/// ' 3 ™
~ ANNIVERSARY

| ENSCRAFTERS






Contents

The History of LensCrafters

A Plan for Success

Open for Business

What's in a Name?
Entrepreneurial Spirit
Transforming the Category
Store Designs

Dressed for Success

Home Office

LensCrafters POD Transformation
Getting the Word Out
Advertising

Building the Brand

Visioning Themes and Heritage
The Doctor is In

Lab Olympics

Customer Stories

Sharing our Passion: OneSight
Partner Day: Saying Thanks

Year Book Signatures

0

YEARS



/ TH

ANNIVERSARY

4

It was 30 years ago when the doors opened
at the first LensCrafters in Florence Mall. The
concept was simple but revolutionary at the
time — quality prescription eyeglasses in an
hour. But, the innovation didn't stop there. As
you'll read in the following pages, the entre-
preneurial spirit LensCrafters was founded on

has never left the company or its people.

You'll also read about the passion and spirit
of LensCrafters associates like you who have
shaped the company’s history. From helping a
customer find the perfect pair to helping the
world see through OneSight clinics, it's this
dedication and sense of purpose that makes

LensCrafters different.

We hope reading this history will inspire

you as we begin the next 30 years together.
Together, we'll continue to change the industry
and change lives — not only with bold ideas,
but through the everyday service we provide

everyone who walks through our doors.
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A Plan for Success

LensCrafters began on paper - 26 typewritten pages to be exact- a business

plan that would create a brand and change an industry forever.

In 1978, when this plan was written, the typical optical retailer offered consum-
ers about 200 frames and a pair of glasses would take weeks to come back
from the lab. LensCrafters’ founder E. Dean Butler had a better idea — offer
wider selection, reasonable prices and one-hour service. He tested his idea in
Baton-Rouge and quickly captured 40 percent of the market. Butler and the

founders had other reasons to be optimistic:

* At the time LlensCrafters was seeking funding, 50 percent of the

U.S. population wore corrective lenses.

* That fact, combined with increased use of contact lenses, had company

founders anticipating 4.5 percent annual growth for the first 10 years.
* The optical retail industry’s yearly sales topped grocery-store coffee sales.

* The chain would use marketing tactics Dean Butler learned as an executive

at Procter & Gamble to build awareness.

Early plans called for 50 stores by LensCrafters’ 10th year of operation. The
founders wildly underestimated the chain’s success — 500 stores were open

by 19931



1978 Business Plan
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Open for Business

LensCrafters started with two stores —
these lease agreements for Store 1
(Florence, Kentucky) and Store 2

(North College Hill, Ohio) paved
the way for grand openings in 1983.

Here are some facts about these

early stores:

* Rent for the North College Hill store
was $3,333.33 a month.
e * At 6,364 square feet, the Florence
Store is one of the biggest in the
chain. The average square feet of

stores currently is 4,185.

e Store 1 is in the same location

at Florence Mall.

On opening day, March 1983, people
came to the mall and stood staring at

the lab associates making glasses in

the lab.

Llyn Millay



With a snip of the scissors, LensCrafters
President Dave Browne opens store 500.



YEARS

Changing the Industry

Cutting the ribbon at Store 1 did more than open an optical retailer — it ushered in @
new way of doing business. From the in-store lab to the innovations that would come

later, LensCrafters quickly reshaped the industry.

Over the years, the entrepreneurial spirit of the founders has led to more innovations-
from Featherwate lenses to anti-reflective and scratch-resistant coatings. Logos, vision
statements and store designs have also changed over the decades. But what hasn't

changed is our dedication to helping the world see, one hour, one customer, one life

at a time.







During the early days of LensCrafters,

growth was happening at a

frenetic pace, with the company
adding nearly 100 stores in a little
more than a year. That's when we
turned to Compression Planning, a
collaborative method used by Disney
and other organizations to drive
innovation, speed organizational
planning, solve business challenges
and bring sharper focus to

the company.



A PHILOSOPHY OF INNOVATION
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Vision, Mission and Values

The “Decade II” vision statement
was focused on helping cus-
tomers — and the world - see.
The tenants of the Mission and
Vision statements are echoed in

today’s Values and Pillars.

