that
become polarized and inten-
sified when bouncing off flat
surfaces. A specially oriented
polarizing film, encapsulated
within the lens, selectively
blocks the horizontal waves of
reflected glare. With ordinary
sunglasses, any blinding flash
from reflected surfaces would
be reduced in brightness but
still transmitted through the
lens and into the eye.

Since the liquid crystal screens
(LCD) on cell phones, PDAs, car
dashboards and gas pumps are
also polarized (at 45 degrees),
the 180 degree orientation
of polarized lenses may block
some of the screen—that’s nor-
mal. Be sure to advise patients
and suggest tilting their head
or the cell phone 45 degrees for

GLOSSARY

- Transmission—the percent of light
that passes through a lens (Visible
Light Transmission ‘VLT").

- Lens Color—the appearance of
color, i.e, gray, brown, gradient, etc.

- Absorption—light absorbed or fil-
tered by lenses, identified as #1 tint
(A) lightest, #2 (B) medium and #3
(C) darkest, least transmission.

- Example: Ray-Ban G-15, 15% trans-
mission absorbs 85% of light.

- Selective Absorption—different
wavelengths (color) are absorbed
at varying levels depending on tint
or lens material chemistry. This
accounts for brown and amber
lenses absorbing more blue light
typically than gray lenses. Two
brown lenses that look very similar
may actually filter differently.

SOUND BYTES FOR GLARE CONTROL

Back surface reflections?

- They're annoying and are very bright
against the dark sun lens.

- Even reflections of your own eye can get
in the way.

We recommend no glare sun lenses, they

eliminate reflections and improve sharp-

ness.

Don't like sudden changes in brightness?

- It's annoying and causes squinting or a
hand up or head turn.

- If you are in and out of a store or car, con-
sider lenses that change tint.

We recommend no glare, photochromic

lenses or a medium tint lens.

Direct sunlight, that is just too bright?

- Can be disabling, “just plain hurts"and
causes continual squinting.

We recommend either polarized, photo-

chromic or dark tints, all no glare.

Blinded by intense flashes of reflected

light?

- Called blinding glare

« Temporarily blocks vision and can create a
dangerous situation.

We recommend no glare, polarized lenses,

the most comfortable and only sun lenses

that eliminate blinding glare.

greater visibility.
Tinted Lenses

Tinted lenses are dip-dyed or mold-
ed with an encapsulated film of
uniform color. Like polarized lenses,
tints are identified by color and
darkness or percent transmission.
Order them from your lab at the
darkness or density required. Most
labs supply tint sample sets so pa-
tient, optician and lab can all agree
on lens color and transmission.

Photochromic Lenses

Photochromic lenses change tint
and darkness. They start clear and
turn sun lenses dark in the pres-
ence of UV radiation, sunlight (i.e,
Transitions VI, Vision-Ease LifeRX,
HOYA SunTech, etc.) and sun lens
versions, somewhat dark to darker
(Transitions  XTRActive, Younger
Drivewear). Be sure to discuss with
patients their sun needs since the
major advantage of photochromics
is their convenience—they are as
dark or light as needed. In some
conditions (hot weather, inside the
car), they may not get as dark as
the patient prefers. Therefore, the
patient should think about their
photochromics as general purpose
and consider polarized, dark tinted
or XTRActive sunwear for sunglass-
es. Fixed tint or photochromics
can be argued both ways for many
sports and outdoor activities—un-
derstand your patient’s preferences
and recommend accordingly.

Lens Color

Different sports and outdoor tasks
are best with different tints or po-
larized lens colors, since it is the
color (chemistry) that filters wave-
lengths of light differently. This
means that a yellow tennis ball
or objects against a green back-
ground (golf) benefit with lenses
that can accentuate visibility.

Which Lens Material?

Sun lenses—think sports, outdoors,
bungee jumping or just lazing by
the pool. The activity suggests the
lens material. Easy sunning—plas-
tic—though be sure that the lens is
UV protective. However, sports ac-
tivities and sunwear worn around
the house even to do chores also
requires better impact strength.
Recommend polycarbonate and
Trivex as good general purpose

materials especially in Rx because aside from its excel-
lent impact resistance, it creates thinner and lighter
lenses.

Mirrored Lenses

Mirrors are applied in a vacuum process to the front
surface of a lens only. It reflects light, is beneficial in
reducing the light transmission through the lens, adds
additional absorption (darkness) and offers protection
from intense sunlight. Mirror coatings are also benefi-
cial in reflecting or absorbing both UV and IR (depend-
ing on the metal used to make the colored mirror). The
mirrored surface is effectively a one-way mirror. An
observer can see him or herself in reflection, but the
wearer can see clearly through the lens from the back.

Reflex mirror coatings are produced in standard colors
of silver, gold, blue and rainbow colors. They can be
done in solid mirrors, single or double gradients. The in-
tensity of the reflection determines whether the mirror
is called “flash” (more transparency, less reflective inten-
sity) or “dielectric” (no front surface transparency, high
reflectivity).

While infrared (IR) is not considered hazardous for the
sunglass wearer, one example to consider is the life-
guard, sitting for hours in the heat at the beach. The IR
will produce extra heat, especially behind a wrap sun
lens. A gold mirror absorbs IR so the lens space behind
the lens will be kept cooler.

Putting It All together

"

Great sunwear lets you show patients your “Truly | Care”
side.

People love wearing sunglasses and trying them on.
They see themselves differently in sunwear and will
wear more daring styles than they would for clear eye-
wear. So it's easy to help them push their own limits.
They love to look like the celebrities so often photo-
graphed with their great shades.

Make sunwear a big part of the practice. Research
shows that consumers are more likely to purchase sun-
wear if it appears the practice is in the sunwear busi-
ness. It is recommended that 25 to 50 percent of your
inventory be sunwear, with about 35 percent being
ideal. Sunwear can easily be incorporated with a variety
of displays in areas outside the dispensary.

Everyone needs quality sunwear, either plano or pre-
scription. In order to successfully sell sunwear, first con-
dense and simplify the message, then understand the
latest in lens and frame technology, and finally have
lots and lots of fun. Present “sound bytes” to get the
patient’s attention and enable them to understand the
true value of Rx sunwear—that other first pair.

Source: 20/20 Magazine.
Published here under license and reprinted with

permission of Jobson Medical Information.

ACTIVITY/

LENS COLOR

BASEBALL
ae

= Bray or Green
* Polarired

CYCLING

eee

= Giray or Brown
Photochramics

= Somé Gregas

= Mozt Browns

* Red for vibrand and
onhanced contrast

DRIVING
20

= Gray or Brown
» Polarized

FISHING
e @
= Brown, Amber, Gray

GOLF
@e

= Green and Brows

MOTORCYCLING
o8

= Most Browns

= Some Grays and Green
* Photochromics

* Polarized

SHIING
@

= Diranga, Yellow, Brawn
* Polznzed

SWIMMING
0]

= Clear, Light Blus, Light
Yellaw

TENNIS

= Dranga, Yellow, Brown
and Clear
* Polarized
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Sunwear, the Other First Pair

Sun Protection is Your Responsibility

More consumers than ever before are active outdoors,
making sunwear just as important as indoor eyewear.
And if they work outdoors, sun protection can be even
more important.

| work a few days each month for an independent opti-
cian. | feel that | have done patients a disservice when
they leave without being aware of the importance of
UV protection and the availability of prescription sun-
wear.

Considering what is known about the sun’s potential
damage to skin and eyes, and because we'e living
much longer, it's every optician’s responsibility to intro-
duce information to every patient about the risks of not
protecting their eyes with quality sunwear. That infor-
mation should include:

- A discussion of who needs quality sunwear

- Potential damage caused by UV and blue light radia-
tion

- Lifestyle cues for choosing the best types of sunwear

- How the optician should position sunwear in the of-
fice

MONOBLOCK HINGES CARBON FIBER

*Mo front frame walds +Groatest
sLifatime of opening and closing to welght ro
*Light, streng,

Aexible

7 bayers

L=

e of
=8 promise
style and quality
*The identiry you
want to project

Figure 1

In general, consumers know little about the sun’s ef-
fects on their eyes and equally less about quality sun-
wear. Three things are required on your part.

First condense your conversation into simple phrases,
sound bytes that give patients reasons to want to own
the sunwear you recommend. To do this you must un-
derstand the technical background that allows you to
talk with confidence. In this way, sunwear becomes a
valuable eyewear asset and just as important, their ‘oth-
er first pair”

Second, show your knowledge of some of the technical
aspects of quality sunwear.

Third, present the benefits and value of purchasing
quality frames and lenses.

The Sunwear Discussion

Since most patients have contact with front office staff

By Mark Mattison-Shupnick, ABOM

and technicians before seeing the doctor, they should
mention the necessity of good quality sunwear while
taking a patient’s history and during early contact.
Both the ophthalmologist and the optometrist should
include discussing the need for good quality sunwear
while the patient is in the chair.

Then the optician should discuss good quality sunwear
with every patient. During their lifestyle consultation
with the patient, identify the times not only when a pa-
tient would benefit by having sunwear, but the fact that
it may even be more important than their indoor pair.
[t's really the responsibility of everybody who works in
the practice and interacts with the patient to discuss
good quality sunwear.

Talk to parents about the importance of sunwear for
children. The average child receives three times the an-
nual UV exposure of an adult mainly because the bulk
of lifetime UV radiation exposure occurs prior to age 18;
and because the clear lens of the young child transmits
7.5 times the amount of potentially harmful UV radia-
tion as does the yellowing lens of an adult (75 percent
transmission at age 10, 10 percent at age 30). Damage
caused by exposure to UV radiation is cumulative and
therefore protection needs to begin as early as possible.

For these reasons, ECP’s should not limit their discus-
sion of sunwear to just adults, but should include all
ages including children.

Lifestyle Questioning

Lifestyle questioning uses direct and open-ended ques-
tions to find out the lifestyles of your patients. It allows a
personalization of benefits that resonates with patients.

Example 1: “Mr. Jones, please discuss your outdoor ac-
tivities with me, so that | may guide your choices” A
statement such as this, followed by a question will get
your patient thinking.

“Mr. Smith, you stated that you drive for a living. Did you
know that blinding glare is responsible for a very high
percentage of traffic accidents? Let me explain how
quality polarized no-glare prescription sunwear could
actually make you safer while you drive!

Example 2: “Ms. Jones, you mentioned you do a lot of
boating. Let me demonstrate to you how good quality,
polarized lenses can make you more comfortable on
your boat. You can also get prescription lenses in these

great designer brand frames,
just like celebrities.

Knowing the Facts: Radia-
tion, Exposure and Protect-
ing the Eyes

Three Concerns: UV, Blue
Light and Glare

The eye is exposed to the sun'’s
radiation, both invisible and
visible. Called the Electromag-
netic Spectrum, the visible
portion provides color, blacks,
whites and grays. Invisible ra-

INTRODUCTORY
SOUND BYTES
DID YOU KNOW...

» Sunwear is just as
important as your

indoor eyewear?

+ Real sunwear is avail
able in prescription?

« There are risks in not
protecting your eyes
with quality sunwear?

THE DISCUSSION

Talk to:

- Prescription eyeglass, contact lens
WEEIE

- Refractive surgery patients

- People on certain medications,
have emerging cataracts, have
had cataract surgery

- Anyone who spends time out-
doors in the sun

- People who want to look “cool”

. Parents about their kids, toddlers

Sound Bytes
Please try these sunglasses

- These real sunglasses can be
made with your Rx.

Ask

« How much time do you spend
outdoors?

- Do you drive for work?

- How are you protecting yourself
from sunlight and ultra-violet

light?

diation borders the vis-
ible. The shorter wave-
lengths are called ultra-
violet (UV), the longer
called Infrared (IR).

Glare (visible) or the ex-
cess of light is another
concern. It can be ev-
erything from annoy-
ing to blinding. With an
understanding of the
ways that patients will
wear their sunwear, an
optician can personal-
ize the lens materials,
colors and coatings so
that both the wearer
and eyewear perform
spectacularly.

Invisible:  Ultraviolet
Radiation and its Ef-
fects

Ultraviolet Radiation is
invisible. It is divided

- Does glare bother you? into  three catego-

- Do you have problems with dry

eyes?

- Are you active in any sport with
specific visual requirements?
- What sunwear do you currently

wear?

ries—UVA, UVB and
UVC. UVC, 190 to 280
nanometers (nm), is
filtered by the earth's
ozone layer. UVA (ag-
ing rays, 315 to 380nm)
and UVB (burning rays,

i
| .|
H VISIBLE SPECTRUM | &

Figure 2

280 to 315nm) can cause damage to the tissues of the
body including the eye. The effects of UV are cumula-
tive. Excessive exposure as a child can't be undone as
an adult wearing sunwear. In fact, it is estimated that 80
percent of the eyes'UV is accumulated by the age of 18.
The sooner the right sunwear is worn, the better.

Both UVA and UVB are known causative agents for skin
cancers, i.e,, basal, squamous and melanoma cancer. UV
is the only proven carcinogen found in the natural en-
vironment. Given long life and a lack of understanding,
these cancers have reached epidemic proportions. Tan-
ning salons contribute to the problem since they deliv-
er not only high levels of UVA, but also reinforce the no-
tions that a tan is inherently appealing, suggests health
and is associated with wealth, privilege and mobility. As
a result of the popularity and use of tanning parlors, we
may be now seeing the appearance of what were for-
merly old age cancers in a much younger population.

Sources of UV include direct exposure from the sun and
reflective surfaces like water, sand and snow. UV expo-
sure to the eye leads to increased risks of sunshine or
brown cataracts, pingueculae, increased pterygium,
and photokeratitis, not to mention lid and skin cancers
around the eyes. In addition, we can see an increase in
accelerated ocular aging, weakened color vision as well
as other permanent visual damage.

Infrared (IR) radiation produces heat but when present
is uncomfortable, so it is typically avoided. Therefore,
most eyewear experts agree, there are few applications
where IR is considered a hazard in eyewear.

Visible: Blue Light and Glare

High-Energy Visible Blue Light (HEV) encompasses the
blue and violet portion of the visible light spectrum. Re-
search has shown that it is a contributing factor to age-
related macular degeneration (AMD).

High Energy Visible (HEV) light, i.e., blue light, when ac-
cumulated over a lifetime, is of concern because the
shortest wavelengths of the visible spectrum contain
significant energy. HEV light is powerful enough to in-
jure human cells, mainly through the production of
oxygen free radicals. This prevents the normal metabo-
lism of the retinal cells, causing damage or cell death.
Extended exposure to HEV blue light, like UV radiation,
can also cause damage to the eye and the skin around
the eye.

Glare from too much visible light always reduces clear
and comfortable vision. It can be as simple as the re-
flections off the back of a sun lens that interrupt clear
vision; to a super bright sunny day, to that blinding re-
flective flash off the dewy wet pavement while driving
on a sunny morning. Glare causes squinting, eye fatigue
and reduced vision. It is generally annoying and can
become the cause of a car accident if you're blinded to
something in the road that you should be able to see.
Probe the patient for the real ways they will use sun-
wear. Be sure to get glare control right.

For example, a baseball play-
er needs to see accurately
when searching for the ball
against a blue or overcast sky;
a skier must pick out the ice
and moguls at speed; and

SOUND BYTES—

BLUE LIGHT RADIATION

Blue Light - High Energy
Visible (HEV)

when fly fishing, seeing how
the fly just touches the sur-
face of the river may be the
difference between fish or
steak for dinner. Professional
drivers, like mom and dad,
need all the visibility they
can get with the right pair
of sunglasses. Seeing clearly,
with the best contrast, can
sharpen reaction time. In fact
at 60 mph, even a quarter of
a second equals 22 feet. A de-
cision that is even a second
faster can make the differ-
ence and avoid an accident.

- HEV is composed of the blue
and violet portion of the visi-
ble spectrum.

- Research suggests that it is a
contributing factor to age

related macular degenera-
tion (AMD).

« AMD results initially in cen-
tral vision blur, later may
cause a central vision blind
spot.

Dispensing Point

HEV absorbing lenses in gray,
brown, green and amber are
recommended.
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5th Annual eyewear convention gathers Gulf Trading Eyewear
Division and Menrad Group together

Group photo souvenir

Saudi Arabia’s key Optical shops’ owners and Pur-
chase Managers joined Gulf Trading Corp Ltd. in
Beirut at its fifth “Annual Eyewear Convention” that
took place at Ramada Hotel -Down Town. The event a
great success. About 30 guests representing the best
optical shops in KSA were present: Al Salman Optical,
Al Mira Optical, Optic Center, Al Sahel Optical, Moug-
la optics, Zaina optics, Bent Goude optics, Consulting
Clinics, Oyouni Lak optics, Dina Optics, Golden Pal-
ace optics, Crazy optical and others.

Menrad Group was represented by its Middle East Man-
ger, Mr. Jules Tabet. As for Rudy Project, it was represent-
ed by the Export Manger Mr. Claudio Fatim. Gulf Trading
Eyewear Division Manager, Mr. Pierre Nahas and his sales
team were there to receive guests.

It was a great opportunity to launch Rudy Project’s Opti-
cal line. Mr. Claudio Fatim had a very interesting presen-

tation elaborating how Rudy Project is succeed-
ing in integrating its optical line in the sport
sunglasses business. Moreover, the guests had
the chance to discover the latest collection of
Menrad's famous eyewear brands Jaguar, Dav-
idoff, Zeiss, and Menrad. Mr. Jules Tabet offered
a new concept in the optical line the “Zeiss box".
The show box contains 16 optical frames with
6,500 combinations -make your own frame- best
comfort with the best suitable design. As for Mr.
Pierre Nahas , his presentation elaborated the
challenges that the retail business is facing in
Saudi Arabia and how GTCL will play an effective
role with its partners in fac-
ing those confrontations.

The guests had the chance
to enjoy the beautiful scen-
ery of Lebanon’s snow cov-
ered mountains. They had
an exciting Gala dinner at
Sharayar Restaurant. The
group spent four unforget-
table days: a combination
of business and fun. Part-
ners, suppliers, customers
and distributors had a great
chance to socialize and dis-

cuss very important busi- Mr. Pierre Nahas presenting

ness issues.

Huvitz participates in Vision-X Dubai 2011

In line with its newly launched products, Huvitz is
participating in the much-awaited optical exhibition
in the Middle East, the Vision-X Dubai 2011. Happen-
ing from May 24 to May 26, Huvitz will present the
products and vision alongside its authorized distrib-
utor in UAE, CBC medical.

During Vision-X Dubai 2011, the company will be intro-
ducing to the Middle East market its new products such
as HRK-8000A (Wavefront based auto ref-keratometer)
and HT-5000 (Digital applanation tonometer). According
to Mr. Oh, Huvitz Overseas Sales Manager, “The newly-
launched HRK-8000A could be a new wave of auto ref-
keratometer market because it contains very new fea-
tures which could not see in previous model or any other
competitors.”

