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Background Information

 Sent to 1500 AAOE members in Oct 2008
* 130 respondents
* Response rate 9%
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B Nonmetropolitan (less
than 50,000)

B Metropolitan (50,000
to 250,000)

™ Metropolitan (250,000
to 1,000,000)

B Metropolitan (Greater
than 1,000,000)




planning to add include (check all that apply):

Optical Dispensary

Premium IOLs

Lasik

Cosmetic Procedures

Ambulatory Surgical Center
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grow? (check all that apply)

Procedures Performed in the ASC NI

Premium IOLs

Lasik

Cosmetic Procedures
Surgical Volume
Optical Dispensary

Satisfied with current volume

'6%

97%

%

0%

100%

Note: percentages correspond to those who selected offering/planning to offer applicable services in

preceding question




marketing my practice

1%

B Agree

B SomewhatAgree

™ Not Sure

B SomewhatDisagree

W Disagree




M Yes B No ™ NotSure




my greatest marketing challenge is

(check only one)

M Budget constraints

M Lack of time to undertake
marketing efforts

i Lack of know how

M Partners/doctorsdon't
see the valuein
marketing




on marketing your practice?
(total for all offices)

1%

B Less than $1200

M $1200 - $5,999

® $6000 - $11,999

m $12,000 - $35,999

W $36,000 - $119,999
W $120,000 - $600,000

W morethan $600,000




to marketing?

mO0-1%

B morethan 1% but less
than 3%

m morethan 3% but less
than 5%

B morethan 5% but less
than 10%

M more 10%




your marketing, advertising or promotional efforts?

B Wetry to track the source of new
patients, but frankly have inconsistent
and/or irregular monitoring.

M Qur staff always ask callers how they
heard of us, and they record that
information so we know exactly where
new patients come from.

™ Never: We don't know how/don't have
time.




your practice over the past 12 months?

0%

B Up strongly: more than 25% ahead

B Up somewhat: 10% - 25% ahead

™ Generally flat: Less than a 10%
change

B Down somewhat: Down by more
than 10% but less than 25%

¥ Down significantly: Down by more
than 25%




your practice revenues over the last quarter?

M No change —in fact revenues are up

M Less than a 10% revenue change

© Down somewhat: Revenues down by
more than 10% but less than 25%

B Down significantly: Revenues down by
more than 25%

M Not sure




marketing changes do you intend to make?
(check all that apply)

Enhance Web Site Functionality H 549

Focus on professional referrals [N 53%
Cut back on yellow page advertising [N 30%
Spend more [N 29%

Geta WebSite [N 21%
Try new advertising media | haven't tried B

before
Spend less H 11%

o~




ophthalmologists must actively market themselves in order to survive.

M | agree
M | disagree

= NotSure