The major difference between
the Original and this version
was a New Core Value -

Having Fun was added

19XX

Original Vision, Mision and Values

The company’s top leaders locked
themselves in a room in French Lick,
Indiana, for three days to craft our
original mission, vision and core
values. The direction they set led the
brand to wild success during the first
10 years.

“The Mission, Vision and values
were the glue that held the
company together as we grew.”




2011

Vision, Mision and Values

LensCrafters’ Vision
THE Vision Care Brand

Our Values

Passion: LensCrafters truly loves taking care of people’s eyes
Progress: Strives to constantly improve every aspect of the
eyecare experience
Personal: Puts the customer first, connect with them on
a long-term relationship basis
Straightforward: Is honest, transparent and up front with you

Our Pillars

= Understanding the importance of sight

= Changing eyecare for the better

= A company with a mission to innovate
towardbetter sight for all

= A bit sexy, fashionable and cool

= A lasting partner

| ENSCRAFTERS
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What's in a Name?

As you can see by the logo timeline at the right,
LensCrafters started as Precision LensCrafters —

a moniker that remained until the “Precision” was
dropped in 1988. The clock graphic, symbolizing
one-hour service, was added in the early 1990s and

remained part of the brand'’s logo until the early
2000s.

Regardless of how the brand is represented
visually, the LensCrafters name always stands for

quality, style and taking care of people’s eyes.

Brand Guidelines , 1999

PRECISION
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1988
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1991
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OPTIQUE
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Entrepreneurial Spirit

The risk-taking, innovative drive to do things differently is something all LensCrafters’

leaders have in common. Each executive brought his skills, experience, creativity and

moxie to the job. The early leaders had to manage exponential growth while staying

true to the principles the company was founded on.

E. Dean Butler
Founder/President from 1983-1987

Dean Butler used business savvy

acquired from a career at Procter &

Gamble to found LensCrafters.

+ Sales reached $305 million under
his leadership.

* He went on to establish a similar
eye care company in England.

» Currently splits his time between
homes in Europe and the U.S.

Dan Hogue

Co-Founder from 1983-1985

Daniel Hogue was also a former P&G

executive who used brand-building

experience to establish LensCrafters.

+ After selling his portion of the
company, he spent several years
teaching in the Virgin Islands.

* He currently resides in Utica, New
York, where he runs a winery.

Bannus (Ban) Hudson
President from 1987- 1990

Ban Hudson led the company during

a time of tremendous growth, with

new stores opening at a rate of

nearly two a week.

* led the expansion into Canada

* He went on to become CEO of
U.S. Shoe, which owned the chain
at the time.
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David M. Browne
President from 1990-1999

David Browne had plans to open 100 new
stores in 1990, but scaled back his plans
due to a struggling economy.

» Earned a “volunteer in action” award
from President Bill Clinton for Give the
Gift of Sight work, which he was
instrumental in growing.

* Drove Technology - credited with
FeatherWates introduction.

* Currently resides in Cincinnati, OH
and is CEO of Family Christian Stores
based in Grand Rapids, M.

Cliff Bartow
President from 1999-2001

Clitf Bartow held executive positions
with the Gap stores before serving
as CEO of both LensCrafters and
Sunglass Hut during his tenure.
» Cliff resides in Atlanta, GA and
is an executive with Family
Christian Stores.

Valerio Giacobbi
President, Luxottica Retail 2001-2008

Valerio moved from Milan to lead
Luxottica Retail N.A., including
LensCrafters, for seven years.

* Brought more high-fashion frames
and a new look for LensCrafters
stores.

* He currently resides in Italy. He left
the company in 2012.

Kerry Bradley
COQ, Luxottica Retail N.A. — 2002-2011

Kerry served LensCrafters in various
leadership roles before being named
Executive VP.

* Kerry served the brand during the
Luxottica acquisition, and over saw
tremendous growth of the chain.

* He currently resides in Alabama
and serves as Chairman of Vision
Development for Luxottica.



Frank Baynham
General Manager 2008-2010

Frank, a former U.S. Army captain, came

to LensCrafters in 1987 as a Marketing

I\/\onoger rising to GM in 2008.
Passionate supporter of OneSight,
serving as President of the OneSight
foundation during his tenure.

* Helped guide Luxottica through the
Oakley and Cole National acquisitions.

»  Currently resides in California and
retired from the company in 2010.