Also, ahead of Vision-X, Huvitz already participated in
other global exhibitions in Milan (MIDO), Shanghai (SIOF),

and Tokyo (WOF). In MIDO, Huvitz showed HRK-8000A,
and HT-5000 as new launched products in Europe mar-
ket. In SIOF, Huvitz also parted in great position in the
center of the show with the distributor, Haitong Com-
pany. In WOF, Huvitz took the opportunity to present
to Japan market that is actually famous of its number
of domestic player and quality reputation. Huvitz is the
only foreign optical manufacturer in the show. It means
that Huvitz quality is regarded as good as other Japanese
player. Right now, Huvitz gets its sharing larger and larger
in Japan market, too.

From taking part in these events, many suggestion knocks
Huvitz for Wavefront Technology and RGP Lens Fitting
Function of HRK-800A. After launching HRK-8000A, Huvitz
got so many suggestions from relative business such as
Eyeglass Lens Manufacturer, RGP contact lens supplier or
even Chain optical shops. Because of its unique function,
it can be so easily adopted to this technical market.

Tel: +971 4 2679738 Fax: +971 4 2679748

Email: pmidubai@pmidubai.com
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ANOTHER GREAT MIDO:

MORE THAN 42,000 VISITORS, + 3% OVER 2010

1"'\

Signs of a recovery in the entire
industry confirmed at the interna-
tional event.

Huge success for the revamped exhi-
bition layout

Milan, 7 March 2011 - The 41st Mido - International
Optics, Optometry and Ophthalmology Exhibition —
closed yesterday. lIts role as the leading international
exhibition for the eyewear industry was confirmed: 6
exhibition pavilions, more than 1,100 exhibitors, all the
largest companies from across the globe attending,
new small producers and, for the first time prominent
players from the modern trade sector as well. Atten-
dance figures were very good: +7% for Italian visitors
and basically stable for visitors from overseas.

«An extremely good result for an exhibition whose
leading role on the world scene has been confirmed»,
stated Cirillo Marcolin, Executive Vice President. It was
the revamped exhibition layout — divided into theme
areas — that was the most successful. «<The Mido Fash-
ion District was extremely popular and turned out to
be the real big news this year», commented Marcolin at
the end of the exhibition. An exclusive space where the
most glamorous eyewear companies showcased their
finest brands and product ranges «It was by all means
the most popular area for companies and visitors. This
goes to show how the leading names in the sector can
work in synergy, despite any natural competition».

All the exhibition areas had a great appeal. As always
the more creative visitors had a penchant for the Mido
Design Lab (Pav. 24), now a regular fixture and hosting
the most avant-garde companies in terms of testing.
The other exhibition and educational areas such as the
Health&nnovation Forum (Pav. 22) also had a wide ap-
peal.

’—-

«The expectations were
good and | am happy to
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say that the event lived =0 &

up to these expectations. ‘i’E‘_l i
| hope that this result rep-  '# "'f; wh & &
resents a turning point for v:r ”_acr' : o4 ¢
entire industry worldwide o dhe 2SN

» Marcolin continued. o

Another strength was this
year's focus on commu-
nications targeted at the
foreign media, given the
exhibition’s strong inter-
national reach. Among
the other things, a meet-
ing with foreign journal-
ists only was organized
in collaboration with the
Foreign Press Association
in Italy at its Milan prem-
ises. Videos were prepared for all the TV stations and in-
terviews were held with businessmen from the industry
and are now available on www.mido.it

This result can be attributed to changes underway in
the economies around the world which are showing
some signs of a rebound, but also — and most impor-
tantly - to the spirit that has always driven the exhibi-
tion organizers. «We have worked very hard and our ef-
forts have been rewarded. Our strength lies in the fact
that we are never satisfied and are always enthusiasti-
cally focused on the future, in our attempt to fine-tune
the exhibition tool, by making it more in sync with the
business needs of individual companies. We have many
other new ideas in store and are already working on
next year », Vice President Marcolin ended.
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Vision-X 2011 to present leading ophthalmic technology

Vision-X Dubai, the

Middle East and Af-
rica’s most important
optical and ophthalmic

event is gearing up to
e welcome more than

3,800 top industry pro-
fessionals from more
than 63 countries and
tyle 120 leading companies
from five continents.

Technical Limits Overcome

In a region where the emphasis on optical health is be-
coming more and more prevalent, issues surrounding
vision deterioration and correction will play a large part
in the event. Running throughout the show, seminars
and workshops will highlight the region’s most impor-
tant industry challenges and opportunities.

The 6th Vision-X Dubai Conference, co-organized by
Dubai World Trade Centre and the Emirates Medical As-
sociation Ophthalmic Society (EMAQOS), will be held on
24 May 2011. The conference will host prominent inter-
national figures in ophthalmology who will concentrate
on topics such as advances in cornea refractive surgery.

Amico Corporation, leading suppliers in many fields
of optical medicine, will also showcase the most con-
temporary surgical and diagnostic equipment used in
ophthalmology, and present an expert series of free-to-
attend seminars taking place on 25 May.

"Eye care is an increasingly important element in this re-
gion, both from a medical point of view with the preva-
lence of diseases such as diabetes, and from a protec-
tion perspective against harsh climatic conditions.” said
Trixee Loh, Senior Vice President, Dubai World Trade
Centre, organizer of Vision-X Dubai, organizer of the
event, which runs from 24 — 26 May, 2011 at the Dubai
International Convention and Exhibition Centre.“Vision-
X Dubai is the most influential platform for both ends of
the optical spectrum to showcase developments, prod-
ucts and services for the MENA markets,”

An exclusive area for eyecare, ‘Vision Opticare, will
host 42 exhibitors dedicated to the fields of medical
and technical equipment and machinery. The very lat-
est technology includes A-Scan, Auto-Refractometers,
Corneal Analysis, Cryo, Diathermy, Examination Units,
Nerve Fiber Analysis Equipment, Phaco, Slit Lamps To-
pography, Specular Microscope, Vitroretinal Simulator,
YAG Laser and much more.

As Vision-X Dubai continues to expand its geographical

reach, country pavilions at this year's event will include
a host of first time exhibitors: from Germany, Carl Zeiss
Vision, Nigura Metzler, Satisloh and Wagner & Kuehner;
from France Essilor International, Grosfilley, Look Vision
Lunettes and Parasite Design; pavilions for Italy and
Hong Kong have also been expanded to showcase the
latest in luxury eyewear.

Colin D'Cruz, Chief Operating Officer, Charmant Gulf,
said: “The international attendance makes this an excel-
lent prospect for eye-care professionals and those who
work in related fields to either explore the region for the
first time or look at expanding their business. As one of
the major exhibitors at Vision-X, Charmant Group has
been renowned worldwide in the optical market for its
pioneering work in research and development of new
technologies. Vision X is a great opportunity for us to
showcase our innovation and demonstrate exactly why
we are a leading company in this optical industry!”

"Vision Lifestyle, will once more place host to over 100
exhibitors in the field of fashion eye wear, showcas-
ing the latest Contact lenses, Frames, Licensed brands,
Shop Equipment & Furniture and Sunglasses.

As part of the Vision-X Dubai Lifestyle program, the
'Fashion Catwalk’ will feature the latest trends from
the most popular brands, including ESPRIT, Maui Jim,
Porsche Design, PUMA and TruTrussardi. The shows
take place daily at 12pm and 4pm. Egma Lens, will also
present hourly seminars on individual spectacle lenses
throughout the show.

Industry leaders that have confirmed their participation
at Vision-X Dubai include Platinum Sponsor Egma Lens,
Bakarat Optical, Future Optics, Johnson & Johnson, Lo-
mic, Atlas Medical, CBC Medical, Maui Jim Middle East
and Oscar Optics.

Vision-X Dubai will be held in Sheikh Saeed Halls 2 & 3
at Dubai International Convention and Exhibition Cen-
tre from 24 — 26 May 2011. Timings are from 10am —
7pm daily. Vision-X Dubai is strictly a trade-only event
and is not open to members of the public. Vision-X
Dubai Conference delegate prices: AED 200 for EMAQOS
Members; AED 300 for non-members.

Registration is available in advance online at www.
vision-x.ae. Pre-registered visitors will be automatically
entered in a raffle draw with spectacular prizes: SEA
WING presents a thrilling 40 minute “dock to dock” aerial
experience focusing on the the Burj Khalifa and the Burj
Al Arab. Win

up to 4 tickets valued at AED 1,249 each. The draw will
take place on the last day of the show at 4pm.
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MAUI JIM at Vision - X

Yourworld. *}- —
See the brilianeat .

Maui Jim, the fastest growing premium polarized
sunglass maker in the world will be showcasing a
very impressive presence at this year’s Vision - X ex-
hibition held in Dubai from May 24th-26th.

Maui Jim's activities at Vision-X include the display of the
new launched Maui Gradient and other different ranges
and styles of Maui Jim sunglasses, a Hawaiian cocktail
evening to commemorate partnerships with esteemed
associates and the press which will include performanc-
es by the specially flown in Polynesian dance troupe
and other displays of the ‘Aloha Spirit’ that encompass
Maui Jim's philosophy. So far, 2011 has promised to be

an exciting year for Maui Jim, starting with the newly
appointed Sales Director Ms.Martine Larroque taking
the helm with focus on expanding presence and com-
mitment for the Middle East region.

Increased sales force, spend, presence at Vision-X and
special training sessions for partner opticians, store
management and sales staff are few of the other indica-
tors of Maui Jim’s faith in the region and its future po-
tential.

Maui Jim will be presenting the new products which
Martine Larroque describes as: “Single
Gradient Polarized lenses, named “Maui
Gradient” We will be presenting the first
models featuring this lens. Also we will
show the first styles for our new flagship
line Maui Flex, memory metal frames." As
to colours, no exceptions or preferences,
as these are left to the end consumer.

“Maui Jim is about showing you the world
in all it’s splendour. With all colours, not
leaving any of them out, just in case it is
your favourite "

Maui Jim goes single

Company launches first line of styles for single gradient lenses

Maui Jim, the fastest growing premium polarized
sunglass maker in the world and leader in the de-
velopment of polarized sunglasses, has always
been known as the leader in double gradient lens-
es.These lenses are dark at the top, light in the mid-
dle and dark at the bottom. But this season, Maui
Jim is going single—single gradient, that is, with
the launch of its newest collection of sunglasses
featuring proprietary MauiGradient lenses.

MauiGradient features a darker coating at the top that
gradually gets lighter moving down the lens. So an ap-
propriate amount of light is allowed to filter through
certain areas, while less in places where protection is
paramount.

“Our market research shows that some people find
their eyes prefer a single gradient lens, said Linda Glas-
sel, Vice President of Marketing for Maui Jim. "Adding
a single gradient lens to our portfolio made sense be-
cause our goal is to enhance how our customers see
the world around them?

All single gradient lenses are precision engineered us-
ing the company’s SuperThin lenses that are super
lightweight, scratch- and impact-resistant, and 20%
thinner than conventional laminated polarized lenses.
Each lens uses the company’s patented PolarizedPlus®2
technology to cut glare and enhance color. The ultra-
violet ray reduction is superior because each lens has
up to 9 layers of built-in protection.

Maui Jim's new single gradient lenses can be found in a
range of frames, from fashion-forward to retro-aviators,
crafted from lightweight, highly durable acetate or tita-
nium with anti-corrosive hardware.

Selected options in the Pau Hana, Lani and Lava Flow
frame styles feature the company’s trendiest, color-
ful designs, some with one color on the exterior of the
frame, and another on the interior:

- Pau Hana is a unisex frame for smaller faces that comes
in black with dark brown interior and neutral grey lens-
es; Tokyo tortoise with Maui Rose lenses; honey with
HCL® bronze lenses; or dark tortoise with green interior
and Maui HT lenses.

- Lani, for women, is an oversized squared-off duo-tone
acetate frame available in gloss black, Koa tortoise or
amethyst fade with neutral grey lenses; Tokyo tortoise
with Maui Rose lenses; or ruby with sandstone interior
and HCL Bronze lenses.

« Lava Flow delivers a fashionable statement in gloss
black with neutral grey lenses, or a colorful burgundy

tortoise frame with HCL Bronze lenses. The modified
rectangular frame with a mid-size wrap complements
most facial shapes.

The hottest new aviators on the market include Baby
Beach and Wiki Wiki in pure titanium:

- Baby Beach, designed for smaller faces, is available in
silver with neutral grey lenses; gold with HCL® Bronze
lens; or gloss black with Maui HT lenses.

« Wiki Wiki is a double nose-bridged, square aviator
available in gloss black with Maui HT lenses; gold with
HCL Bronze lenses; or silver with neutral grey lenses.

About Maui Jim, Inc.

Maui Jim began as one man selling sunglasses on the
beaches of Maui, Hawaii, back in the early 1980s. As
local demand grew for sunglasses that provided ad-
vanced protection from the severe glare and UV rays
of the Hawaiian sun — without distorting the beautiful
colors of the Islands — the company developed pro-
prietary technology — PolarizedPlus®2, which was later
patented and subsequently enhanced to create the
company’s newest technology, PolarizedPlus®2.

Maui Jim was “born” with an original line of seven sun-
glass styles. Atfirst, the sunglasses were exclusively sold
in Maui, Hawaii. In 1991, the company was purchased
by Hester Enterprises, and in 1994, Hester enlisted RLI
Vision Corporation of Peoria, lllinois, to be the mainland
distributor of Maui Jim Sunglasses for the ophthalmic
market.  Maui Jim, Inc. was established in December
1996, when Maui Jim Sunglasses acquired RLI Vision.
This provided the financial resources and infrastruc-
ture to accommodate the phenomenal sales growth of
Maui Jim Sunglasses. Today, the company sells more
than 70 styles and 200 SKUs and is the fastest growing
polarized sunglass maker in the world.




Clear vision for the French spectacle trade in Dubai

Sixteen French companies
will storm the tradeshow
g with their creativity at VISION
X Dubai next May 24th and
26th. Gathered in the national

UBIFRANCE

UNITED ARAB EMIRATES pavilion by UBIFRANCE, they
will be joined by the “Lunettes

de France” Association, which
assembles and promotes the
entire trade.

The French optical industry has successfully made use
of its know-how, the fruit of a long tradition, to diversify
and meet current consumer demand, which has raised
spectacles to fashion item status while requiring ever
more sophisticated technical performance.

FIDELA, OPHL LAFONT and MOREL France are pure ex-
amples of the many generations that have exchanged
the best of their knowledge, enhancing it with high-
performance technology while at all times keeping an
eye on quality and authenticity.

There is much innovation in the materials, adapted to
all possible shapes: cellulose acetate for ELCE, titani-
um, beta titanium, carbon, plastic, XP2, leather, wood,
etc, and the sublimation of volumes or details in Ex-
alto models, the architectural or geometric shapes in
the Xenith or Ted Lapidus lines from LOOK VISION, the
technically advanced hinges made by Enrico Cecchi
and Oxibis, or the interchangeable temples from Dilem.
Comfort and ergonomics are everywhere, occasionally
becoming a leitmotiv as they do with MININA which
offers ultra-light models that perfectly fit the wearer’s

morphology.

Colors come in energetic, tangy tones for Oxibis, vibrant
with original patterns for Banana Moon, lively or sober,
intense or refined. ..

Sunglasses are often sporty and energetic, giving free
rein to creators: Parasite Noego for PARASITE DESIGN,
beautifying and refined for Enrico Cecchi at VISIOPTIS,
as well as Zilli.

All personalities will get a chance to express themselves
with the sober, tasteful models from Le Tanneur, or
the discrete, dynamic and balanced models from Co-
gan Power Design, or assert themselves with famous
brands from GROSFILLEY LUNETTES, manufacturer for
such renown brands as Azzaro, Charriol, IKKS, Thierry
Mugler and Smalto, and for its very own X-One brand.

While the French spectacle trade will make a particu-
larly strong showing at VISION X; it will not be the only
industry representative. ESSILOR INTERNATIONAL, world
leader in ophthalmic lenses will be introducing the re-
sults of its latest research, and OFTAL will be offering
its range of instruments for opticians that are excellent
value for money.

Also attending VISION X, SILMO is inviting all sector pro-
fessionals to be at its International Optical Tradeshow,
to be held in Paris from next September 29th to Octo-
ber 2nd.

The French optical industry will be exhibiting in
Hall A at VISION X!

www.ubifrance.fr

Marchon Eyewear, Inc. establishes new offices in Dubai

MARCHON

Melville, NY (April 4, 2011) - Marchon is pleased to
announce the establishment of their new interna-
tional offices in Dubai, UAE.

Marchon Gulf has officially opened on March 1, 2011
serving the Gulf market to exclusively represent our
brands. The space is located at the Dubai Airport Free
Zone and will serve as the base of operation for Sales &
Marketing and will also include a dedicated showroom
for our customers to easily view our collections.

“We're very excited to open our international offices in
Dubai. It will help us to better assist accounts and pro-
vide superior customer service to our consumers in the

31

area;" said Claudio Gottardi, Marchon President and CEO
Marchon International.

Nicola Zotta, VP and Managing Director EMEA said, “This
move is part of an overall strategy to strengthen our
distribution and market shares in EMEA together with
many other strategic decisions we have already imple-
mented and are about to implement”

Marchon Eyewear, Inc. is one of the world’s largest man-
ufacturers and distributors of quality eyewear and sun-
wear. The company markets its products under presti-
gious brand names including: Calvin Klein, ck, Coach,
DIANE von FURSTENBERG, Disney/XGames, Emilio Puc-
ci, FENDI, Flexon, Jil Sander, KARL LAGERFELD, Marchon,
Michael Kors, Nautica, Nike and Sean John. Headquar-
tered in New York, with regional headquarters in Am-
sterdam, Hong Kong and Tokyo, Marchon distributes its
products through numerous local sales offices serving
customers in a network of 100 countries.
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Figure 5: Cost per wear for daily, two-weekly and
monthly replacement spherical lenses.
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week. Multifocal lenses have cross-over points for
daily versus two-weekly lenses at 4-5 days’ wear per
week and for daily versus monthly lenses at 3 days
per week. The authors conclude that daily disposable
lenses are more cost-effective for part-time wear,
with reusable lenses being more cost-effective for
full-time wear.

The model can be applied to the cost of contact lens
wear in different countries and the relative costs of
different forms of lens wear are unlikely to vary. The
cross-over point will vary depending on the cost of
individual lens brands being compared. Practitioners
could apply this principle to examine the impact

of different cost inputs and assumptions in their
own practices. Cost per wear can also be used to

aid compliance by demonstrating to patients the
cost-effectiveness of their replacement regime and
wearing schedule.

These authors also observe that the most frequent
reason given by daily replacement lens wearers for
noncompliance is 'to save money’, showing that cost
can also be a clinical issue, although compliance with
replacing daily disposables is generally high across
markets.?®
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Conclusions

The key to success with an individual patient is

the ability to select the lens (material and design),
replacement frequency and wearing modality that
best meets his or her individual needs. That decision
will be based on a variety of factors: clinical, most
likely to comply, practical considerations such as
wearing patterns and lifestyle, and cost. This will
help deliver not only optimal physiological response
and vision, but also comfort performance, the main
reason for lapsing from lens wear.

While the optimum replacement interval for soft
lenses will continue to be debated, the contention
that ‘fresher is better’ from the clinical standpoint is
supported by many studies over the past 30 years.

There are conflicting findings on compliance with
different replacement frequencies. However, a better
approach might be to acknowledge that almost

all contact lens wearers are noncompliant to some
degree and focus on identifying these behaviours and
the reasons behind them. Encouraging compliance
will help ensure that all wearers get the best from
their lenses and wear them as comfortably and safely
as possible.
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Table 1: tips to improve patient compliance with
replacement frequency

« Reinforce compliance advice at every opportunity
« Use open questions to identify patients who are
non-compliant

« Explain the comfort, vision and ocular health benefits
of replacing lenses as recommended, with illustrations
of the potential consequences of over-wear (e.g. using
grading scales)

« Use memorable analogies to reinforce lens
replacement

« Track order patterns to identify patients using fewer
than expected lenses

» Use direct to patient shipments to aid compliance with
replacement schedule

 Ensure practice supply, delivery and pricing aspects aid
compliance; a care plan including aftercare allows regular
monitoring of patients

* Suggest the 1st and 15th of the month as replacement
days to aid compliance with two-weekly replacement
lenses

« Use electronic reminder systems to prompt patients
when to change their lenses

* Remind patients always to have an adequate supply of
lenses to aid replacement compliance and a back-up pair
of spectacles.

order patterns to identify those who are using fewer
than expected lenses; a direct to patient shipment
method can also aid compliance with a replacement
schedule. Supply, delivery and pricing considerations
can also be used to aid compliance, and offer a care
plan that includes aftercare for all lens types so

that you can monitor your patients regularly. For
two-weekly replacement lenses, suggesting the first
and 15th of the month as replacement days may aid
compliance.

Use the ACUMINDER™ electronic reminder system or a
device such as the Lens Alert case to remind patients
when to change their lenses, since more than half of
those not replacing lenses when recommended report
that they simply forgot which day to replace them.*
In this study 53 percent of wearers believed that a
reminder system would aid compliance, the most
popular methods being a mobile phone reminder or
text message (29 percent) and a nominated day each
week or month (26 percent).

‘ =
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Remind patients always to have an adequate
supply of lenses on hand as an aid to replacement
compliance. Make sure that patients also have a
back-up pair of spectacles, since a higher proportion
of those non-compliant with replacement frequency
do not have an up-to-date spectacle prescription.®®

The good news is that better communication

has been shown to facilitate greater compliance

with replacement frequency. Discussion between
practitioner and patient is more extensive for
patients who are compliant. Moreover most wearers
(78 percent) acknowledge that it is extremely
important or important to replace lenses on schedule.

Cost, convenience and
replacement frequency

Clinical factors are not the only determinants when
choosing a replacement schedule for a particular
individual; other patient factors also come into play.
The decision is often based on lifestyle and leisure
pursuits, and this is particularly the case with daily
disposable lenses which are a convenient option for
occasional or part-time wear, for social use, sports
and travel.

Cost is another important issue that is often
neglected in the literature. A model developed
recently in Australia introduces the concept of
‘cost-per-wear’ to allow direct comparison of the cost
of different lens replacement frequencies.*”

Cost-per-wear is the total cost incurred by a patient over
12 months, taking into account professional fees and
the cost of lenses and solutions, and dividing this by the
number of times the lenses are worn over that period.

The model shows that cost-per-wear for spherical
lenses is almost identical for two-weekly and for
monthly replacement but decreases with increasing
frequency of wear. For daily replacement it is lower
than for reusable lenses when worn 1-4 days per week
but higher when worn 6-7 days per week. The cross-
over point is at five days’ wear a week, when cost-
per-wear is virtually the same for all three commonly
prescribed lens replacement frequencies (Figure 5).

A similar but higher cost pattern is observed for
toric lenses, with cross-over at 3-4 days’ wear per
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The importance of compliance to comfort and vision
in SiH lens wearers has been highlighted in another
recent study in the US.*¥ Patients wearing either
two-weekly or one-monthly replacement SiH lenses
rated their comfort and vision in the morning, at the
end of the day, when lenses were new and when they
needed replacing.

Compliant patients had better comfort and vision

at end of day and when the lenses needed replacing
than non-compliant patients, and this was the case
regardless of replacement modality. However, a
potential limitation was that the samples used in
this study differed, with more toric lens wearers in
the two-weekly group than the monthly group, which
may have influenced the results.

These authors observe that some lens materials may
be optimally replaced every two weeks whereas other
materials could be comfortably worn for a month.

In fact multiple lens attributes can impact contact
lens comfort, including material properties such

as modulus, smoothness, wettability and wetting
agents. Comfort also depends on how proteins, lipids
and allergens depaosits on the surface over time.*

Arguments for and against prescribing a particular
replacement frequency from the compliance
viewpoint may therefore be misplaced. It may be
more appropriate to select the best combination of
lens attributes for a given patient and the way the
lens is to be worn.

A new US study sheds more light on the relationship
between contact lens-related ocular complications
and compliance with soft lens replacement
schedule.®® Patients who ‘stretched’ their lens life
more than three times the recommended interval
were found to have significantly more complications
than compliant patients.

Interestingly, this study found that compliance varied
not just with replacement frequency but with lens
type. Compared with patients wearing SiH lenses,
those using conventional hydrogels tended to over-
wear their lenses 3-4 times longer on average beyond
the recommended replacement frequency (44.8
average days over-wear for noncompliant patients
wearing hydrogels compared to 16 days with SiHs).

These authors argue that although compliance is
important, the number of days that the patient

exceeds the recommended schedule is also a key
factor. They observe that even patients who are
not fully compliant can still reduce their rate of
complications by reducing the number of days they
over-wear their lenses.

A further issue which has received attention is that
of practitioners prescribing replacement that differs
from MRRF.?° Possible reasons cited include the
perception that some lens types do not degrade

in performance when worn for longer periods and
that their replacement frequency can therefore be
extended. In some cases replacement more frequent
than the MRRF was recommended; this occurred only
for 1 percent of two-weekly lenses but for 18 percent
of monthly lenses

Reinforcing compliance

If the debate continues on the optimum replacement
frequency, there is general agreement that, for
reusable lenses, perfect compliance levels overall

are low. Practice procedures should therefore be
directed at identifying those who are noncompliant
and encouraging compliance at every opportunity.®®
Examples of ways to improve compliance are
summarised in Table 1.

Carefully question the patient using open guestions
to elicit non-compliant behaviours, such as ‘How
often do you replace your lenses?’ rather than

‘Are you replacing your lenses every two weeks?"
Empathise with the patient so that they feel more
able to admit to stretching, while emphasising

that comfort and vision will not be optimal unless
lenses are replaced as recommended and, at worst,
could put the health of the eyes at risk. Explain that
wearing lenses longer than recommended may be
associated with a higher risk of contact lens-related
complications.3%

However, it is worth remembering that compliance
is about much more than just replacement schedule.
In fact only 2 percent of contact lens wearers are
thought to be fully compliant with their contact lens
wear and care regime.?

Try employing a memorable analogy for reinforcing
lens replacement; in the case of daily disposables,
re-using a wet wipe or paper tissue could be a useful
analogy. Reinfarce your advice at every visit and track
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A survey of SiH and daily disposable wearers was
conducted through eye care practices in the US that
included lens wearer distribution of 16 percent daily
disposable, 45 percent two-weekly SiH, and 39 percent
monthly SiH.30 One percent of monthly lens wearers,
4 percent of daily disposable wearers, and 18 percent
of two-weekly wearers were given instructions that
did not conform to the manufacturers’ recommended
replacement frequency (MRRF). Four percent of
patients reported that their practitioner gave no
recommendation on replacement frequency.

Four in 10 patients completing the survey exceeded
the MRRF. Asked after how many days or months
they replaced their lenses, 15 percent of daily
disposable wearers said they replaced their lenses
after more than a day, 29 percent of four-weekly
lens wearers after more than 31days, and 59 percent
of two-weekly wearers after more than 17 days.

The most frequent reasons given were ‘forgetting
which day to replace lenses’ (51 percent) and 'to save
money’ (26 percent).

A study in Canada and the US by the same group
showed similar results although prescribing

rates differed.® Non-compliance rates for actual
replacement frequencies reported by patients were
lowest for daily disposables, followed by monthly
lenses (33 percent Canada, 28 percent US) and two-
weekly lenses (50 percent Canada, 52 percent US).

However, recent findings support the view that the
problem of ‘stretching’ replacement interval is worse

among patients wearing a monthly lens than in those
with a two-weekly replacement schedule.?? An online
survey was conducted among randomly selected US
consumers who were unaware that the information
was being sought by a contact lens manufacturer.

The results showed that only 43 percent of patients

who were prescribed a two-weekly replacement lens
and only 36 percent of patients prescribed a monthly
replacement lens were complying perfectly with the

prescribed schedule.

‘Minor stretching’ (up to one week) was identified
among 65 percent in the two-weekly replacement
group and 55 percent of those in the monthly
replacement group. But only 4 percent of patients

in the two-weekly group displayed ‘extreme
stretching’ (8 weeks or more) compared to 23 percent
in the monthly group (Figure 4). Monthly wearers
were therefore more prone to extreme over-wear,
potentially leading to problems with comfort and/

or vision.

For the authors of this work,*” it was counterintuitive
that patients who were noncompliant with a
two-week replacement schedule would be more
adherent to instructions if allowed to wait four weeks
to change their lenses. When noncompliance with
frequent replacement was an issue, switching to daily
disposable lenses was probably a better alternative,
they suggested.

Figure 4: 'Stretching’ of lens replacement interval from survey of

645 frequent replacement contact lens wearers®
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significant difference between the two lens types.

Asked which week of the month, in general, these
wearers started to notice that their lenses were
uncomfortable, more than nine out of 10 (35 percent)
said that they became aware of discomfort in

weeks three and four. Monthly SiH lens wearers who
experienced discomfort tended to notice it earlier in
the lens cycle than hydrogel wearers.

For over half of wearers, subjective perceptions of
vision and ocular health also worsened over the
course of a month’s wear. Around two thirds (64
percent) felt their vision was less clear at the end

of the month compared to the first day they put

the lenses in, and just over half (53 percent) felt the
lenses were less healthy for their eyes. Again these
perceptions were shared by SiH and hydrogel wearers
alike.

There was also evidence that some monthly wearers
replaced their lenses more often than once a month
in order to maintain comfort, regardless of lens
type. About one in three (34 percent) felt they had
to replace them before the end of the month due to
discomfort and this was the case for both hydrogel
and SiH wearers.

Other authors have found a decline in lens
performance with lens age. A recent study
investigated patient wearing experience (comfort,
symptoms and comfortable hours of wear) with two
daily wear SiH lenses, the two-weekly ACUVUE®
OASYS® with HYDRACLEAR® Plus and monthly
replacement AIR OPTIX® AQUA lens. 2%

Both lenses showed performance declined across
their recommended life, in some cases in the first
week of wear. With the two-weekly replacement
lens, comfort slowly declined across the wearing
schedule (Figure 7). In contrast, the monthly lens
showed a sharp drop in the proportion of patients
who were satisfied with overall comfort during the
first week of wear (85 percent to 60 percent), and
the proportion of patients who were dissatisfied with
comfort increased over the remaining three weeks
(26 percent at the end of the monthly lens’ wear cycle
compared to 10 percent at the end of the two-weekly
lens’ wear cycle).

Results for end-of-day comfort (Figure 2) showed a
similar distribution, and, for the monthly lens wearers,
uncomfortable hours of wear continued to increase

over the four-week life of the lens (2.2 hours average
increase in uncomfortable wear from two to four weeks,
a statistically significant difference). Clinical evaluations
of deposits, wettability, corneal staining and limbal
redness also showed a decline in performance over time,
which may partly explain the decrease in comfort and
increase in dryness symptoms.

Researchers have also looked at the impact

of replacement frequency on scheduled and
unscheduled visits in SiH wearers.” The median
return for an annual visit for two-weekly and monthly
prescribed lens wearers was the same, at 13 months.
But significantly more monthly wearers returned for
an unscheduled visit due to clinical complaints related
to their contact lenses than two-weekly lens wearers
(13 percent vs 8 percent, Figure 3).

Figure 1: Overall comfort satisfaction during a randomised, parallel group,

2-4 week subject masked, daily-wear study?
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Figure 2: End of day comfort satisfaction during
a randomised, parallel group, 2-4 week, subject
masked, daily wear study®
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Figure 3: Percentage of patients returning
for a contact lens-related unsceduled visit*
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Complaints included irritation, discomfort and blurred
vision. Return visits for medical reasons were not
different in this study.

For patient satisfaction and practice efficiency,
practitioners should consider these findings when
deciding on optimal replacement frequency for SiH
lenses, the authors conclude.

However, some studies of soft lens wearers (SiH

and hydrogel) have revealed no differences in other
clinical findings between replacement schedules. The
Contact Lens and Dry Eye study? found no significant
difference in the frequency of contact lens-related
dry eye between different modalities. Mare recently,
lens factors other than replacement schedule, such as
water content, material, wearing time and deposition,
have shown an association with corneal staining.?®

Compliance with
replacement interval

If ‘fresher is better’ for clinical reasons, is it also
better for patient compliance? The overwhelming
consensus is that daily disposable wearers are the
most compliant group, despite initial concerns when
these lenses first became available that patients
might re-use them. Jones et al6 were among the
first to report that wearers of daily disposable lenses
were more likely to be compliant with the prescribed
wearing schedule than other disposable and frequent
replacement lens wearers (98 percent vs 89 percent).

Recent consumer surveys have supported this finding.
In the US, a survey of wearers with recommended
replacement intervals up to six months found that

daily disposable wearers were the most compliant; 94
percent of wearers told to replace their lenses every
day complied, less than 6 percent discarded lenses
every two days and 0.5 percent waited up to a week
before replacing their lenses.”

A study by Donshik et al?® found good correlation
between the prescribed lens replacement schedule
and patients’ actual replacement, and that the
recommended schedule was followed less as the
replacement interval increased.

Margan® reported very high levels of compliance
among daily disposable users in the UK, with as many
as 97 percent of wearers discarding their lenses on a
daily basis, compared with 81 percent of two-weekly
wearers and 82 percent of monthly wearers who
replaced their lenses within the recommended period.
This author also noted very wide differences in
compliance rates between countries.

Other authors support the view that compliance with
lens replacement in the UK is similar with two-weekly
and four-weekly lenses. Jones et al6 found equal levels
of compliance with these modalities (89 percent),

and a maximum replacement interval of 28 days for
two-weekly lenses and 50 days for four-weekly lenses.

Recent studies have added further to the compliance
debate. Dumbleton and co-workers have published

a series of papers based on surveys conducted in
North America about replacement frequency of soft
lenses, patient and practitioner compliance with
these recommendations and reasons for patient
noncompliance.
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lowest overall complication rate of soft daily wear
modalities and the complication rate to rise as the
replacement interval increased.™"

More recently, the relative incidence of more serious
complications with different modalities has been

the subject of further research. In the UK, a study in
Manchester showed that daily disposable users had
the lowest incidence of non-severe keratitis of all soft
lens types.?

Other studies by Stapleton and Dart™* did not find
a lower risk of microbial keratitis (MK) compared to
other soft daily wear lenses. However, of those daily
disposable users presenting with MK, about half (52
percent) admitted to at least occasional overnight
wear," a major risk factor for MK. Also, the daily
disposable modality seemed to be associated with
the lowest risk of severe MK, although there was a
difference in relative risk noted between brands.”

From the clinical standpoint, numerous studies have
therefore supported the contention that ‘fresher is
better’ for soft lens replacement.

One study looked at the effect on comfort of
replacing hydrogel lenses more often than daily,

and although replacing lenses mid-way through the
wearing day led to an initial improvement in comfort
with the new lenses, there was no difference in
end-of-day comfort scores.”

Many of the large-scale studies comparing clinical
performance with different replacement frequencies
were conducted in the 1980s with hydrogel lenses.
Qver the past decade not only have new designs
emerged to correct a wider range of patients but
silicone hydrogels (SiHs) have overtaken hydrogels as
the materials of choice in most markets across the
world. Further studies with currently available lenses
have therefore shed more light on the arguments for
and against each replacement frequency.

The advent of

silicone hydrogels

In 1999, the introduction of the first SiH lenses
marked a major step forward in contact lens
technology. But the clinical performance of the first
generation of SiHs and the reluctance of practitioners
to embrace extended wear initially caused relatively
low uptake. Today, SiHs have become the most
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commonly prescribed materials in the UK, accounting
for half of all new fits and two in every three refits.”
Only a small minority of lenses (5 percent) are
prescribed for extended wear.

With an increasing number of prescribing options,
soft lens replacement interval has continued to

be debated. The first generation of SiHs were
recommended for monthly replacement and up to
30 nights’ continuous wear. Two-weekly SiH options
emerged in 2004 with ACUVUE® ADVANCE® with
HYDRACLEAR® and, the following year, ACUVUE®
OASYS® with HYDRACLEAR® Plus, the first of a
new generation of SiH lenses with low modulus of
elasticity and coefficient of friction, and wettability
achieved without the need for a surface coating.

In 2008 came the world’s first daily disposable SiH
lens, DAY ACUVUE® TruEye™, which meant that SiH
lenses were now available in all three of the most
commonly prescribed replacement frequencies.
Almost all new lenses fitted in the UK today are for
replacement at intervals of one month or less (39
percent) and almost half (45 percent) are for daily
replacement.”

The frequency of lens replacement continues to vary
greatly among markets.” Daily disposable lenses, for
example, are prescribed for 6 percent of fits in Croatia
and for 75 percent of fits in Hong Kong. However,
North America remains below the global average

for the proportion of daily disposables fitted (30
percent). The US and Japan markets have the highest
overall contact lens penetration (16 percent and 22
percent respectively)® where two-weekly lenses are
the most commonly dispensed reusable lens types.?

Several studies have investigated the influence
of replacement frequency on the performance of
modern lenses. A survey in 2007 to investigate
monthly soft lens wearers’ experience with their
contact lenses asked wearers using a variety of
monthly lens brands - traditional hydrogel and
SiH - about their attitudes to their current lens
performance.”

More than two-thirds of monthly lens wearers (68
percent) noticed a decrease in wearing comfort
over the course of a month and the sensation of
growing discomfort was experienced almost equally
by wearers of hydrogel and SiH lenses, with no
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The long and

the short of soft
CL replacement

The optimum replacement interval for soft contact
lenses has been debated since the first hydrogel
lenses emerged almost 50 years ago. Anna Sulley and
Sheila Hickson-Curran review the background to this
debate and the latest research findings.

KEY POINTS

» Many clinical studies and patient * Extreme ‘stretching’ is more
likely among monthly than
two-weekly replacement lens

satisfaction surveys support
the contention that ‘fresher
is better’ for soft contact lens wearers
replacement, especially when

Failure to replace lenses at

replaced daily the recommended interval is
* Soft lens performance generally associated with discomfort and
declines with lens age complications

 Almost all soft lenses fitted Monthly wearers are more likely

today are for replacement at to make unscheduled visits for
intervals of one month or less clinical complaints than two-

« In the US and Japan two-weekly weekly wearers
lenses are the most commonly * Practitioners need practice
dispensed reusable lens types, strategies to reinforce
markets with the highest compliance with lens
contact lens penetration rates replacement

* Compliance with lens replacement ‘Cost-per-wear’ for spherical

varies between countries and toric lenses is similar for
two-weekly and for monthly

replacement

* Daily disposable wearers are
most likely to comply with lens

How often should wearers replace
replacement their contact lenses?