Tom Coleman
General Manager 20010-2011

Tom began his career as director of

operations in 1987, when LensCrafters

had 241 stores.

* led expansion efforts in Australia
and China for Luxottica.

* lensCrafters achieved its highest
sales under Tom’s leadership.

» Tom currently resides in Sarasota,

FL and retired in 2011.

Mark Weikel
President/General Manager 2011 — Present

Mark came to LensCrafters after serving as
SVP and General Manager of Sunglass Hut.
* Mark brings strong retail
experience to his role, including
leading brands like Victoria's Secret
and Lord & Taylor.
* During his leadership, the brand
launched ARIAH and AccufFit.



One-hour service was the start of many
innovations and revolutionary ideas

to come from LensCrafters. From poly-
carbonate lenses to scratch-resistant
coatings to digital surfacing technology,
LensCrafters has always led the industry.
As you can see, the entrepreneurial spirit
of LensCrafters associates has helped

make eyecare what it is foday.




A VISION COMES TO LIFE...




One Hour Service

1986

EYEXAM

OF CALIFORNIA

EYEXAM of California,
Inc. established

1988

N
Teatherares.

FeatherWates with One
Hour Service

1993

Initial AccufFit
Measurement Tool

RxSun Strategy

Duralens

FeatherWates Plus

Invisibles Anti-
Reflective Lenses

Transforming the Category

If you walked into an optometrist’s office in the late 1970s,
you'd find a small selection of frames that had to be sent
away to labs for weeks to make heavy, uncomfortable

glasses.

LensCrafters changed all that. The first store in Florence,
Kentucky offered one-hour service, fashion and value.
Consumers were so fascinated by this new way of doing
business they stared into the windows watching the lab

techs do their work.

And the company was just getting started. The coming
years would bring FeatherWates lenses, anti-scratch coat-
ings, Accu-Fit and more. LensCrafters founders wanted to
create something different and change the industry. That

spirit remains today.



1988
FEATHERWATES

Named for being the lightest lens material in the industry,
FeatherWates gains huge popularity for being 17% thinner,

30% lighter and 10X more impact resistant than conventional plastic
lenses. LensCrafters is the ONLY optical retailer with the technology

to offer this lens in an hour!

1993
ACCUFIT CALIPERS

LlensCrafters promised “the best fit for better comfort”,
and helped make this a reality for customers. The AccuFit
caliper helped customers understand which size frame
would fit best for them.

1995
DURALENS

Customers want lenses that are more scratch resistance and LensCrafters
listens. Duralens offers twice the scratch resistant over regular plastic
without the weight of glass lenses. The steel wool demo brings

Duralens’ benefits to life and customers are elated.



RD PROTECTOR

A purposes Scotchgard
oating to Luxottica.
dinary lenses to
ant — much the

The coating tra
be dirt, oil, and wa
same way Scotchgard
upholstery.

2011

ACCUFIT AL MEASUREMENT

This measure stem revolutionizes how optical
measuremer en. Today’s state of the art
al measurements that are

on manual measurements

2012
RAYBAN IN AN HOUR

LensCratfters is the only optical retailer offering
authenticprescription RayBan lenses in an hour.
RayBan has a rich heritage and the people that
wear them are very loyal to the brand. Advanced
technology used to manufacture prescription
RayBan lenses with the authentic logo delights
customers...in about an hour.




MVP (Maximum
Veiw Progressives)

2002

FeatherWates SPF
2005

(¢

It was everything the optical

FeatherWates
industry had never been. It Cempliz
)4 2006
enabled me, as an optician,/fo Online
Eye Exam
provide unlimited servicefand Scheduling

product. The lab.was onsite, the

doctors were there, and it was

. lemsCretins Sigret
not taboo to see walk-ins. It was v
. 2011
a huge difference from where the
Anti-Reflective
optical industry was at the time! ,, (L]enn;ieurrwce in

Tom Kraemer, on wdlking

into Store 1 for the first time.
2011
AccufFit Digital
Measurement
System, Lens-
Simulator and
Visual Mirror

2012

Signature Customer
Experience

2012

RayBan
Authentic Lenses
in an Hour

In-store digital
engagement capabilities
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Store Designs

Thousands of distracted shoppers walk by LensCrafters locations every day, so store

designs need to grab consumers’ attention and help them make a purchase. Store

concepts changed over the years reflecting new design trends and corporate initia-

tives. Here's a look at what LensCrafters looked like over the years.