/‘—
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When Professor Otto Wichterle produced the first
wearable soft contact lenses in 1961 using a Meccano
set and the generator from his son’s bicycle, he had
already considered how long each lens would last
and how often it should be replaced. Asked what
should be done with the lenses when they were

dirty, Wichterle would simply say throw them away:!’
Fifty years later, contact lens manufacturing and
materials may be a world away from those early days
of soft lenses, but the optimum replacement interval
for Wichterle's pioneering invention still provokes
debate.

The original soft lenses were replaced when
damaged, lost or spoiled such that they became
uncomfortable and vision deteriorated. Depending on
the patient, disinfection system and lens material,
replacement intervals could be as long as two to
three years although, as soft lenses became more
widely prescribed, some practitioners began to
introduce their own replacement schemes based on
their clinical experiences of lens life!

The industry’s concept of planned or frequent
replacement for soft contact lenses first emerged

in 1985 with a three-monthly replacement scheme.

It was in 1988, when the ACUVUE® lens was first
introduced to the UK, for weekly replacement, that
‘disposable’ became the accepted term for these
lenses. In the late 80s, more two-weekly and weekly
options emerged, whether for daily or extended wear.

With a variety of replacement schedules available,
researchers studied the relative merits from a
clinical standpoint. Literature reports of the benefits
of frequent replacement and disposability over
unplanned replacement are extensive, and centre
primarily around the influence on lens deposits and
their impact on clinical performance.

Several early studies demonstrated the clinical
benefits of replacing lenses at least monthly. With
high water content hydrogel lenses, front surface
wettability is better maintained and lens deposits
decrease if lenses are replaced monthly rather

than every three months.? Replacing lenses every
month or more frequently maintains performance
throughout the period of use, whereas increasing
the replacement interval to three months leads to a
significant loss of performance.’

CONTACT
LENSES

Other studies also support the choice of two-weekly
over monthly replacement for clinical reasons. As
early as 1980, it was suggested that disposing of
lenses either weekly or two-weekly could help to
minimise lens deposits that adversely affect patient
comfort.* Later, protein and lipid deposits on Group Il
lenses were shown to increase progressively over four
weeks' wear.®

A survey of mare than 1,000 soft lens wearers found
fewer dryness symptoms and end-of-day discomfort
with two-weekly replacement lenses than with
monthly lenses.® Comfort at replacement was the
same with daily disposable and two-weekly lenses
and both were significantly more comfortable at
replacement than monthly lenses. Other authors
showed that two-weekly replacement lenses, when
combined with a multi-purpose solution, provide
better patient comfort and satisfaction than other,
monthly replacement lenses.’

Replacement frequency also appears to be a factor in
developing papillary changes. Patients on a one-day
to three-week replacement cycle with hydrogel
lenses had a significantly lower risk of developing
giant papillary conjunctivitis (GPC) than patients who
replaced their lenses at longer intervals.®

That ‘fresher is better’ when it comes to soft lens
replacement interval was therefore evident from the
early days of planned replacement and disposability.
And although some specialist lenses were still
replaced less frequently, the most commonly
prescribed hydrogel lenses came to be replaced at
intervals of one month or less.

Daily disposables debut

In 1995, the introduction of the first daily disposable
lens offered the simplicity and convenience of contact
lens wear free from cleaning and disinfection and led
to comparisons of clinical performance with other
modalities.

When re-fitted with a daily disposable lens,
conventional daily wear users showed improved
vision, comfort, symptoms, slit-lamp findings

and overall satisfaction.? The incidence of corneal
complications with lenses replaced daily was lower
than with other lens types, including gas permeable
lenses.”® Daily disposables were shown to have the
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Masters at work

Poya Eghterafi:

Continuing the EGMA Legacy

B In the Middle East’s optical industry, the word
“Egma” does not need further introduction. Ev-
eryone knows about it - the industry recognizes
it with great understanding and respect. And,
that high level of recognition in this market is at-
tributed to two amazing individuals that helped
shaped the industry: the Eghterafis.

B The company that was previously known as EGMA
Lens Factory, now more aptly called as EGMA Optical
Supplies, trails back its rich family-owned history from
two wise and passionate men in the optical world:
Mr. Zia Eghterafi and Mr. Poya Eghterafi. Mr. Zia is the
one who founded it in 1975 while Mr. Poya continues
on today with the legacy of his father.

B In Eye Zone's exclusive chat with Mr. Poya, he said
that being the second generation to run the business
was not an obligation for him. While his only brother
became a lawyer, he on one hand personally wanted
to take part in the development of EGMA. Looking
back, he remembered growing up in their factory’
in Saudi Arabia. As a young boy visiting regularly, the
laboratory used to be his playground as he learned
how to grind lenses. This actually prompted the be-
ginning of his passionate take in optics.

B But it was in 1995 when Mr. Poya officially joined
the company running the storeroom, handling prod-
uct management, accounting inventories, and incor-
porating new technologies in the decades-old busi-
ness. Then, in 2000, EGMA decided to move its loca-
tion to Dubai for more logistics capability.

B Mr. Poya mentioned that it was an easier move
since the ease of business processing in the emirates
helped in establishing a fertile ground to their new
headquarters. The experience he had in building
the factory allowed him to learn a lot of things, and
paved the way for committing more professional way
and avoiding lesser mistakes in establishing their sec-

ond factory in 2002.

W Taking a retrospect in his professional career, Mr.
Poya told us that he is most proud of his share in edu-
cation. He told Eye Zone that he is pleased that he
had been an instrument of even a tiny part in edu-
cating optician on higher level of optics. In EGMA,
they conduct a number of training courses to train
opticians, optometrists plus sales people on the art of
selling lenses.

B Mr. Poya continued to share that the lens specifical-
ly is the most boring item to be sold if one salesper-
son is looking for an exciting item to sell. But for him,
it is the other way around. In fact, it is very exciting, as
it is challenging. Mr. Poya explained that he tries to
be creative and put up new ways in introducing the
lens, in introducing it in a way that they will be able
to convey the message to the optical industry and in
turn to the end consumer.

B He recalled the times when he felt quite proud
when opticians would call and ask for specific types
of progressive lenses. Apparently, the continuing ed-
ucation that he and EGMA initiated was paying off in
imparting knowledge to the optics professionals. He
said that those were the exact moments when he ac-
tually felt proud.

B Aside from this, Mr. Poya would consider that his
major achievement as the main man in EGMA is the
company’s ability to introduce Rodenstock and build
it as one of the biggest players in the Middle East. He
laughingly shared that here in the Middle East, he is
quite known as Mr. Rodenstock.

B This amazing relationship of EGMA and Rodenstock
would witness more projects this year, to be unveiled
in the upcoming Vision-X exhibition in Dubai. Accord-
ing to Mr. Poya, this year is amazing for him and the
whole lens industry as it would see the launching
of new pre-form technology in Vision-X. This is a full

transformation of what EGMA can offer to customers
as there is no more | will order for you in Germany.
B Any kind of lens that can be produced in Germany
will be produced here. There will be no delay, but still
with the same kind of quality assured by Rodenstock.
He assured us that this is the biggest thing. New pro-
gressive design, new materials, new products — it's a
lens year for every one indeed.

B On the other hand, in distribution front, EGMA
would announce n Vision-X the latest products
Porsche design and dunhill eyewear as well as Mer-
cedes Benz that will soon be in the market.

B Despite the apparent success, Mr. Poya was well
aware of the challenges he continuously faced in the
industry. He quipped that in the lens business, there
is nothing written, no rule to follow, which leads to
being more creative. In his own words: How would
you describe a transparent piece of plastic and how
do you make it exciting?

W He furthered in the thought that in EGMA, they dis-
tribute very high end products but somehow in that
part of the business, the story is already told by the
brand and they just need to promote it. But in lenses
per se, the story is not yet written and understood by
all. It is not that easy to understand, and sometimes
there is no story at all. So, how to convey these to the
optician and to the end consumer is very interesting
challenge to Mr. Poya and to his team.

B Another interesting challenge that he would like to
see some changes is the lack of control and regula-
tions in the industry. Unlike in other countries where
specific regulations guarantee quality and control,
the optical industry in the region is still quite far from
this. He explained that at present the industry lack
control and regulations. Mr. Poya understands that if
the regulations are implemented then it is going to
be hard job. But he assured that even now, EGMA al-

ready follows international standards and regulations.
He believes that it will be hard work to get certified
but it will be worth if the industry can initiate an as-
sociation or union to control what is good quality or
not.

Bl Indeed, the man behind the second generation of
EGMA is clearly involved in his business. His open of-
fice management style and his ability to incorporate
friendly, family culture in his 70-member staff would
be testament to his achievements and success. Mr.
Poya is the kind of man who believes that money
is not everything but people stay. For him, it is the
most important lesson in the world that he can teach
anyone. Moreover, his secret to success is his love for
what he does. As he quoted the infamous Donald
Trump: you should love what you do to succeed in it.

B s this love in optics rubbing off to his family? Ask-
ing him if he would pass on the legacy to his children,
Mr. Poya nodded with an affirmative answer, no hesi-
tation at all. He exclaimed that yes, he will pass on the
EGMA legacy to his eldest son who is now nine years
old. He takes him to the lab and to the office when-
ever he is on school holidays. Mr. Poya can see that
his son loves it, and enjoys being in it. In fact, he can
see himself in his son when he was young self in him
- indeed a good sign that the legacy will continue on
and on.

B No wonder, passion for optics runs in the Eghter-
afi blood. Mr. Poya told us that the lessons he learned
from his father — honesty, loyalty and patience — are
the same things that he would pass on to his sons.
He concluded his retrospection that his father has the
wisdom. But, he had the passion and creativity as a
young one. And, for him — and we believe — that it is
of great combination.
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High sales time for Transitions Lenses

Glare is caused by an excess of light and results in dif-
ficulty seeing. This can range from annoyance or dis-
comfort to visual impairment, and is a significant threat
to proper vision. Glare is a year-round problem, but it
can be particularly troublesome in the winter months.
Whether it's the shorter days, longer nights, or reflec-
tions from snow, ice andwet surfaces, winter glare can
get in the way of seeing your best.

Shorter Days

The winter months mean shorter days. The sun rises
later in the morning and sets earlier in the evening. Un-
fortunately, these altered times for sunrise and sunset
often correspond to times when we are out and about.
People coming to and from work often have to deal
with the sun when it is lower in the sky, and are more
likely to find the glare from the low sun distracts them
or impedes their vision.

Longer Nights

The winter months also have longer nights relative to
other seasons. This means more of our time spent out-
doors is during the night time, in lowlight conditions,
which poses other challenges for seeing well. Glare
from bright lights, such as street lights or headlights
from cars, can be distracting.

Focusing the eye can be more difficult in these situa-
tions, and may lead to squinting and eye fatigue.

Reflected Light

Snow and wet surfaces reflect the sun’s rays, creating
additional sources of glare that can reduce vision on
sunny winter days. Because of this, we often have two
sources of glare to worry about in the winter: direct
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glare from the sun, and indirect glare from reflections.

In some cases this may be a simple distraction, but it
can also cause squinting and lead to eye fatigue.

Transitions Lenses protect against Glare
and UV Rays

Winter glare makes seeing in the winter more difficult,
and exposure to UV rays can damage the eyes and lead
to vision impairment. Being aware of these dangers
makes it easy to understand the benefits of Transitions
Lenses during the winter months:

Transitions Lenses are adaptive lenses that block 100%
of harmful UV rays to protect your eyes everyday.

They are perfectly clear indoors to give you the best of
your sight.

When going outdoors they automatically adapt to light
conditions to protect you against glare and enhance
your vision.

Transition Lenses don’t just cor-
rect your vision, they also protect
your eyes and help you see better
in changing light conditions. Transi-

tions Lenses are available for all pre-

scription types and designs, making
them an ideal solution in almost any
situation.
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SPECIAL
COVERAGE

High sales time for Transitions Lenses

The winter months are a challenging time for vision. On
one hand, the eyes need protection from glare caused
by reflections from bright or wet surfaces, especially
when the sun is low in the sky. On the other hand, with
fewer daylight hours, the eyes need the maximum
amount of light possible during low-light conditions.
Not surprisingly, many people turn to Transitions Lens-
es during the winter months to help them protect their
eyes while seeing their best. This makes the winter a
high sales time for Transitions Lenses.

To help you introduce the benefits of Transitions Lenses
to your customers, recall that these lenses are everyday
clear lenses that do more:
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Transiti@ns

InSIGHT

THE
DANGERS OF
UV & GLARE

INTHE WINTER MONTHS

Block UV rays

Transitions Lenses protect your eyes by blocking 100%
of harmful UV rays

Clear Indoors

Transitions Lenses are perfectly clear indoors to help
your see your best

Adapt to Light

Transitions Lenses automatically adapt to changing
light conditions outdoors to protect against glare and
enhance your vision

UV Rays: An invisible danger

Ultraviolet (UV) rays have short wavelengths that make them invisible to the naked eye.

They are typically divided into 3 different groups:

ULTRA VIOLET

100 280 315 400

UVA: 315-400 nm
UVB: 280-315 nm
UVC: 100-280 nm

UVC rays are typically filtered out by the
ozone layer of the atmosphere, but UVA
and UVB rays reach the earth’s surface and
can cause serious damage to unprotected
eyes.

In fact, over 90% of UV rays can pass
through light cloud cover.

These harmful rays are reaching our eyes all
the time, even when it is raining or cloudy.

Because of this, damage from UV rays is
sometimes underestimated in the winter
months, when it is snowing, raining, cloudy
or grey.

In addition, snow doesn't just reflect visible
light; it reflects UV rays as well. With fresh
snow, up to 80% of UV rays can be reflected.
This means that on snowy winter days we
can be exposed to UV rays not only directly
from the sun, but also indirectly from UV
rays reflected by snow all around us.

Knowing the dangers that UV rays pose for
healthy vision, make sure not to underes-
timate UV in the winter months. Remem-
ber that eyes require constant protection
against this invisible danger!

VISIBLE LIGHT

Clean snow reflects up

to 80% of sunburning UV

4

UV increases by 4%

for each 300 metre

increase in altitude

Indoor workers
receive 10% to
20% of outdoor
workers yearly
UV exposure

At half a metre
depth UVis
still 40% as
intense as at

the surface

700
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Events

THE 11TH CHINA (SHANGHAI) INTERNATIONAL OPTICS FAIR
Shanghai Everbright Convention & Exhibition Centre

T

The 11th edition of the China (Shanghai) Interna-
tional Optics Fair (SIOF 2011) heralded its exciting
closing after unveiling for 3 days. SIOF 2011, the
Asia’s premier and largest optical fair, was endorsed
by the Ministry of Commerce, P.R. China, organized
by the China Optometric & Optical Association and
China Light Industrial Corporation for Foreign Eco-
nomic & Technical Co-operation and co-organized
by Orient International Exhibition Co., Ltd.

As a matter of fact, the organizer are happy to an-
nounce that both the China International Optics Fair
(CIOF) & the China (Shanghai) International Optics Fair
(SIOF) have been officially endorsed by the Ministry of
Commerce, PR.China as two of the important and dis-
tinguished exhibitions of China.

The 3-day fair has successfully attracted 44, 000 trad-
ers and buyers entries from 77 countries and regions,
reaching a remarkable number as compared with last
year. This year, 694 exhibitors occupied a 38,000 square
meters exhibition area. Actually there were 247 com-
panies with international brands from China, Australia,
Austria, Canada, Denmark, France, Germany, HKSAR,
Holland, Israel, Italy, Japan, Korea, Singapore, Spain,
Switzerland, Taiwan Region, Thailand, the United King-
dom, the United States. Amidst the exhibitors include
the domestic pavilions of various production bases of
China from Wenzhou, Xiamen & etc, Hong Kong Pavil-
ion formed by the Hong Kong Optical Manufacturers
Association and the oversea pavilion by SILMO exhibi-
tion of France.

With global economic recovery as well as the notice-
able effect of China's policies of bolstering consump-
tion and demand, China’s drastically dropping import
& export of optical items have seen improvement in
2010. According to customs statistics as of January to
July 2010, China’s export of optical products was valued
at USD 1.65 billion, registering a growth of 28.8%, as
compared with the same period the year before. Whilst
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the import amounted to USD 207 million, increased by
54.08% over the same period of the precious year, this
has reinforced that China's optical market has proven
resilient against the slowing trend of global economy
and confirmed the huge consumption power of the
Chinese. To fulfill the exhibition space demand from ex-
hibitors who are very eager to share in this growth, the
organizer has used all the exhibition areas of the center:
the West Hall, East Hall and built an Qutdoor Hall plus
all the function rooms in the adjacent Shanghai Ever-
bright Hotel. Nevertheless, the organizer has to limit
and squeeze the size of exhibition booth requested by
exhibitors so as to accommodate as many companies
as possible to exhibit in the fair. Although making such
measures, there are nearly a hundred local and overseas
enterprises unable to get space.