JJ STORE

Established 1983

Why the Name?2 \WWhen the management team was logging
all the store fixtures in alphabetical order for the blueprint

the frame cabinet designation was “JJ”.

JJ FOW (Frames on Wall)

Established 1988

Why the Name? The merchandising team realized that
customers will purchase more if the product is at eye level

so they decide to display frames on the slatwall hence JJ &
FOW (Frames on the Wall).



DMB
Established 1993
Why the Name2 Named for Dave M Browne, LensCrafters

President.

DECADE 2

Established 1995

Why the name2 Named for the 10th Anniversary year and
lensCrafters going into their 2nd decade

SMALLTOWN
Established 1996
Why the name? The design was originally used in lower vol-

ume store in smaller cities through the US hence Small Town.

D3
Established 2006
Why the name? This was the store design following the De-

cade 2 store design, hence the name D3.



FOX

Established 2007

Why the name? This design was the value

engineered version of the D3 design. In which the first store

was Oxmoor Mall hence the name FOX for Frugal Oxmoor.

FOX 10

Established 2010

Why the name? The difference from a FOX to the FOX 10
was product surrounded the entire store. We added the

year the change was made hence FOX10 for 2010.

POV

Established 2011

Why the name?2 POV stands for point of view to inspire
imagination and have a lab test and learn environment to

develop a point of view hence POV.

ROI
Established 2012
Why the name2 Maximized real estate space to determine

our best return on investment.



STUDIO SEE
Established 2012

Why the name? Studio SEE stands for signature emotional event.



lt's more than a uniform. What we wear
helps express the brand and unify us as
a team. Although the dress code has
changed through the years, the service,
support and passion behind the clothes

has remained the same.






Dressed for Success

Today’s LensCrafters associate sports a polished, contemporary look
that conveys a look of a brand that knows fashion and style. But in

the earlier days of the brand, outfits were a little more functional with
special pockets for optical tools. Associates wore blue vests and jackets
with the logo printed on them. While the uniform provided a consistent

look, it lacked comfort.

“They were like horse blankets,” said Tom Kremer, who
worked at Store 1 when it opened. Fortunately, the dress

code changed over the years. Here are some highlights:

*  The blue blazers remained until around 2005, when
associates were allowed to wear shirts/blouses with the

company logo on them.



In 2007, a black smock was intfroduced to the dress code.

In about 2010, the uniform called for black and white dress clothes.

Starting in 2012, the LensCrafters Style was introduced, featuring
black and grey core colors with Signature colors as an accent.
This sophisticated, professional look is a part of the LensCrafters

Brand Experience.
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Home Office

Before there was a Home Office,

Luxottica operated in a Back Office -
LensCrafters founder Dean Butler headquar-
tered in the store manager’s office of Store 1.
Headquarters later moved to the North Col-

lege Hill store, because of its larger size.

The company quickly needed a permanent,
dedicated Home Office, and in its earlier days
leased increasingly larger facilities around
Cincinnati. In 2002, Luxottica built the Cincin-
nati Service Center (CSC) - a four-story build-
ing that sits on the corner of Luxottica Way and
LensCrafters Lane. The 286,000 square-foot
office complex is a testament to the company’s

growth, and its unending support for its stores.

* Ohio, Georgia and Northern Kentucky
were wooing lensCrafters to locate its

headquarters in their states.

* The building cost $32.5 million and was
225,000 square feet.

* In 2006 the East Wing and cafeteria was
added bringing the total building to
412,000 square feet.

* In 2012, Luxottica launched the Zero Waste
initiative, and the CSC is on pace to
eliminate all landfill waste in the

coming years.



Florence had the first home office in the Store
Manager’s office. Dean Butler headquartered out

of the store manager office. Once North College
Hill, Ohio opened, the leadership team moved to
their backroom due to the large size of the store.




LensCrafters
POD Transformation

In 2012 LensCrafters’ set out to create a
new branded work space at the Cincinnati
Service Center. The new environment, com-
pleted in September 2012, is the latest step
in LensCrafters’ transformation journey. The
three guiding principles in the

overall design were increase collaboration,
improve team

spirit and create a family environment.