To illustrate and confirm the positive support from ex-
hibitors, shown below are the world-renowned and lo-
cal brands of different categories in our fair: 18K GOLD
SUPREME, AV.V, ADIDAS, ALAIN DELON, ALEXANDER
MC QUEEN, ALFRED DUNHILL, AMANI, ANNE ET VALEN-
TIN, ARMANI EXCHANGE, ARROW, ASAHI, BALENCIAGA,
BALENO, BARBIE, BAYER, BERLAC, BIO LUC THIN, BMW,
BOLLE, BOSS HUGO BOSS, BOTTEGA VENETA, BRIOT,
BRIOT/WECO, BUGATTI, BUICK, BYBLOS, CALVIN KLEIN,
CALVIN KLEIN-CK, CANON, CARRERA, CELINE, CHAROPS,
CHARRIOL , CHASE DIAMOND, CHOPARD, CHROME
HEARTS, COACH , COBURN, DAC VISION, DIOR, DONG
YANG, ED HARDY, EFE, ELEGANCE, EMILIO PUCCI, EMPO-
RIO ARMANI, ERMENEGILDO ZEGNA, ESCADA, EUCLID,
EURACOAT, EVISU, EXALTO, EXTE, FACE A FACE, FENDI,
FRASTEMA, FRED, FURLA, GIORGIO ARMANI, GIVENCHY,
GOLD & JEWELRY COLLECTION, GRAND SEIKO, GUCCI,
HELLO KITTY, HOYA, HUGO HUGO BOSS, HUVITZ, HY-
DRON, INDO, ISSEY MIYAKE, J.FREY, JEEP, JHANE BARNES,
JIMMY CHOO, JUICY COUTURE, JUST CAVALLI, KANSAI,
KARL LAGERFELD, KOOKI, LACOSTE, LAFONT, LEGO,
LEVI'S, LEYBOLD OPTICS, LINDBERG, LOEWE, LOTTO,
LUNETTERIE, M MISSONI, MA-JI, MASATOMO, MARC

BY MARC JACOBS, MARC JACOBS, MASUNAGA, MAX
MARA, MAX&CO., MCGREGOR, MECCANOTTICA MAZZA,
MEI, MERCEDES BENZ, MIKA, MILA SCHON, MINI COO-
PER, MINIMA, MISS SIXTY, MIZUNO, MYKITA, NAUTICA,
NEW BALANCE, NEXUS, NIDEK, NIKE, NINE WEST, NO-
MAD, NORVILLE AUTOFLOW, OPTISAFE®, OXIBIS, PAL
ZILERI, PHANTOM®, PICHINA, PIERRE BALMAIN, POLA-
ROID, POLICE, PORSCHE DESIGN, PORTS, POTEC, PRO-
CLEAR, PRODESIGN, PUMA, REICHERT, RENOMA, RICH-
DOME, ROBERTA DI CARMERINO, ROBERTO CAVALLI,
RODENSTOCK, ROMEO GIGLI, ROTLEX, RUDY PROJECT,
S.T. DUPONT S.T,, SAMBO TECH, SANTA MONICA, SATIS-
LOH, SCHNEIDER, SCHUMAN, SEIKO, SENJU, SERENGETI,
SHIN-NIPPON, SHISEIDO, SILHOUETTE, SISLEY, STERLING
ULTRA PRECISION, SYNERGY, TAG HEUER, TAKAGI, TED
LAPIDUS, TOMEY, TOMMY HILFIGER, TONYSAME, TOP-
CON, TRANSITIONS, US.POLO ASS'N, UNICOS, UNITED
COLORS OF BENETTON, VALENTINO, VERA WANG, VISIO-
NIX, WECO and YVES SAINT LAURENT. Furthermore, it is
noteworthy that BOLLE, JEEP, LOTTO, YOUNGER OPTICS,
LOADPOINT make their debut appearance alongside
with Safilo and Buick who made their prodigious partic-
ipation again at SIOF 2011. Without doubt, 3D Glasses
displayed in the fair also attracted the eyeball of par-
ticipants for its profound business potential on the ho-
rizon. Moreover, traders and buyers can check national
or regional prestigious product trademarks of China
in the halls, they are Balong, Cobra, Conant, Honsun,
Jinggong, Lixin, Tornado, MCT, Ming Yue, Parim, Por-
poise, Prosun, Riccino, SS Pair, Surjel, Wan Xin, Weixing,
Xinyuan and Yingchang. Additionally, a catwalk show
to present the latest optical trend has won a great ap-
plause from the traders and buyers in the dinner party
co-hosted by the organizer and the co-organizer.

In spite of their busy schedule, trade visitors and buy-
ers crowded the conference rooms to attend 4 techni-
cal seminars, which are presented by Satisloh Ltd for
3 different topics and by Shanghai Chemat Advanced
Ceramics Technology Co,, Ltd. for its specialty. Beside
the technical seminars, trade visitors and buyers also
exulted on the introduction of the standardization for
China and International Optics Industry as well as the
presentation of the current economic situation of China

& worldwide by Madam Ren Xing-zhou of the Develop-
ment Research Centre of the State Council of China. The
organizer will keep on organizing this kind of seminars
to let the industry know the latest development and
trend of China and her optical market!

In retrospect, China’s optical industry had enjoyed a
fast growth in the 11th Five-Year Plan for Economic and
Social Development of the country. In 2010, the aggre-
gated industrial output of COOA's members reached
Rmb35 billion and the export of China’s optical industry
was US$3 billion, and the average annual growth rate
of COOA's members and the export of China’s optical
products over the 11th Five-Year Plan were 13% and
20% respectively. As the year 2011 marks the begin-
ning of China’s implementation of the 12th Five-Year
Plan for economic and Social Development, Chinese
Optical Industry will leap forward into a new era fac-
ing the need to change the mode of development, the
responsibilities of adjusting product structure and up-
grading production. Moreover, China Optometric and
Optical association will make use of SIOF as a platform
to strengthen the exchange and cooperation with the
local and international counterparts to enhance and
improve the optical industry together. Anticipating the
opportunities embedded in the 12th Five-Year Plan for
China’s optical industry, SIOF will be the most unparal-
leled platform to grasp the vast business potentials in
the booming lucrative China optical market and will
perform as the efficient platform for worldwide buyers
sourcing and procuring the most sought-after optical
products and equipment! The 12th edition of SIOF will
be held on 22nd to 24th February 2012.

Another cannot-be-missed optical exhibition is SIOF's
sister Autumn Fair, the forthcoming 24th China Inter-
national Optics Fair (CIOF 2011), which will be held on
14th — 16th September 2011 at China International Ex-
hibition Centre, Beijing, China.
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Industry eyes Dubai

Vision-X Dubai offers definitive regional platform to the industry

OFFICIAL SHOW

PREVIEW %3

Dubai International Convention and Exhibition Gentre

24 - 26 May 2011

www.vision-x.ae

Vision-X Dubai, taking place 24 - 26 May 2011, is the leading exhibi-
tion in the opthalmic industry to highlight preventative optical care

and the latest consumer eyewear trends.

Ophthalmic and optometry professionals from
more than 63 countries are setting their sights
on Dubai for the Vision-X Dubai exhibition, which
takes place from the 24 - 26 May 2011 at the Dubai
International Convention and Exhibition Centre.
The three-day event brings together leading inter-
national companies and industry professionals to
network, conduct business and keep abreast of key
ophthalmicissues in the region.

Segmented into two areas, Vision Opticare and Vision
Lifestyle, Vision-X Dubai incorporates the full spectrum
of eye care. Vision Opticare will showcase the latest
medical Ophthalmic, Optometric and Technical Equip-
ment and Machinery, while Vision Lifestyle will focus on
innovations and trends in Eyewear Fashion and Acces-
sories.

“Eye care is an increasingly important element in this
region, both from a medical point of view with the
prevalence of diseases such as diabetes, and from a
protection perspective against harsh climatic condi-
tions. Vision-X Dubai is the most influential platform for
both ends of the optical spectrum to showcase devel-
opments, products and services for the MENA markets,’
said Trixee Loh, Senior Vice President, Dubai World Trade

Centre, organiser of Vision-X Dubai.

Marwan Asad, General Manager, Barakat Optical, said:
“Vision-X Dubai is a great opportunity to launch the
new technologies of optical instruments and machines
to the region, and an important event for us to meet
new customers from all over the region every year!
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Industry leaders that have confirmed their participation
at Vision-X Dubai include Platinum Sponsor Egma Lens,

Bakarat Optical, Future Optics, Johnson & Johnson, Lo-
mic, Maui Jim Middle East and Oscar Optics. The Vision-
X Dubai fashion show also returns this year, showcas-
ing the latest and most stylish eyewear products to be
launched globally.

Country pavilions at this year's exhibition will include a
host of first time exhibitors, including Satisloh, Nigura
and Wagner & Kuehner from Germany; Essilor Interna-
tional, Parasite Design, Grosfilley Lunettes and Lookvi-
sion from France; and pavilions from Italy and Germany,
which have expanded to showcase the latest in luxury
eyewear.

“Vision-X Dubai is the most comprehensive event in
the wider Middle East for the ophthalmic industry and
brings together some of the most illustrious companies
not just from this region but much further afield. The
international attendance makes this an excellent pros-
pect for eye-care professionals and those who work in
related fields to either explore the region for the first
time or look at expanding their business,” said Colin
D'Cruz, Chief Operating Officer, Charmant Gulf. “As one
of the major exhibitors at Vision-X Dubai, Charmant
Group has been renowned worldwide in the optical
market for their pioneering work in research and devel-
opment of new technologies.

Striving for perfection and high quality throughout
their products, the company has grown into one of the
most important organisations in the eyewear industry.
Vision-X Dubai is a great opportunity for us to showcase
our innovation and demonstrate exactly why we are a
leading company in this sector”

Taking place alongside Vision-X Dubai is the 6th Vision-
X Dubai Conference, which is co-organised by Dubai
World Trade Centre and the Emirates Medical Asso-
ciation Ophthalmic Society (EMAQS), to be held on 24
May. Delegate Prices are AED 200 for EMAOS Members
and AED 300 for non-members. The conference will
host prominent international figures in ophthalmol-
ogy who will concentrate on topics such as advances in
cornea refractive surgery and present video sessions on
complex eye surgeries.

Visitors can also attend on-site workshops from leading
exhibitors including Johnson & Johnson on May 25, as
well as free to attend daily seminars from Egma Lens,
showcasing their new range of products and services
for the Middle East.

Many new launches will take place throughout the
event, as well as the latest brands and trends of fash-
ion eyewear from around the world, and can be expe-
rienced through the twice-daily Vision-X Dubai fashion
shows.
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Events

Johnson & Johnson Vision Care Road Show in Gulf Region
Teenagers, Communication and Contact Lenses

Contact Lens Poster Quiz

In pursuit of educational campaign, Johnson &
Johnson Vision Care recently conducted a three-
day consecutive road show in the following Gulf
key cities: Dubai, Abu Dhabi and Kuwait started
from April 26 till April 28, 2011. Eye care profes-
sionals, front staff personal and sales professionals
attended these road show events organized by the
Johnson & Johnson Vision Care in Middle East to
learn about the latest findings in the area of teen-
agers and contact lenses as well as find out about
different ways and strategies to communicate with
potential contact lens wearers. A total of more than
400 attendees came to these three events in three
different cities

The road show started first in Dusit Thani Hotel in Dubai
before moving the next day to the city of Abu Dhabi.
More than 150 attendees came that night of April 26th,
2011 to witness these breakthrough and highly educa-
tional presentations delivered by well known experts
in their respective specialties. The participants were
welcomed in a well-decorated venue which included a
special corner for the Vision Care Institute® where inter-
ested individuals went there and collected information
about the upcoming courses that the Institute delivers
on regular basis. The courses include about communi-
cation, contact lens management, astigmatism, health
and hygiene as well as many other courses. The objec-
tive of these courses is to keep the eye care profession-
als and their support staff informed with the latest tech-
nologies and scientific knowledge. The second corner
was dedicated for the ACUVUE® newly launched web-
site. The participants had the opportunity to navigate

through the website www.
acuvuearabia.com  specially
designed for the consumers
whereas the other website
www.jnj.visioncare.ae specially
dedicated for the eye care
professionals to go there to
download information about
different types of ACUVUE®
family of contact lenses as well
as find out the recent updates
in the field of eye care and
contact lens management.
The third corner was a display
section for all the marketing
tools developed by Johnson
& Johnson/ Vision Care rang-
ing from posters to all the
way to the consumer educa-
tional program that has been
launched recently under the
name of the Eye Health Ad-
visor™ that includes six con-
sumer friendly leaflets which
cover about different topics related to eye care, contact
lens management, the damages that can be caused
to the eye by the harmful ultraviolet rays and ways to
protect and many others. Furthermore, there was a sec-
tion where the attendees spent time to answer poster
examination related to challenging cases in the field of
contact lens care.

The event started with a short presentation delivered
by Dr. Gurdeep Singh, a Consultant Pediatric Ophthal-

Mr. Colin Abercrombie delivering his presentaion

mologist from The City Hospital in Dubai. He provided
hospital-based cases where contact lenses played a
major role in managing those cases

The second speaker was the main speaker of the event
who was Professor Christina Grupcheva, currently Na-
tional Professor at the Medical University of Varna in
Bulgaria. She is a regular speaker in the major confer-
ences in Europe such as European Contact Lens Society
of Ophthalmology and British Contact Lens Association
Yearly Conferences. She delivered the night's much-
awaited presentation. Given her vast experience in the
field of ophthalmology, she is very well-knowledgeable
on the matter of offering contact lenses to teenagers.
As she began her talk, she first showed a lively video
presentation that actually caught the interest of the
audience. Through that video, she noted that contact
lenses for teenagers is not mission impossible. In fact,
on the contrary, it is a mission highly possible.

In her presentation Professor Grupcheva showed in de-
tails the science and clinical values of offering contact
lenses to the teenagers. The professor mentioned that
teenagers these days want to have a good vision and
they want to look good at all times which means they
try in any way possible to avoid wearing spectacles.
Therefore, the major considerations in encouraging
them to use contact lenses are vision, looks, activity and
parental approval. Furthermore, her talk highlighted

&
Professor Christina Grupcheva
delivering her presentation

that those teenagers who wear contact lenses score
higher in the areas of activities, satisfaction and appear-
ance as shown in different recently published research-
es.

Given these considerations, another factor that was
brought up was the exact age that any young people
can be fitted with contact lens. The answer according
to Professor Grupcheva was dependent on the matu-
rity of the teenager. She said that there should be no
specific age that one could start, but eye care profes-
sionals should be able to tell if the patients were ma-
ture enough to handle usage of contact lenses. Pro-
fessor Grupcheva recommended usage of daily wear
silicone hydrogel contact lenses for the young people.
She noted that this is the best product for the teenag-
ers most especially when caring about their hygiene
concerns. Also, she provided practical tips in fitting con-
tact lenses to teenagers. At the end of her talk, Profes-
sor Grupcheva shared six real-life successful cases of her
patients, further encouraging the eye care professionals
in attendance to pursue recommending contact lenses
to teenagers.

Mr. Abercrombie a communications expert as well as
a faculty member of the Vision Care Institute™ gave
the third and final presentation of the night. He shared
Top Ten Tips to Grow the Contact Lens Practice. He
discussed in great details the opportunities as well as
different strategies in attracting new contact lens wear-
ers. He went in details explaining different approaches
through communication as well as showing practical
tips to attract new wearers and encourage contact lens
trials. He emphasized that the eye care professional as
well as the sales team must be very proactive in offer-
ing contact lenses to all suitable clients. He went into
details discussing about increasing the contact lens vis-
ibility in the stores as well as explained different ways of
educating the patients or customers as well as motivat-
ing the staff in the store to support the process of con-
tact lens trials. He also noted that contact lens wearers
are more profitable given that they visit the store more
frequently and they are more loyal. Furthermore, he
stated that the contact lens wearers use other optical
products such as a back up pair of spectacles as well as
fashion sunglasses.

The event was filled with educational presentations
which provided value to the attending eye care pro-
fessionals. It clearly demonstrated the importance
of offering contact lenses to the teenagers as well as
showed the opportunity and the benefit of attracting
new wearers into contact lenses through active recom-
mendations. The affair capped off with intimate dining
where the practitioners were able to interact more with
the Johnson & Johnson team and amongst each other
as well,
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Revert introduces its new Polar Junior collection

late adults by wearing classic avia-
tor styles, one of Polar’s traditional
items, now in a junior version to
give children a modern look. Plas-
tic and metal are the materials
used in this collection, combining
different shapes and styles in in-
tense and brilliant shades of color
to capture the children’s attention.
The attractive design of the glasses
is accompanied by a great fit and
the ideal visual comfort provided
by the Polarized Premium® lenses.
Born of a high-tech Japanese tech-
nology, these polarized lenses can
filter and direct almost all the sun’s
rays that cause reflection: thanks to
these features, the risk of sunglare
is minimized. Colors are perceived

S U MO OGLADEES

Bright colors, eye protection and ultimate comfort
are the key features of the children’s sunglasses col-
lection

Dynamic, vibrant and full of energy, the Polar trademark
has always set itself apart for its modern and lively es-
sence, capable of engaging, most of all, the younger
crowd. This new brand for children is inspired by the
same vision: creativity, color and fun are in fact the key
ideas behind Polar children’s sunglasses.

Round and square frames alternate to suit the tastes
and needs of each child. The little ones will love to emu-

more clearly and objects can be
viewed safely, especially when
brightness is intense. Protecting
children’s eyes from harmful sun rays is crucial. At the
same time, children can enjoy wearing a pair of sun-
glasses.

Thanks to the brilliant mix of innovation, design and
superior quality standards, the Polar Junior collection
offers a trendy accessory with high-performance levels.
Herein lays the success of Revert and its trademark: the
ability to combine quality and passion in a single prod-
uct that reflects a philosophy of life and a way of being
that are just as exceptional.

T~

POLAR ORIGINAL SUNGLASSES SINCE 1993

Kuwait: (+965) 222 30 645 / 47

Iran: (+98) (21) 8874 3185
KSA: (+966) 590 11 8931
UAE: (+971) 42 94 26 22

Email: nikonlenses@kefan-optics.com

www.kefan-optics.com

NIKON
SPECTACLE
LENSES

Technology, precision, innovation
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Merve Optic: Quality and Fashion come together

Osse MUSTANG HAWK  optelli

EYEWEAR EYEWEAR

Merve Optik is the one of the leading companies
of optical frames business in Turkey. Merve Optik
has the most widespread and powered organiza-
tion with its employees and offices in Turkey. It the
Turkish optical sector with a percentage of 30%.

Merve Optik collections are available internationally
in the markets. Our products are exported its to more
than 20 countries. Merve Optik's main goal is to share
knowledge and experience with its valuable custom-
ers, while continuously providing quality.

We offer many kinds of products which are approved
and accepted as top quality in Turkey and all over the
world as Merve Optik Co,, these top quality and fash-
jionable products are provided by:

- 15 sales offices in Turkey
+ 3000 distributers in Turkey

- Foreign sales offices and distributors in Iran, Uzbeki-
stan, Kirghizistan, Kazakhistan and Ukraine and soon in
Moscow and New York.

1SS
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Protect your eyes from the UV
while enjoying the outdoors

Kuwait: (+965) 222 30 645 / 47 o .
Iran: (+98) (21) 8874 3185 ~y S A L7 NIKON
KSA: (+966) 590 11 8931 S SPECTACLE

UAE: (+971) 42 94 26 22 AL TAN A LENSES
Email: nikonlenses@kefan-optics.com L3

www.kefan-optics.com Technology, precision, innovation
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Wavefront Technology and its advantages in Optometry ..... (Continued)

relation with Zernike polynomials. It is a quadratic sum
of the Zernike coefficients that give the power of the
aberrations for the terms that have been summed. For
example higher order RMS is the total of all the higher
order aberrations. You can also come across “Total RMS",
which is the overall magnitude of all the eye’s refractive
errors (sphere, cylinder and HOAS)

In a Zernike polynomial, the correct way to combine the
aberration coefficients is to take the root mean square
of them. Aberrometers use the RMS to record and mea-
sure optical aberrations as detailed as 0.01 microns.

Thanks to this kind of accuracy, aberrometers can ex-
press lower and higher order aberrations in terms far
more accurate than ever seen in clinical eye care. With
the RMS system, we can reconstruct the mathematical
calculations of an aberration into Zernike polynomials.

How are wavefronts used to measure ac-
commodation? Why is this important?

The way to measure accommodation with an aber-
rometer is to make the internal fixation target start from
the far point of a subject and then make the target ap-
proach over a custom defined distance and in a cus-
tom defined number of steps. At each step a wavefront
measurement will be taken and by measuring the de-
focus, we get also a measure of the patient’s ability to
accommodate. Itis then possible to analyze the evolu-
tion of all the components of the optical quality of the
eye with accommodation: sphere (with a direct link to
presbyopia), cylinder and also higher-order aberrations.

With a rapidly aging population in the West, presbyopia
is a problem for more and more people. Having a tool
that can measure this is an important step forward in
eye care. Having a tool that also allows to measure any
related aberrations to accommodation can provide
valuable insight into a patient’s evolution of visual qual-

ity.

Is SH wavefront aberrometry a difficult
technique to learn? How long will it take to
get up and running?