Check out these highlights:

* laptop- friendly “hearth” area where
associates can work more comfortable
and in community with each other.

* Brand story wall and historical timeline
features key

* moments in LensCrafters’ history

* Recognition wall celebrates associates’
contributions to bringing the brand
to lite

* Voice of the customer wall with real
customer letters

» reinforces why customers are loyal to
LensCratters

« Craftsmanship area celebrates the Art
of Crafting Eyewear in Luxottica facto-

ries and our labs
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Getting the Word Out

Many LensCrafters’ founders had extensive
marketing experience and quickly put it to use

to promote the brand. Public relations was one
tactic they used - as seen from these newspaper

and magazine clippings.

080 199,

Some promotion - like being featured
on David Letterman’s famous nightly
Top 10 List -- was purely accidental,
but still effective in promoting the

brand.
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Advertising

LlensCrafters was a new concept in eyecare, and it took a creative advertising
campaign to get people in the door. The initial business plan called for extensive
TV, radio and print advertising to convince the largest possible number
corrective lens wearers that LensCrafters offered the best selection, value

and one-hour service.

Early ads focused on Grand Openings, Thorough Eye Exams and One Hour
Service while offering Coupons for $20 off. In the early years there were limited
number of competitors or insurance, and most people wanted to try the new
place with it's convenient one hour service and large selection of frames. More
recent advertising, including TV ads by premier director Max Malkin, showcase
fashion and celebrate vision with rich images of real people. All advertising is

backed up by the outstanding service provided by LensCrafters associates!

Need Copy - Is this the first Ad? Let’s call this out and give any info we
have - this is the most interesting ad since it was the beginningltatis
mos reic tet mint pe dolore nisquos sequiant, unt alia doluptatio




1988 1990 1993
1995 1996 2000 2000

2005 2006 2007

2007 Fashion Rocks Rolling Stone advertorial 2010 2012

Featuring Heidi Klum




1984

USShoe

Precision LensCrafters
purchased by Cincinnati's U.S.
Shoe Corporation.

1985
Opened 100 store location
on a 58 store base.

1987
4 stores acquired from

Optika.

LensCrafters enters the
Canadian market

12 stores acquired from
Lenox Optical.

1990

LlensCrafters opens 8
stores in the UK -
London and Wales

1993
LensCrafters exits UK.

1993

22 stores acquired from
EyeMasters Canada

1994
30 stores acquired from
Tuckerman Optical

1995
New sublease arrangement
introduced with Opti-World

acquitisiton

1995

59 optical superstores
acquired from Opti-World

12

Building the Brand

US Shoe helped fuel LensCrafters’ meteoric growth.
The company itself was purchased by retailer U.S. Shoe
Corporation soon after it was founded(3 stores at the
time). Each acquisition added more stores and more
locations to an-ever expanding geography. The brand
expanded to Canada in 1988, made a brief appear-
ance in the United Kingdom and currently has a loca-

tion in Hong Kong.

LlensCrafters had an eye for international

expansion- the founders expanded to Canada and
Puerto Rico within five years of the company’s founding.
In 1993, it became Canada’s largest optical retailer
after acquiring the EyeMasters chain. Above is a copy
of EyeWitness, the company newsletter, celebrating

LlensCrafters” expansion to the North.



1995

Luxottica acquires LensCrafters.

1996

| store acquired from
Optique Inc.

1996
6 stores acquired from
EyeMed.

1997

| store acquired Eye
Center.

1997

7 stores acquired from

Lens Lab.

1998

71 stores acquired from
Vision Corner, Eye\World,
helped push LensCrafters over the 250-store count Hillman Kohan Eyes,
Clear-Vue Opticians,

Focal Point Optical,
Vision World and

January 1993 October 1993 American Eyecare.

Acquiring the 12-store Lennox Optical chain

less than 10 years after its founding.

OPSM - Australia joins
Luxottica Group

2005

27 stores acquired from
Precision Optical.

April 1995 2006

74 stores acquired from
Shoppers Optical.

2006

LensCrafters enters China.

2007
100 stores acquired from

D.O.C.