SH wavefront aberrometry is not difficult to learn be-
cause the measurements are very easy to do (compara-
ble to that of an auto-refractometer), and because there
is more and more literature available and an increasing
number of practitioners with experience. Doing a mea-
surement can be learnt in minutes and having a good
working knowledge of exploiting the information is a
question of practice and can take some weeks, depend-
ing on the intended application and previous experi-
ence of the user.

Why is wavefront aberrometry an essential
part of modern ophthalmic practice?

Eye care has known a number of major technological
innovations in recent years. Aberrometers have made it
possible for the first time to measure higher order aber-
rations in the clinic. This breakthrough has been a run-
away success with refractive surgeons from the outset,
and now there is a growing realization in the market
that the type of precision and detail offered by aber-
rometers is increasingly needed in the general practice
as well.

There are a growing number of new correcting ele-
ments based on information coming from aberrometry.
Best known are Lasik and IOLs; aberrometers can help
making a sharper prescription.

Contact and spectacle lens manufacturers are under
tremendous pressure to offer custom correction solu-
tions. Aberrometers have been the key enablers for this
trend. It is clear that aberrometers are an essential part
of the forward-looking ophthalmic practice.

What should I look out for when selecting
a SH wavefront aberrometer?

Not all Shack-Hartmann wavefront aberrometers are
alike. Different manufacturers offer products with vary-
ing degrees of accuracy, dynamic range, max./min. pu-
pil diameters, analysis features and compatibility with
other devices. Two of the key factors when choosing a
Shack-Hartmann aberrometer are accuracy and dynam-
ic range.

Accuracy is directly linked to the number of points mea-
sured and the spread of these measuring points. The
higher the number of points the better, but some aber-
rometers underachieve because of an uneven spread of
the points, even though they have a high number of
them.

Sometimes manufacturers use software algorithms to
enhance the optical resolution of their wavefront sen-
sors; this is called software interpolation. This process
takes data from nearby points to calculate, by approxi-
mation, what the desired added data points would be if
they could be measured physically. The inherent room
for error with this type of technology is evident because
the device is not providing a true, physical measure-
ment of each point, but an approximation calculated by
the software.

As for Dynamic range, the quality of the design of the
wavefront sensor directly impacts its ability to detect
the higher and lower ranges as well as the subtleties
in the wavefront’s variations. A good way to gauge an
aberrometer’s overall dynamic range is to look at the
cylinder range. Aberrometers built around less precise
wavefront sensors do not enable users to detect disor-
ders including keratoconus, corneal scarring and severe
higher-order aberrations.

ACUVUE

BRAND CONTACT LENSES

SEE WHAT COULD BE™

1-DAY ACUVUE TruEye’

Brand Contact Lenses
The first time a contact lens has been shown
to be as healthy as wearing no lens’

1eDAY ACUVUE® TruEye™ Brand Contact lenses are
designed — and now shown - to be as healthy as wearing
no lens.

In a 12-month controlled, randomised and masked clinical

study — conducted by Eurolens research at the University of
Manchester — the performance of 7¢DAY ACUVUE® TruEye™
daily disposable silicone hydrogel contact lenses in a group

of new wearers was compared to a control group of
matched spectacle wearers.

Subjects wearing 7eDAY ACUVUE® TruEye™ had no
differences in their subjective responses to those wearing
spectacles for vision, comfort and overall satisfaction.

Equivalent findings were observed between subjects
wearing 7eDAY ACUVUE® TruEye™ to those wearing
spectacles for key biomicroscopic scores, with the
exception of conjunctival staining. All levels of
biomicroscopic scores were low and the difference
observed between the groups on conjunctival
staining was not considered clinically significant.

The assessment in a group of new wearers against
a ‘naked eye’ spectacle correction represents the
ultimate test for any new lens type, and it is evident
that 7eDAY ACUVUE® TruEye™ was able to meet
this ‘gold standard’.

1-DAY ACUVUE TruEye

After one year, across a range of health and comfort measures,

1¢DAY ACUVUE® TruEye™ maintained healthy lens wear -
comparable to no lens wear.!

Given the other attributes of contact lenses such as lifestyle

enhancement and the overall visual benefits of lenses
over spectacles, this work has demonstrated that

1eDAY ACUVUE® TruEye™ contact lenses offer an excellent,
comfortable form of vision correction, and are able to exhibit

minimal alterations to ocular physiology.

to be as healthy as wearing no lens’
Oxygen availability?
Vision
Comfort

Limbal and bulbar hyperaemia

The difference is not

Conjunctival staining s e

Corneal staining

S SSKX

Papillary conjunctivitis

UV-blocking® V

Note — not drawn to scale

An independent study shows 7¢DAY ACUVUE® TruEye™ lenses

< LESS GOOD THAN  IMPROVEMENT ON
THE NAKED EYE NAKED EYE

>
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No other daily disposable has been tested
against no lens wear; the first time a lens
has shown to be as healthy as no lens wear.’

71eDAY ACUVUE® TruEye™ lenses allow 100% oxygen
consumption, comparable to no lens wear.2 HYDRACLEAR® 1
technology embeds a wetting agent into silicone hydrogel,
creating ultra-smooth lenses with high wettability for
comfortable eyes.?

Additionally, 7eDAY ACUVUE® TruEye™ offers the highest UV
protection available in any daily disposable lens* and supports
everyday eye health, thanks to the hygiene and convenience
benefits of a fresh new lens everyday.®

Recommend 1¢DAY ACUVUE® TruEye™ to your
patients — shown to be as healthy as no lens wear.’

1. JUVC, data on file 2010. Physiological 3. Chamberlain P. Comfort and physiological
response of neophytes with a daily disposable response of neophytes with a daily disposable
silicone hydrogel lens. 1-year results after 12 silicone hydrogel contact lens. CLAE 2009; 32: 220.

mgg;:z nj:ﬁ;’or:]oi rasrzgsmlsed, dotbley 4. Walsh K. UV radiation and the eye. Optician
ol group study. 2009; 237(6204): 26-33.

using the method of Brennan, which represents an USRS M EETEIDE DY

. - . Disposable Lenses. Optician 2006 ; 231(6050): 16-20.
index of corneal oxygen metabolism during open

eye and thus cellular energy production. Brennan 6. UV absorbing contact lenses do not substitute
NA. OVS. 2005 Jun; 82(6):467-72. Brennan N, devices like sunglasses because the contact
Morgan P. CLAE 2009; 32(5): 210-254. lenses do not cover the entire eye.

2. Corneal oxygen consumption was calculated

For more information visit: www.jnjvisioncare.ae
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ACUVUE®, 1eDAY ACUVUE® and TruEye™, SEE WHAT COULD BE™ and HYDRACLEAR?®, are trademarks of Johnson & Johnson (Middle East)

Inc. © Johnson & Johnson (Middle East) Inc. 2011
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Wavefront Technology
and its advantages in Optometry

What is a wavefront?

A wavefront is a physical representation of the op-
tical quality of a light beam’s optical quality. The
quality of a light beam can be degraded by any im-
perfect optical element, a lens, a piece of glass, and
in the eye, a cornea for example. When the light
beam is “perfect” in terms of optical quality, the
wavefront is plane (flat). When light is degraded by
an optical element, the corresponding wavefront
is not plane anymore, but has a disrupted shape.
A representation of this shape, by way of its varia-
tions and amplitude, gives a precise knowledge of
the amount of perturbation that was introduced by
the optical elements.

Some ophthalmologists have described a wavefront in
recent years as a measure of the total refractive errors of
the eye, including myopia, hypermetropia, astigmatism,
and other refractive errors that cannot be corrected
with glasses or contacts.

How are wavefronts measured?

In ophthalmology, wavefronts are measured by devices
called aberrometers. Aberrometers use wavefronts to
objectively measure the overall refractive power er-
ror of the eye. They do this by mapping how light rays
travel through the eye and by providing maps using
color gradients to represent magnitudes of the refrac-
tive errors, which enables ophthalmologists to locate
and possibly correct even obscure imperfections that
cause vision defects.

As the name indicates, an aberrometer mea-
sures aberrations, and an aberration is a vi-
sion defect that occurs when light rays are
improperly bent (refracted) in the eye. An
aberration may occur because of a flaw in the
structure of the eye. There are lower order ab-
errations, sphere and cylinder, and there are
higher order aberrations such as coma, trefoil
and spherical aberration. Patients who com-
plain of glare, halos, starbursts and poor night
driving often have increased higher-order ab-
errations.

What is Shack-Hartmann (SH)? How
does SH wavefront aberrometry
differ from other wavefront mea-
surement techniques? Is this Adap-
tive Optics?

Shack Hartmann is the wavefront measuring
technology chosen by the majority of aber-
rometer manufacturers. A Shack-Hartmann-
based system measures a wavefront in one shot, which
makes it quicker compared to other technologies that
use consecutive measurements. This gives it a high re-
peatability, because the longer the measurement takes,
the more negative effect eye movements will have on
the repeatability. Shack-Hartmann can have a very high
resolution which is directly related to the number of
measuring points.

Ray tracing is the main alternative technique. This is a
fine method to measure wavefront but it needs more
time to measure since it is not a one-shot but a consec-
utive measurement. It has also fewer measuring points,
thus reducing the precision. But most damaging is the
fact that ray tracing incurs the aberrations twice be-
cause it passes light through the eye to create a wave-
front and then retrieves it from the retina to measure it.
This fundamentally hampers both the repeatability and
precision.

Adaptive Optics consists of 3 elements:
- Wavefront sensor

« Algorithms

- Deformable mirror

A Shack-Hartmann wavefront sensor uses the first two
elements of Adaptive Optics, but not the third.

How do aberrometers differ from auto-re-
fractometers? How do aberrometers differ
from corneal topographers?

Aberrometers differ from auto refractometers because
they measure more optical parameters than auto-refrac-
tometers do.

Auto refractometers measure the average optical qual-
ity of the eye. Aberrometers measure this same aver-
age quality and also detailed local differences in optical
quality. This is important because the optical quality in
an eye is not homogeneous.

Auto refractometers measure sphere and astigmatism.
Aberrometers measure sphere, astigmatism, and also
what is known as irregular astigmatism. Irregular astig-
matism is a group name for those optical defects that
were near impossible to measure before the introduc-
tion of the aberrometer.

The optics of the eye is mostly determined by 2 ele-
ments: the cornea and the crystalline lens. Aberrome-
ters differ from corneal topographers in that corneal to-
pographers are only able to measure the optical quality
of the eye linked to the cornea. Aberrometers measure
the global optical quality of the eye, due to both cornea
and crystalline lens.

What are higher order aberrations? Is this
the same as irregular astigmatism? How do
they influence the quality of my patients’
vision?
Lower order aberrations (LOAS):
« 1st Order Aberration - tilt (prism)
- 2nd Order Aberration - defocus (sphere)
and cylinder (astigmatism) Some of the most
important higher order aberrations (HOAs):
« 3rd Order Aberration - coma and trefoil
- 4th Order Aberration - spherical aberration
and quadrefoil
« 5th Order and higher — pentafoil etc.

Approximately 90% of the eye's optical imperfections
are due to lower order aberrations with the rest being
made up of higher order aberrations.

Everyone has a certain degree of higher order aberra-
tion in their visual system that may affect the way they
see. People with significant higher order aberrations
may not see perfectly, even with the best glasses or con-
tact lenses possible. Two common and potentially dis-
ruptive higher order aberrations are spherical aberration
and coma. Spherical aberration creates halos around
points of light while coma makes points of light appear
comet-like with a blurry tail-like smudge to them.

Irregular astigmatism was a term used before the aber-

rometer arrived to better identify unknown causes for
lack of visual acuity due to the optical quality of the eye.
The aberrometer has now opened our eyes to much
higher detail.

Another example to show the influence of higher order
aberrations is sphere. Sphere can be seen on a wave-
front as a spherical shape all along the pupil of the eye,
that means that the optical defect, myopia for example,
is the same in all parts of the pupil of the eye. If only
sphere is considered, the myopia will be the same for
any pupil size of the patient. When looking at higher
order aberrations, it is possible to identify wavefront
shapes that vary in the pupil area. For example spherical
aberration is a higher order aberration, which is charac-
terized by a variable power over the pupil. This means
that if also this higher order aberration is taken into ac-
count, the myopia of the patient will vary with his pupil
size. This could explain why someone with high spheri-
cal aberration can see halos at low light conditions,
when the pupil is big.

What is Zernike and how do | use it?

Fritz Zernike was a Nobel Prize winning physicist who
developed a set of mathematical functions (polynomi-
als) to very precisely describe very complex shapes like
wavefronts. He introduced that a set of pre-determined
known shapes, of growing complexity, can be com-
bined to precisely describe a surface that fits as well as
possible to a measured wavefront.

Zernike analysis describes the wavefront mathemati-
cally as the weighted sum of Zernike basis functions
or modes. The weight which must be applied to each
mode when computing the sum is called a Zernike co-
efficient and is usually expressed in microns.

Each mode describes a certain three-dimensional sur-
face and corresponds with ocular aberrations. For in-
stance, second-order Zernike polynomials represent the
conventional aberrations such as defocus and astigma-
tism. Zernike polynomials above the second order rep-
resent the higher-order aberrations that are suspected
of causing night glare and halos.

Zernike polynomials help to simplify the wavefront
technology by combining all aberrations into one single
map. This is called a wavefront map and is usually a two-
dimensional map using colour gradients representing
powers of the aberrations. These Zernike polynomials
can also be displayed as a pyramid starting from 0 (no
aberrations or piston) to, theoretically, as high as you
want to go.

What is RMS? What is the RMS of a “normal,
healthy” eye?

RMS stands for Root Mean Square, a term that is used in
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Protection against UV radiation is a must for your eyes

Willich, April 2011. Frank
Lautenbach,  Graduate
Engineer (UAS) Oph-
thalmic Optics/BSc, is a
Product Manager for the
Spectacle Lenses at SEIKO
Optical Europe and re-
sponsible for the SEIKO
brand. UV protection is
one of his key topics that,
he thinks, no spectacle
wearer should ignore. In
the following interview
with EYEZONE, he ex-

plains why.

Why is UV protection so important for spectacle
wearers?

Preventive measures protecting your eyes from UV ra-
diation are absolutely vital. When the invisible UV rays
penetrate the pupils, they may eventually cause or
speed up the development of diseases that are usually
age-related, such as cataract or macular degeneration.
The number of patients suffering from these illnesses is
supposed to rise in the coming 10 to 15 years.

What should the consumer be particularly attentive
to when buying sunglasses?

First, | would prefer organic spectacle lenses over min-
eral ones, because they offer a much higher UV pro-
tection beyond the so-called UV cut. You need to dis-
tinguish, though, between ready-made sunglasses
without correction and tinted corrective lenses. Ready-
made sunglasses of a good quality are marked with a
specific symbol. A long time ago SEIKO Optical started
to increase the UV cut of tinted and untinted corrective
lenses. The limit between the unvisible UV range and
the visible light is between 380 and 400 nm. The higher
the UV cut, the better the protection for spectacle wear-
ers. SEIKO continuously improves the UV cut and has
found the best protection to be at 395 nm.

The standard finish SEIKO Super-
ResistantCoat gives extra protec-
tion. It makes the SEIKO spectacle
lenses scratch and shock-resis-
tant, durable, and easy to clean
for contrast and reflection-free
vision. Moreover, the super anti-
reflection coating softens the un-
wanted share of blue light.

Tinted spectacle lenses are no
sunglass lenses. What does
SEIKO Optical think about this
statement?

Basically, that’s right. The tint
alone protects your eyes from

glare - and the darker the selected absorption, the bet-
ter the protection - but it does not protect from UV ra-
diation. Looking at it simply, tinted lenses make vision
more relaxed and there is no need to squint any more.
Dark tints, however, cause the pupils to enlarge, and
without an appropriate protection UV rays get easy ac-
cess and can cause irreparable damage as mentioned
before. Unless all the tinted lenses have 100% UV pro-
tection, just as the SEIKO range of 200 different tints.
The contrast-enhancing BlueBlocker colours RoadStar,
SkyFun or Sunny Yellow are a perfect addition to SEIKO's
tinted lenses.

As we get older, our eyes need more and more pro-
tection. What would you recommend wearers of
pro-gressive lenses regarding light and UV protec-
tion?

SEIKO Transitions® are a good alternative to sunglass
lenses. They darken and lighten up depending on light-
ing and weather conditions. The wearer does not need
to change between sunglasses and corrective spec-
tacles any more. Many consumers rightly expect per-
manent UV protection in combination with a variable
tint when they see the “optimum light protection”label.
These properties have been ideally combined in SEIKO
Transitions® lenses, which are available in brown and
grey for single-vision and progressive lenses.

We recommend the SEIKO EMBLEM product family to
wearers of progressives, who want pure sunglass lenses
from the SEIKO range. EMBLEM lenses are among the
latest inner progressive lenses and guarantee first-time
and experienced wearers smooth and relaxed vision. In
combination with the contrast-enhancing polarising fil-
ter and the suitable sunglass tint, wearers do not only
wear the right lens power, but also protect their eyes
100% from UV radiation.

SEIKO EMBLEM
Progressive lenses for
maximum comfort

SEIKO

SEIKO Optical Europe GmbH - Tel.: +49 - (0) 21 54 - 94 12 - 0 - Fax: +49 - (0) 21 54 - 28 16 - www.seiko-optical.com
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EYEVIT DISTRIBUZIONE

EYEVIT DISTRIBUZIONE

<YEVIp: srl is located in the region
' e of Marche, at Porto San
1A % Giorgio, and was estab-

o, lished in the year 2000,
Buzia™ though its founder Fed-
erico Vitali has been in
the field for over 20 years.

His  professional  back-
ground begins with the
collaboration with special-
ized firms, as Sales Manager
for Italy, in particular Alain
Mikli and Claude Montana,
names, which then, were
already a creative vanguard
expression applied to the
sector of the eyewear.

Subsequently, the company
specialized in the introduc-
tion of exclusive brands
from Nothern Europe onto
the Italian market, amongst
which the German Hoffmann, unique prestigious hand-
made frames produced in materials such as buffalo
horn and gold, intended for the luxury-bracket clien-
tele.

Of great value has been the long collaboration with the
French company of EYE'DC, very innovative eyewear
brand for shape and style, through which EYEVIT has
then run the development of the sale in Italy of the Ger-
man brand IC! BERLIN, then still unknown in the coun-
try but soon to affirm itself as one of the most trendy in
the world market.

EYEVIT has always carried on a work of market research
for his loyal customers importing to Italy and distribut-
ing, only in the best retail shops, the most interesting
brands of the moment bringing them to success.

In 2004 EYEVIT signs the agreement with CESARE PA-
CIOTTI spa, that provides the licence for sunglasses and
optical frames with the trademark Cesare Paciotti and
4US CESARE PACIOTTI, famous for the precious shoes,
bags, leather accessories and for the snaker casual chic.

The business of the company assumes at once a more
International connotation, as the licence provides the
right of a worldwide sale and also the structure of the
company enlarges strongly that today employs 18 peo-

ple.

The Styling office is composed of two professional de-
signers that deal with: market analysis for the individu-
alization of trends, stylistic proposals also on briefing
of the head office, respective technical designs, proto-
types and inspection of the final product.