Visioning Themes National
Leadership Conference

As LensCrafters approached its 10th anniversary,
it was time to commemorate the amazing growth
of the brand and recalibrate for the future. This
started a tradition of holding annual meeting to
bring field and home office associates together
to celebrate each year’s successes and plan for
the coming year. The locations and themes for the
meetings have changed each year, but the event
is always a great opportunity to reconnect with

colleagues and renew the LensCratters spirit.

ans




1993

1995

1996

1997

1998

1999

2000

2001

2002

2003

2004

2005

2006

2007

2008

2009

2011

2012

2013

10th ANNIVERSARY

Governors Hill Home office
Pheonix, AZ

BECAUSE OFYOU
Nashville, TN

LEGENDARY SERVICE:
A WORK OF THE HEART
Palm Springs, FL

THEME?
Nashville

BE YOUR PERSONAL BEST
Nashville, TN

IGNITE THE POSSIBILITIES
Dallas, TX

THE POWER OF ONE
Dallas, TX

OUR FINEST HOUR
THE PRIVILEDGE OF SERVING
Jacksonville, FL

20th ANNIVERSARY
Cincinnati, OH

INSPIRING LEADERSHIP
Orlando, FL

TOGETHER WE ROC -
MANY VOICES, ONE VISION
Houston, TX

ROCTHE WORLD...
NO BOUNDARIES
Orlando, FL

CONNECT
Houston, TX

OWN IT
Nashville, TN

OPTICAL 1-2-3
Nashville, TN

WE ARE LUXOTTICA
Las Vegas, NV

LIVE IT!
New Orleans, LA

LEAD IT!
Atlanta, GA




Every LensCrafters customer receives
a commitment to quality — from the
care at the doctor’s office, to the
highest-quality frames in the world, to
superior lens materials to the crafts-
manship that goes into making the

finished product.

This commitment started the moment
Store 0001 opened in Florence.
Associates would skip lunch because
they were excited to dispense the

finished job to a customer.

“It makes me feel great when a
customer puts on a pair of quality

asses we have made and leaves
gl h d dl

with a smile.”
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The Doctor is In

Before they are our customers, they are the doctor’s patients. For the past 30 years, our
doctor partners have helped us grow by being the friendly face providing world-class

eye care.

But affiliated doctors and retail optical chains were relatively new concepts 30 years
ago. LensCrafters helped grow the concept, attracting more ODs to affiliate with te
company so they could focus on delivering exceptional eyecare. The scope of practice
for doctors has also expanded significantly — when LensCrafters was founded, most ODs
could not dilate the eyes of their patients, much less treat disease. Now, most ODs can

treat glaucoma as well as infections, allergies and dry eye.







THE ART OF CRAFTING EYEWEAR
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Lab Olympics

Oftering precision-made glasses in an hour was an audacious
promise in 1983, and still is today. Backing up this promise is a team
of lab professionals =who spend every day delivering high-quality

eyewear to our customers and patients.

One way lab associates keep their skills sharp is by participating in the
annual Lab Olympics competition. For more than 25 years, thousands of
associates have challenged each other’s speed an accuracy to win a
coveted Lab Olympics medal and recognition as one of the best of the
best labs.

The format for Lab Olympics has changed over the years, but the program
started as an individual competition to see which lab associate could
complete the most pairs in one hour, according to Bruce Layton,

Sr., Director of Service Quality.

Here are some other highlights:

*  More than 330 medals have been awarded in the competition
over the years.

*  The first Lab Olympics was held in Tampa Florida in 1986.

*  More than 260 teams participated in the 2012 Lab Olympics,
which was held at the Columbus LOM facility for the first time.

*  Four associates have won a gold medal twice.







A note, phone call or email from a
customer who wants to applaud great
service is one of the most rewarding
aspects of working at LensCrafters.
During several points in the company’s
history, these notes were collected and
shared with associates. Company
President Dave Browne called
lensCrafters associates “16,000 unsung
heroes who are making a difference in

our world.”

One of those heroes said it best when
he wrote: “This is my legacy — being the

best at helping the world see.”






1.7

LensCrafters Lovés
Eyes

Handwritten and typed notes apd cards tell
great stories about the servicefprovided by
LlensCrafters associates. VWHether quickly fixing
a broken pair of glasses goroviding courteous
service or showing a child how her lenses are
made, customers wefe moved to write, and
President Dave Browne collected the letters in a

bound book to inspire company leadership.
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OneSight:
A Tradition of Helping

OneSight started with question —

what can the industry leader in eyewear and
eye care do to help the millions of people who
suffer from poor vision simply because they don’t

have access to care?