They both come from previous experiences made in

big ltalian companies of
the sector.

In April 2007 an agree-
ment is signed with the
group of Binda srl of Mi-
lan, leader in the sector of
watches and steel jewels,
for an ambitious project of
world licence for the glass-
es line branded BREIL.

At present EYEVIT has built
up in Italy a customer
portfolio of about 1.500
points of sale, punctually
served through a network
of 18 professional reps.

Abroad, during the past
two years, EYEVIT has con-
quered the presence in
about 30 markets availa-
ing itself of the partner-
ship of valid distributors in
place.

MISSION

Elements which the com-
pany aims at and his
points of strength:

- The achievement of a top
quality product,

- The preservation of a
good quality/price rela-
tion,

- The valorization of Made
in Italy,

- The creation of a strong
image/personality of the
product through care for
details, search for charac-
terizing materials (stones,
leather, wood, rubber
etc..) and study of appetiz-
ing POP material,

- The supplying of a fast
and kind after-sale service,

- The making of a creative
and synergic working en-
vironment, characterized
by a sound competition
and a slim and flexible
structure prone to adap
itself to the quick changes
of the market.
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Nine Questions with Professor Grupcheva

In the recent road show conducted by Johnson &
Johnson Vision Care educating eye care profes-
sionals across Dubai, Abu Dhabi and Kuwait, Eye
Zone had the great opportunity to catch up with
its key speaker Professor Christina Grupcheva, cur-
rently National Professor at the Medical Univer-
sity of Varna in Bulgaria. During her presentation,
she amazed the eye care professionals about the
knowledge and experience she has in recommend-
ing contact lenses to the teenagers - for her, it is
a mission possible. So, to further get her valuable
insights on the matter, Eyezone did an exclusive in-
terview with Professor Grupcheva. Read on as she
shared the many essentials any eye care profes-
sional should know in selling contact lenses to the
young people, and why there is a need to spread
the word about it.

Why do you think it is important to create an educa-
tional awareness in Teenagers and Contact Lenses?

Public knowledge has changed dramatically for the last
decade. Today if we want something we do not ask, we
"google” it. Unfortunately, the information and judg-
ment are not always correct. Considering how techno-
logically advanced is the young generation, we must
assume that they have some virtual knowledge if they
are curious about contact lenses. But internet is not the
best place to shop for health care products, because
health is much more complex issue. Therefore the goal
of the eye care professional is to promote eye care in-
cluding contact lenses in the real clinical practice. It is
important for the young to know that this is an option
for them, but to benefit from this option they need to
be properly examined and advised. Furthermore, we
may assume that many teens do not have the courage
or even do not have the information to try contact lens-
es. But every teenager is unhappy with their glasses, re-
gardless do they declare or deny it. In order to provide
proper management the Eye Care Professionals should
educate all teenagers with vision correction need for
the two possible options - glasses or contact lenses,
since the visual problem has been discovered. This is
the only way to avoid the non proven sources, often
leading to disappointments or even complications.

Why do you think there is common perception that
young people cannot use contact lens?

Yes it was when | was a teenager about 20 + years ago,
but remember | am parent of a teen now. Of course
everybody wants the best for their children, but not
everybody can decide on his or her own what is the
best. That is why public awareness of the new advanc-
es and scientifically proven benefits of contact lenses
in younger age, should be presented to the public in
proper format. Contact Lenses are changing and those

eI K% LN -
Professor Christina Grupcheva
National Professor at the Medical University of Varna in Bulgaria

changes are driven by the industry, research and health
care professionals.

What are the factors that must be considered in
prescribing contact lenses to the young people?

The eye health, comfort and perfect vision are the three
most important factors, of course for anyone, but espe-
cially for young wearers as they have prospective to ex-
perience much longer use of contact lenses. Additional
considerations should be the life style and the activities
and requirements of the patient. However, there is no
anatomical difference between teenage eye and ma-
ture eye regarding contact lens parameters.

What is the youngest age that can use contact lens?
Why this age?

There is no age limit really especially when considering
specialty lenses. However, for optical correction purpos-
es only, | would regard the ability of the patient to be
motivated and compliant and to be skillful enough for
training. Sometimes 13 years old is more mature then
older teenagers.

How are the tips that you can give the Eye Care Pro-
fessional so that they can effectively reach to the
parents in suggesting the use of contact lens?

Parents are really important party. The reason is mainly
because the young individual requires support. Well
may be parent had wrong experience from the early
lenses or may be never had one. So considering that
every parent wants best for their child providing them
with trial lenses may work really well. Parents own ex-
perience of comfortable lens and good vision will drive
them to help their child. | do recommend all parents to
try lenses in case they never did and especially in case
of previous negative experience. Occasionally, however,
parent may not be very knowledgeable and then the
Eye Care Professional must work with the teenager or
identify another older sibling with patient consent.

What benefits will young people get from using
contact lenses?

Teenagers are very worried about their looks, so contact
lenses are invisible. Most importantly they can provide
full vision correction and easily changed in case of re-
fraction fluctuation. Research has shown that activity
confidence and self esteem improved with as much as
30% if teenagers with refractive problems when fitted
with contact lenses. In fact for younger age, with pro-
spective refractive error fluctuation, glasses and lenses
are the only applicable modalities. Frequent replace-
ment lenses are easy to tune to the new refractive cor-
rection if required than glasses. Furthermore young
people are very active; they play sports and spend time
outdoors. Contact lenses allow using other protec-
tive glasses, sunglasses, helmets and other accessories.
The Eye Care Professionals must remember that swim-
ming in contact lenses is not recommended, however,
if should be done then it can be done only with daily
disposable lenses and protective goggles. In fact daily
disposables are best for many sport activities.

In your experience, have you encountered young
people suffering from side effects in using contact
lenses? If yes, what do you recommend to avoid
these effects?

Well complications are fact, and certainly they are re-
lated to hygiene, non compliance or environmental
factors that cannot be always predicted. The most im-
portant action to minimize complications and discover
them in earlier stages is educating the young subject.
The 3F acronym works excellent and includes: each eye
must see Fine, eyes must look fine, and eyes should
feel fine. Educated patient will know what important
symptoms must make them remove the contact lenses
and see the Eye Care Professional as soon as possible.
Scheduled visits and reminders about them are also im-

portant, because patients tend to drop visits if they do
not have problems. Problems however are not always
symptomatic. Therefore a gentle reminder about follow
up visit is a very good and safe policy.

What hygienic guidelines do you recommend to
the young people to keep up using contact lenses?

There are varieties of guidelines but all should include:
hand hygiene, case hygiene, usage of proper lens care
system, frequent lens replacement regarding the rec-
ommended lens life, make up rules for female patients.
Hand hygiene should start from the practice with pre-
sentation of the contemporary modes such as dispens-
ers and disposable towels instead of soap bars and con-
ventional cloth towels. The Eye Care Professional must
give personal example before examination washing
properly their hands in front of the patient. Lens case
should be washed with the same lens care solution,
kept dry and disposed regularly (every month). Lenses
should be rinsed, rub-cleaned and stored in fresh solu-
tion following the instructions and the expiration date.
Lenses must be changed according to the recommen-
dations. Female patients may use make up, however,
they should apply it after the insertion of contact lenses
and use fresh cosmetics without sharing it with others.

What is the most important thing that an Eye Care
Professional, parents and a young user should re-
member before allowing the use of contact lenses?

Contact lenses are part of the anterior ocular surface.
Contemporary technology made them very healthy
with good optics and superior quality of the material
and design. Not all lenses are the same. The Eye Care
Professionals should educate themselves by peer re-
viewed literature about the new advantages and their
potential applications. The contact lenses should be
chosen with all consideration about vision, comfort and
health, but additional advantages such as UV protec-
tion must be considered as well. Young patients are not
more challenging then adult ones. They have similar
anatomical parameters, present good learning skills, do
not take much more chair time and after all can be loyal
to the practice for a longer period of time. Young po-
tential contact lens user should not compromise with
the quality, because the eye health is important, but to
understand that they should be given detailed explana-
tion about benefits of the newest technology.

| would encourage any Eye Care professional who fits
contact lenses to offer contact lenses to the young gen-
eration. Contact Lenses will not only provide superior
vision to the young wearer who has refractive error but
most importantly will improve the quality of life and self
esteem of the wearer.
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The 2™ Optical & Ophthalmic
Exhibition and Conference

24 - 26 May 201 |

Sheikh Saeed Halls 2 & 3, Dubai International
Convention and Exhibition Centre, UAE

Explore a showcase of fashion eyewear, eye care,
medical and technical equipment at the Middle
East’s largest optical and ophthalmic exhibition.

® Engage with over 120 companies from 23 countries including France,

Germany, Italy, India and Hong Kong

® Don’t miss first time exhibitors: Essilor International, Grosfilley
Lunettes, Look Vision and Nigura Metzler

® Network with more than 3,800 optical and ophthalmic professionals

@ See theVision-X Dubai Fashion Show showcasing the latest from
Puma, Espirt, Trutrussardi and many more

@ Review the latest products from leading brands including Pal Zileri,
Revlon, Air Flex from Future Optics

® Achieve CME Hours at the Vision-X Dubai Conference
organised with the Emirates Medical Association Ophthalmic Society

® Experience dedicated areas:Vision Opticare and Vision Lifestyle

Register Online Today For Free

WWwWWw.vision-x.ae

Qe Showcasing the latest
C VI S I On medical and technical
OPTICARE i i

equipment and machinery

Where

Vision

e Style

.. Showcasing the latest
/: \/l SIOJ]) innovations and developments
in fashion eyewear and
accessories

Organised by Platinum sponsor Featured company Supported by Proudly an Media partners
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Harland Miller, artist and author

Joseph Conrad’s novel Lord Jim
is about a guy who sails schooners.
He’s always at the wheel, dreaming of
being a hero. He gets his chance to
prove his heroism but he blows it, and
spends the rest of his life looking for
another chance. The moral of that book
is: don’t hold on to dreams of glory,

be spontaneous. If you make rigid plans,
it doesn’t allow for peripheral things that
could be redlly interesting. Keep things
loose and wide. Keep a little something
back so you can stay impulsive.

Life is very short. That's not just
a famous Beatles lyric: life is too short to
get bogged down in irrelevance...

dunhill.com

unni

LONDON



The new OXYDO eyewear collection is dedi-
cated to people who portray themselves
through the spectacles they wear. This'must
have' item allows showing one’s real self,
where its innate seductive power goes be-
yond all fashions.

C X< N O O3

OXYDO 2011 eyewear collection: authentic, personal and contemporary

The collection is constantly evolving. The new sun-
glasses and optical frames are the result of on-going
design research making the new OXYDO style authen-
tic, personal and contemporary.

This new eyewear features innovative technical and
stylistic solutions, a perfect combination of fasiad
functionality. The innovative hook hi
Community Design”), is the ne
the collection and confers
sign of the models. T,

|
. classic and elegant colors.

, Ftinction and exclusivity — In the metal aviator sun-
asses utmost functionality blends with refined aes-
etics. They are personalized by the new hook hinge.

The harmonious colors of the frames match the acetate
temples, including black/palladium and brown/havana

(mod. BELLATOR).

Graphic appeal - Distinctive details personalize these
new acetate sunglasses, emphasizing their linearity. A
metal line runs along the shaped temples and double
metal hatching is presented at the sides of the squared
front (mod. OX 1004/S).

Vintage attitude — These women's acetate sunglasses
seduce with their retro cat'’s eye shape. They are en-
hanced by small pins which frame the front, visible
against elegant colors, such as fuchsia/grey, violet/
mauve, tobacco, green, striped black and total black
(mod. OX 1013/s).

New iconic details — These rigorous geometric optical
frames have a care for detail. They are produced in ei-
ther acetate (mod. OX 445) or metal (mod. OX 451) and
distinguished by a new hook hinge. The color combi-
nations are original and include blue/palladium, green/
ruthenium/black red/havana/ruthenium; violet/plum,
black/green.

Neo minimal inspiration — These essentially designed
men’s optical frames include acetate temples to match
the metal front and nylon-framed lenses, revealing a
dynamic and lightweight fram
of colors includes aubergj
(mod. OX 439).

PV steel extra-light
Cetate temples defined by a
ine (mod. OX 441). The metal mod-
er hand present an undulated motif on
itial section of the temples (mod. OX 449). The
decisive colors highlight the modern personality of the
two models.

The OXYDO sunglasses and optical frames collection,
designed by Enzo Sopracolle, is manufactured and dis-
tributed by the Safilo Group.




: CHARMANT
E presents new arrivals from ELLE
§ ELLE equals chic - and stylish women
everywhere know how to use it. ELLE is
G known for its fabulous touch of French flair
§ and elegance, and the sunwear collection
= f-11 is no exception. A wide range of
g exciting new designs makes sure you can
s s take shade in style and finish every look
E E L EG A N C E C H | C EL 18922 Opt for Jackie-O in- with a fantastic signature frame.
§ spired elegance. Seriously ret-
E ro and oversized shades for a Both Elegance Chic and City Wear
g mysterious and sexy look. Join frames project the well-known feminine
the jet-set and show it with and glamorous touch, with focus on
the bold round monogram breathtaking details and patterns. Simple
logo at the arms. structures and clean shapes benefit from
BK Black the latest trends. Inspired by flowers,
BR Brown stones, jewelry and lovely vintage
GN Green ornaments like monograms, the new
PU Purple collection radiates chic, fashionable style.

A glorious mixture of colors from mattified
simplicity to heady brights complements
each frame perfectly. The new collection
also offers adorable frames for girls with
mini-versions of adult styles, adorned with
pretty and cute details.

Unconventional, modern, and feminine
— ELLE sunwear is a powerful fashion
statement. For chic women around the
world, ELLE puts the elegance in eyewear,
and the fashion in frames.

About Charmant:
For over fifty years, the Charmant Group

EL 18941 Eternally chic. Classically designed has been renowned worldwide in the
shades with a very luxurious upper-class touch. optical market for their pioneering work

A beautiful stone application on the arms mir- in research and development of new
rors the color of the shades, only separated by technologies. Striving for perfection and
a silver frame showcasing the ELLE logo. high quality throughout their products,
BK Black the Japanese company has grown into
BR Brown one of the most important companies in
GN Green the competitive global eyewear market.

Reliable and quality driven, the Group
has always succeeded in keeping its
promise of perfection and dedicated
service to the customer, while focusing
on the aspirations and requirements of
the end consumer. This strong dedication
to perfection can be experienced in
Charmant’s house brands as much as in
its license brands. With its expertise in
high end quality production and broad
global sales network distributing in more
than y-- countries, the Charmant Group
is a reliable and renowned license partner

RE Red

ELLE KIDS

EL 18238 Little girls love to dress up.
Easy with these oval shaped shades
with a shiny and colorful flower design

PK

GN Green

at the arms.
BK Black
BR Brown

Pink

TRU™*

EYEWEAR

v, CHATMant GRouP



A Daimler Brand

£

Model M2002

Mercedes-Benz Eyewear

Now available at selected opticians.

Mercedes-Benz

RACING SUNGLASSES SINCE 1956

Carrera 2011

eyewear collection:
Heritage, inspiration and
new iconic codes

A statement of assertiveness:

“AFTER ALL, NO REGRETS"

The new collection of CARRERA eyewear is dedicated
to those who “live in the fast lane’, in search of clean
fun, full of emotions to be experienced, people to be
met and nights to be enjoyed, following the only rule
of the new CARRERA campaign message: “AFTER ALL,
NO REGRETS, a call to live life to the full, with personal-
ity and without regrets, with the CARRERA sunglasses
and optical frames as inseparable companions at all
times.

The new iconic design concepts for sunglasses in-
clude:

Style in blue: blue is the chosen color of the CARRERA
eyewear collection. The new sunglasses present lens-
es reinterpreted with a mirrored blue flash. This is an
extremely modern color solution that projects these
sunglasses into the future. The best-sellers of the col-
lection are dedicated to the blue lens concept where
lenses are animated by grey shades brought to life by
blue mirrored flashes. The must-have sunglasses CAR-
RERA 1/B and TURBO/B (in metal) and CHAMPION/B (in
Optyl) conceal the gaze behind elegant mirrored blue
lenses, a perfect complement for a determined, up-to-
date and stylish look.

Iconic details: CARRERA transforms the traditional
tear-drop shape into original sunglasses, selecting
steel for its ultra-lightweight properties (CARRERA 4
and CARRERA 4/B). On the front appears the distinctive
bridge that emphasizes the “C"logo, CARRERA's stylistic
heritage icon and unmistakable timeless element. The
appealing colors of the frames include gold with green
lenses, dark ruthenium with grey polarized lenses, pal-
ladium with flash grey lenses, violet-lilac with match-
ing smoky lenses (mod. CARRERA 4) and the seduc-
ing blue lenses with gold, palladium and black frame
(mod. CARRERA 4/B). The style is also available as opti-
cal frame, in gold or palladium.

Modern heritage: A new iconic detail is the addition
of the red detail on the temple and front, which recalls
a historical feature of the brand’s stylistic heritage. This
detail can be found on the metal aviator models with a
double bridge and tubular temple on which the brand
name appears (mod. CARRERA 7).

The new contemporary designed and authentic opti-
cal frames include:

Vintage inspiration — Acetate details define the vin-
tage design of these men’s optical frames, such as the
model with the rectangular shape in acetate, personal-
ized by the new distinctive element, declined in the
iconic and exclusive CARRERA colors: black/white,
black/white/red, red (mod. CA6178).

Stylish appeal - For a dynamic and contemporary
woman, these acetate optical frames are emphasized
by a flowing shape and distinguished by essentiality.
The appealing stylish colors include havana/violet, li-
lac/violet, pink/cyclamen, turquoise/black, fuchsia/
orange (mod. CA6170).

The CARRERA sunglasses and optical frames collection,
designed by Enzo Sopracolle, is manufactured and dis-
tributed by the Safilo Group.
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FILA 2011 Sunglasses Collection, a brand that
has always stood for elegance and Italian style in sports, con-
firms with this Sunglasses Collection 2011 its penchant for
innovation and design, as well as its ability to perfectly mir-
ror current trends and the contemporary need for sports as
the favourite leisure activity. As from this year, Fila will satisfy
the most competitive sportsmen with its “Performance” line,
featuring specific glasses that are suited for all different types

Mod. SF8777 Col.965

This acetate with rubberized inserts, guaranteeing
perfect fit and protection, is a model of the “Per-
formance” line. The wrap-around and extremely
comfortable frame is specially suited for mountain
trekking; a bright two-colour interplay between
the metal external colour of the frame and the in-
ternal rubber enhances the extremely sporty feel
of his model: available in black/red, black/blue,
black/silver and black on black.