The program, which began as Give the Gift of
Sight in 1988, offered in-store vouchers for new
eyewear for those in need. Within three years
the program expanded to global clinics, and by
1999 the program had helped its millionth

recipient.

“At LensCrafters, helping many people to see
was pretty compelling,” said former CEO Cliff
Bartow, who was instrumental in the program’s

founding.

Today, OneSight has helped more than 8 million
patients, reaches thousands each year during
global clinics, is developing sustainable clinics
around the world and continues to be a central
part of the

LensCrafters’ culture. The timeline

above shows just some of

the many milestones the

program has celebrated.

Many LensCrafters associates

have contributed to the

OneSight's success!



Give the Gift of Sight store pro-
grams begin with vouchers for
free new eyewear in lensCraft-
ers stores across North America

First Global Clinic to
Costa Rica

Hometown Day is established
across all LensCrafters stores,
creating the single, largest

day of giving

Give the Gift of Sight
launches Seemore

Iris joins the fleet

LensCrafters helps its
One Millionth patient

Give the Gift of Sight merges
with other regional programs
to become OneSight, a global
family of charitable vision care
programs

OneSight Launches EyeVan,
a lensCrafters state-of-the-art
production vehicle that travels
to Regional Clinics to manufac-
ture eyewear onsite.

OneSight's celebrates 25 years
of Helping the World See!




Sharing our Passion: OneSight

If you've ever helped out at the Vision Van, dispensed a pair of Chabellas, participated in
Hometown Day or taken a OneSight donation in your store, you have these LensCrafters
associates to thank. As OneSight celebrates its 25th year of helping the world see, we want to

honor the entrepreneurial spirit of the associates below, and work all of us do to continue the

mission of OneSight.




Judy Smith

Inspired during six Global Clinics, and seeing the great,
unmet need in her own community, Judy Smith (LensCrafters
Store #42, Sacramento, CA) started Hometown Day, where
LlensCrafters stores open early to provide free exams and
glasses to locals in need. This has since become OneSight's

largest single day of giving.

Paul Craven

During a Global Clinic in 1994, Lab Manager Paul Craven,
(LensCrafters Store #333 Portland, ME), noticed that available
inventory was not appropriate for children. Determined to find
a solution, he headed back to his lab to create what is now
known as the Chabella - a small, round frame, perfect for a

child’s face that is used on all Global Clinics

EyeVan

LansCrafters associates rallied to raise funds to help cover
the cost of EyeVan, a 40-foot state-of-the-art production
vehicle enabling most students at Regional Clinics to receive
their eyewear immediatedly, instead of the typical two-week

waiting period.

Melissa Standridge

Noticing that customers always offered to pay for fittings
and adjustments (a free serveice), Melissa Standridge, GM
(LensCrafters Store #225, Mobile, AL) wondered about the
possibility of asking customers to make a donation to One-
Sight instead. And in 2001, Cents for Sight was born paving
the way for the cuurent register donation program which has

raised more than $5 million to datel!
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Partner Day: Saying Thanks

It takes the dedicated support of the Luxottica extended family of associates, suppliers and ven-
dors to help make OneSight possible. Each year their efforts are celebrated during Partner Day.
The event, which started in 2000, includes a golf outing (Par for Sight), silent auction, gala and

an update on OneSight activities.




As you read in this book, the history of LensCrafters focuses on people. Who

are the notable figures in your LensCrafters history? Have them sign this book

-to remember them and what they've done in your career!
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“It is the heart that makes customers happy.
And we are the heart of the company.”

-LensCrafters Associate

We wouldn't be celebrating 30 years
without our people — from the founders, to
today’s leaders to store and manufacturing
associates — our people are what set us
apart. As you've seen on the preceding
pages, our people have built the brand

and will see us through the next 30 years.

How will you contribute your passion and
creativity to shape the coming decades?
Today starts the next chapter — the next
customer who walks in, the next pair of
lenses you fit into a frame or the next big
idea will help shape our history. After three
decades, we remain the industry leader.
Help us as we show the world once again

different ways to think about eyecare.
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