Mod. SF9534 Col.S69

Vintage, square model in metal. Moulded grooves,
enhanced by coloured enamels, stand out on this
frame, together with the “F box"logo on the tem-
ple. Available in gun metal/blue, black/red and
brown/grey.

of sports and performance levels, thanks to their exclusive
technical features and cutting-edge materials. Models with
ultralight Grilamid frames, adjustable temple tips, rubberized
inserts and ergonomic nose pads for a perfect fit and utmost
comfort, as well as mirrored lenses for greater protection from
UV rays: thanks to all these details, Fila sunglasses are the per-
fect combination between functionality and high level perfor-
mance. Plucky, bright colours and two-colour effects give this
line, customized with FILA's linear logo, extreme dynamism
and a strong personality. Not only sports, but also an all-round
lifestyle. For next spring summer 2011, Fila also presents a
lifestyle line, whose vintage feel recalls the brand’s heritage,
yet reinterpreted in a contemporary light. Acetate aviators
featuring refined colour details on the front piece and metal
inserts; gradient lenses, thin thicknesses and colours recalling
70's shades, embellished with the customization of the “F Box”
logo.

Mod. SF8778 Col.Z93

Multi-sport frame, standing for high technology and
avant-garde quality: adjustable nose pads and temples
in rubber for a perfect fit, and gradient lenses available
also in the mirrored version for higher protection. “Car-
bon-like" textures for the ultralight front piece and alu-
minium temples. Available in silver/blue and red/black,
other than in the bright blue/yellow version and in the
more classic black/silver.

¥

Mod. SF8775 Col.ACG

Vintage acetate aviator, embellished with a metal de-
tail on the bridge and with a low relief decorated with
enamel for the front piece. The “F box”logo customizes
the temple. The colours recall 70's shades while gradi-
ent lenses convey a more sophisticated appeal.

s € oo

ENNI MARCO

ENNI MARCO Marketing Department v. Morimondo 26, 20143 Milano, Italy Tel.: +39-3292263773, e-mail: e.bohachyk@ennimarco.it

WWW.ENNIMARCO.COM

IV 53-019, IS 1I1-152, IS 06-009, IS [I-156




Eyewear

2011 Eyewear Collection

The Blumarine Eyewear Collection 2011 perfectly embodies the
values of the Blumarine world: seduction, romanticism, timeless ele-
gance and irony. Rich in exclusive details and superb stylistic contents,
it is designed for a contemporary, sophisticated and sensual woman,
whose unique style becomes her very way of being. The brand's femi-
ninity can be perceived everywhere: rhinestones and glittering deco-
rations give frames a glamorous though also refined quality, thanks to
soft and amber-coloured shades and to smooth, sinuous shapes. Sim-
ple front pieces and minimal lines are countered with extremely rich
detailing: feminine details as in the 'torchon’temples, romantic details
as in the flowery elements recreated with rhinestone appliqués on
the temples, or strikingly sensual details as in the exclusive plates with
sparkling, Blumarine printed patterns. The Animalier - one of the key
Blumarine themes - comes this season in a zebra version, a mood that
recalls the Fall/Winter 2010-2011 fashion shows; other than the black-
and-white pattern, the collection includes leopard-effect textures lit
up by glittering reflections or combined with ‘bon ton’ shades like
pearl grey, powder pink and tortoiseshell. The Blumarine logo takes
on different, creative shapes according to the style of the frame: the
rhinestone-decorated ‘B' is the distinctive seal of the most feminine
models, while the ironic ‘double B gives rise to a colour interplay in
the more young-looking frames. The logo is written in full, instead, on
wide and elongated cat-shaped frames, for a strikingly modern and
glam-rock look.

Mod. SBM 505 Col.700

A glam-rock and wide acetate, for a strikingly modern look. Gradient lenses
and metal inserts on the upper profile and on the bridge. Available in total
black with metal, gold details, though also in Havana, ivory, violet and horn-
effect blue.

Mod. SBM 506 Col.6UZ

A vintage, 1980s-reminiscent acetate proposed in the typical Blumarine
style with zebra-animalier patterns, the leitmotif of the brand’s Fall/Winter
2011 fashion show, printed in an optical sequence within the frame.

Mod. SBM 507 Col.8Y1

A wide, square acetate with ‘torchon’ metal temples, enriched by a special
laser treatment. The front piece is decorated with a metal insert, while the
temple tips are personalized by a plate featuring the Blumarine logo. Available
in classic black and tortoiseshell other than in delicate, soft pearl grey/coral,
violet/fuchsia and brown/beige.

Mod.VBM 006 Col.A39

Metal model with a smooth and feminine shape. The ‘torchon’plastic tem-
ples are proposed in pearly shades while the front piece stands out for its
‘ton sur ton’ colour overlaps.

Mod. VBM 512S Col.975

Acetate with a vaguely retro, wide shape. The logo, in the metal ‘double B’
version, serves both as a hinge - a structural element of the model - and
as an exclusive, decorative detail. Available in classic black and tortoiseshell,
though also in the glittering and sparkling shades of black and ivory.

PU 15124 WH / BK

CHARMANT GULF FZCO, PO BOX 54778, Dubai Airport Free Zone (DAFZA), Block 5E, Office 621

v, CHATMAant GrROUP

puma-eyewear.com

Tel No: 49714 2991199 Fax No: +9714 2991188



SUNGLASSES

Visit us at Stand No. B15 in Vision-X.
Salim Int'l Gen Trdg, No. 702, 7Th Floor, Grosvenor house Bldg, Sheikh Zayed Rd,
PO BOX : 182447 DUBAI/ U.AE-Tel: 00971 14 3296212 - Fax: 00971 14 3296932 - Email: salim@merveoptik.com
WWW.0SSE.Com.tt
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Back to nature:

Charmant launches

Summertime —and the living is easy. Es-
prit, the Number 1 address for youthful
and casual lifestyle attire, makes it even
easier. A fantastic range of new styles
captures everything the brand is known
and loved for. High quality, superb wear-
ing comfort and the latest trends are
merged with timeless designs. Whether
casual, trendy, fashionable or sporty, Es-
prit guarantees the perfect frame to suit
your very own personal style.

The distinctive Esprit spirit represents
everything a modern and active life is
all about: friends, family, a love for na-
ture and the outdoors and a positive,
open-minded attitude. Across all ages
and generations, Esprit is the brand for
the whole family.

The new designs concentrate on na-
ture and every model incorporates the
theme in a different way: whether it’s
contemporary and modern styles a la
urban jungle or delicate patterns taken
from flora and fauna. Just like nature,
the frames feature a gorgeous and ex-
traordinary multitude of shapes and
colors — each a natural piece of art in
itself. From organic structures like leaves
to urban elements like ropes, chains
and stones, all models bear a wonderful
love for details and the great outdoors.

The kids' range represents adorable
mini versions of adult styles. All the cool
designs are now available for the little
ones and guarantee fun and safe sun-
shades children will love. Playful orna-
ments and a mixture of pop and basic
colors complete the mini range.

Go outside and enjoy the summer of
your dreams. Esprit: Good things come
naturally.

About Charmant:

For over fifty years, the Charmant Group
has been renowned worldwide in the
optical market for their pioneering work
in research and development of new
technologies. Striving for perfection
and high quality throughout their prod-
ucts, the Japanese company has grown
into one of the most important compa-
nies in the competitive global eyewear
market. Reliable and quality driven, the
Group has always succeeded in keeping
its promise of perfection and dedicated
service to the customer, while focusing
on the aspirations and requirements of
the end consumer. This strong dedica-
tion to perfection can be experienced
in Charmant’s house brands as much
as in its license brands. With its exper-
tise in high end quality production and
broad global sales network distributing

in more than 100 countries, the Char-
mant Group is a reliable and renowned
license partner.

Urban

Cities live and breathe fashion. Esprit's Urban
theme brings nature into the mix with all its
glorious motives — colors, stones, marble and
beautiful patterns like ropes and chains

ET 17754 The classic and beloved Wayfarer shape in all its glory is
back. The arms are slightly offset in color and bear a discreet em-
blem. Simple, edgy and cool: the one accessory that has it all.

SUNWEAR 2011

Organic

Mother nature. The Organic models represent

the beauty of nature — mirroring the wide vari-

ety of colors and shapes, from very expressive

to dainty and delicate.
ET 17739 Beautiful oval-shaped shades, complemented by
tapered arms with an elegant curve. The ton-sur-ton marble
structure at the temples featuring a small logo highlights the so-
phisticated vibe. The perfect look for a sunset drink on Long Island
Beach.

Earthy

Down to earth. Esprit’s Earthy
selection shows off the power-
ful side of nature with a great
mix of materials like leather
and metal, all incorporated
into fashionable men’s styles.

ET 17732 Rectangular shades with a
polished, metal bridge that merges into
the arms. With the Esprit logo printed on
leather in a metal square at the temples, it’s
a sensational mix of cool and hot — just like
fire and ice.

Kids
ET 19728 It's a homerun! Sporty rectangular shades for little champions with the number 68
printed in Baseball style on the temples. The inside of the frames blazes a bright contrast color
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Eastern Province : +966 3 8935558
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The July / August 2011 edition is still open. If you wish to make any amendments or contributions for this issue, please contact our
advertising department at: eyezonemag@yahoo.com or fax +965-22454596 by 15th June, 2011. Any material received after this deadline
will automatically be inserted into the next issue of Eye Zone.
As a service to our readers, Eye Zone provides the contact details of some manufacturers, distributors and importers in Europe and the
Middle East. While proper care has been taken to ensure accuracy of the data as provided by the companies, Eye Zone owes no liability
to any loss or damage caused by either omission or errors resulting from negligence, accident or any other cause. We reserve the right to

edit any ad which does not meet our policy guidelines.
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Johnson & Johnson (ME) Inc.
PO Box 505080

Dubai, United Arab Emirates
Tel-971 44297200

Fax:971 4 4297450

United Arab Emirates

Yaco Trading

Yateem Group Building
Garhoud

PO. Box : 50571Dubai.

Tel : + 971 4 2820505 / 2828500
e-mail : yaco@emirates.net.ae

Kuwait

Tanios Gerges

Yaco Optical

3rd Floor, Central Plaza

Salem Al Mubarak Street
Salmiya - Tel :+965 25726 884

Lebanon

Khalil Fattal & Fils

Fattal Building

Jisr el Wati-Sin el Fil
PO.Box 11-00 773 Beirut
Tel:+961 1512002

Jordan

Fadi Al Amad

Al Amad Drug Store

Khalid Ibn Al Walid St.

Tel: +962 6 5681572/5681827
Fax: +962 6 5658485

Egypt

Dr.Mounir Hussien

Modern International Exhibition (M.L.E.)
76 Tea'at Al Zumr St.

Omrania, Cairo, EGYPT

Tel. +202-14825636

Telefax: +202-27811887

KSA

Mr.Shady Ramadan

Allied Medical International

Al Ouroba Road

Beside King Khaled Eye Hospital
PO.BOX 55177, RIYADH 11534, KS.A.
TEL +966-14825636

Libya

El - Noman Optical

389, First Of September Street
Po. Box. 1040 Tripoli - Libya
Tel: +218 582 5386

Fax: +218 582 538

Mobile: +218912123117

West Bank : Alex Hanna

F. A. HANNA CO. LTD.

Omar Al-Mokhtar Str. 45 B - TV Circle
Hanna Building

PO.Box 2168 Ramallah Palestine
Tel:+ 970 2 2963258

Fax.+ 970 2 2963257

Cell: + 97054 207 88 78

Yemen

Ibn Al - Haitham Optical &

Hearing Aid Network

Sana’a - Yemen

PO.Box: 12526 - Mobile: +967711117839
Dr. Khalid Atta

Syria

Abdessamad Co.

Aleppo - Syria, Abbara Jedide Street.
PO.Box: 1313

Mobile: + 963944240091

Nikon

Nikon Agents:

Nikon Distribution Head Office for
GCC:

Kuwait

Kefan Optics

PO. Box 999 Safat 13010

Contact: Claire Hayden, CEO

Tel: +965 22230666

Fax: +965 22230654

Mobile no: +965 99653144

E-mail: claire.hayden@kefan-optics.com
www.kefan-optics.com

U.AE.
Kefan Optics PO. Box 119005

Dubai

Contact: Julie Hayes Cockton,

Business Development Manager

Tel. no: +971 42 94 26 22

Fax. No: +971 42 94 26 23

Mobile no: +971 5 06549916

E-mail: julie@kefan-optics.com

For other countries in the G.C.C. please
contact Claire Hayden.

KSA

Kefan Optics Contact Person:

Mr.Tuan Jumaloon

Business Development Manager
Mobile: +(966)-59 0118931

Email: tuan jumaloon@kefan-optics.com

Offices located in:

Al Riyad
Tel No: +(966)-1-29 21657
Fax: +(966)-1-29 15448

Jeddah
Tel:+O 66)-26648232
Fax: +(966) -2 66 838778

Al-Khobar

Tel: +(966)-3 86 75940

Fax: +(966)-3-86 75231

www.kefan-optics.com

Iran

Contact person:

Mr. Masood Mansour

Business Development Manager

Tel. No.: +(98) 21-88743185-6

Fax: +(98) 21-88748058

Mobile: +(98) 9124547348

E-mail:
masood.mansour@kefan-optics.com
www.kefan-optics.com

185, rue de Bercy, 750/2
Paris — France.
Tel:33(0) 14346 27 60
email: siimo@silmo.fr
www.silmoparis.com

TransitiGns

Walid Elali

Business Director, Middle East
Transitions Optical

Mobile: +971 50 659 4664
Fax: +971 8 448 1337

E-mail: welali@transitions.fr

Safilo

OPTITALIA L.L.C.

PO. Box 25385 Dubai, UAE.
Tel: +971-4-3352522

Fax: +971-4-3352243

Email: optital@optitaliauae.com

SAUDI OPTITALIA CO. LTD.

PO. Box 3699 - Al Khobar 31952,
Saudi Arabia

Tel: +966-3-8983828

Fax: +966-3-8983842

Email: infokhobar@saudioptitalia.com
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United Arab Emirates

EGMA Optical Supplies
PO. Box: 47674, Dubai, UAE
Tel: +971 4 326 2000
Fax: 497143262111
Email: info@egma.ae
Web:  www.egma.ae

Qatar

EGMA Qatar

PO. Box: 55242, Doha, Qatar
Tel: +974 4466 0081

Fax. 4971 4466 0082

Email: salesq@egmalens.com

Saudi Arabia

Zarka Al Yamama Optics
PO. Box: 4476, Riyadh - 11491, KSA
Office: +966 (01) 4614824

+966 (01) 4160456
Fax: 4966 (01) 4659275
Factory:+966 (01) 2650405
e-mail: lens@eye.com.sa
Www.eye.com.sa
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OPTICAL SUPPLIES CO.

PO.Box 9019 SALMIYA 22091 KUWAIT
Tel- +965- 25740441

Fax:- +965 -25740442
iwehbe@opticalsupplies-kw.com
www.opticalsupplies-kw.com
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AL JAMIL OPTICAL TRADING EST.
K.S.A - RIYADH - AL RABWA

PO. BOX:23288 CODE:11426
TEL:00966-1-2068800
FAX:00966-1-2921723

Maui jim middle east FZE
Dubai Airport Free zone
Warehouse # |- 16

PO Box 293633

Dubai, United Arab Emirates
Tel: 4971 4 2991207

Fax: +971 4 2991203
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CBC Medical

P O Box: 66171 Dubai UAE
Tel: +971 4 398 8508
Fax:+971 4 398 8503
Email: info@cbcme.com
www.cbcme.com

SEIKO

SEIKO Optical Europe GmbH
Siemensring 111

47877 Willich, Germany
www.seiko-optical.com
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Gulf Trading Cooperation LTD.
Khobar KSA

Tel 03 8935558

Mailto: ho@gtcl.com.sa

Pierre Nahas

Fashion Eyewear & Vision Care
Division Head

Tel +966 3 893 5557

Fax + 966 3 8982218

Mailto: ho@gtcl.com.sa

merve Op tik

Akasya sok. No 4/1

Senlikkoy Florya Istanbul

Tel: 490 212 425 67 00
Fax:+90212 4254979

E-mail : salim@merveoptik.com
www.merveoptik.com
WWW.0Ss€e.com.tr

Charmant

GROUP

Charmant Gulf FZCO

Dubai Airport Free Zone, Bldg 5EA,
PO.Box: 54778

Tel:+971 04-2991199

Fax:+971 04-2991188

Dubai, UAE.

Email: colin@charmant-gulfae
www.charmant.com

EYEVIT DISTRIBUZIONE srl

VIA E. MAJORANA, 5

63822 PORTO SAN GIORGIO (FM)
[TALY

www.eyevit.com

PH. +39-0734-671091
FAX+39-0734-679681

POLAR

SUNOGLASSES

REVERT S.R.L.

Via Tagliapietra, 22
32100 BELLUNO - ITALY
Tel. +39 0437 30084
Fax +39 0437 931003
www.polar.it

revert@revert.it rems

LOOK VISION

ZAE des fauvettes

7 rue de la briqueterie
95330 DOMONT
FRANCE
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#44, Bozorgmehr Ave., Valiasr St.,
Tehran, Iran
Info@azarlens.ir
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FRENCH TRADE COMMISSION
in the United Arab Emirates
Tel: +971(0)4 312 84 91
Fax: 4971 (0)4 332 95 33
PO. Box 3314, Dubai, UAE.
APl Tower, 18th floor, Suite 1802
www.ubifrance.fr

Enter the world of new
opportunities
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Post your CV
@

eyezonemag.com
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Let the World Know
about you!




Discover The World of

Nikon Lenses

Visit us at Vision X from 24 - 26 May, 2011

Kuwait: (+965) 222 30 645 / 47

Iran: (+98) (21) 8874 3185

KSA: (+966) 590 11 8931

UAE: (+971) 42 94 26 22

Email: nikonlenses@kefan-optics.com
www.kefan-optics.com
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Technology, precision, innovation
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Main Office U.A.E
Tel: +971 (04) 326 2000 Fax: +971 (04) 326 2111
P.O.Box: 47674, Dubai. Email: info@egma.ae

Qatar Office
Tel: +974 4466 0081 Fax: +971 4466 0082
P.O.Box: 55242, Doha. Email: salesq@egmalens.com
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7“DAY ACUVUE'

Tru

Brand Contact Lenses

@ /S so healthy it's
like wearing
nothing at all.

1-DAY ACUVUE® TrukEye™ Brand Contact Lenses are designed to
be healthy for the eyes.
Tested over a 12 month period, 7-DAY ACUVUE® TruEye™

contact lenses were shown to be equivalent to wearing
no lens at all.

They enable 100% of the oxygen available to reach the
eyes and provide the eyes with a high-level of UV protection
from the sun’s harmful rays'.

The ultra-smooth HYDRACLEAR® 1 technology helps keep
the eyes comfortable throughout the day. And because
they’re daily disposables, your patients will benefit from a
fresh new pair every day.

Offer your patients a 5 day trial to experience the
benefits of 7-DAY ACUVUE® TruEye™

‘ I-II-H'AC UVU E |j|-5un.r_n_un :

IruEye
i

www.jnjvisioncare.ae ACUVUE®. SEE WHAT COULD BEFE".

JJVC Data on file. 12 month on-eye clinical evaluation of key contact lens related physiological measures.
1. UV absorbing contact lenses are not a itute for UV-blocking as they do not completely cover the eye or surrounding area.
ACUVUE®, 7eDAY ACUVUE® TruEye™, HYDRACLEAR® and SEE WHAT COULD BE™ are trademarks of Johnson & Johnson Middle East Inc. © Johnson & Johnson Middle East Inc. 2011.




