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Background and Objectives

Objective

The focus of the study lies on understanding consumers’
information and shopping behavior and identifying
the latest trends in the optics market

Interest groups

In particular, the study should offer insights for
the different stakeholders of the MIDO and SILMO

« Manufacturers of optical products

« Opticians and other retailers of optical products
« Fashionistas

« Designers

« Journalists

Methodological approach

Quantitative field in December 2024
Online Interviews

representative survey of

4,000 consumers in 4 countries

France Italy Germany usS

Trend

Trend compartison vs last edition 2019

For some KPI's a comparison with 2022 is present
for FRIT GE

NIQ



BACKGROUND
Consumer Trends
and Attitudes

Source: IMF, NIQ GfK Consumer Life
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Inflation has eased its grip...

Sources: IMF, World Economic Outlook Update, October 2024 (2024 estimates, 2025 projection)
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Consumer expenditures are struggling, Europe is stuck in a rut

Sources: IMF, World Economic Outlook Update, October 2024 (2024 estimates, 2025 projection)
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Consumer Confidence is slightly
increasing, but still low (in
particular in Europe)

| am confident in my own economic
future
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Consumer Confidence is slightly
increasing, but still low (in
particular in Europe)

| am confident in my own economic
future

%

2019 = 2023

65 61
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NIQ GfK Consumer Life 2024, 2019, average figures IT FR GE USA
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“ WISH ...”

clashes against

“I NEED...”



«Always on look out

for new products and «I am always looking

: for novelty and fun,
services» even in everyday
%fully agree

products»

%fully agree

23% 21%

(_ % VS ‘20 ) Ijess open to (_5 oA )

mnovation
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importance when

J purchasing eyewear
| % very important
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Key Trends
Source NIQ GfK.Consumer Life

FIGURES FOR IT FR GE USA AGGREGATED
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Value For Money
s the Keyword!

ranking based on % of fully agree

NIQ GfK Consumer Life 2024, list of #30 attitudes vs shopping/brands
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Eyewear Purchase
Journey

Source: IMF, NIQ GfK Consumer Life
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2025 2019

IT 20%®
FR 1% @
GE 14%@®
US 44% @
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Purchase drivers

aggregate figures IT FR GE US - % top 2

QUALITY OF LENSES #17 2019
LOOK/ DESIGN | LIKE #3 20719
WEIGHT OF THE FRAME #4 2019
THE PRICE #2 2019
MATERIALS #6 2019

Advise of store staff

Advice of a doctor (ophthalmologist)

Product sustainable/ecofriendly

The 'made in ..." information

The brand of the eyewear

The brand appeal to my beliefs

Products in store advertising,

Latest product trends (colors, frame, etc.)

Advice from a friend

Adv (traditional media / online)

Worn by celebrities / influencers/athletes

Seenon TV

el =
0

LOOK/ DESIGN | LIKE #72079
QUALITY OF LENSES #3 2019
THE PRICE #2 2019

WEIGHT OF THE FRAME #2 2019
MATERIALS #6 2019

Advise of store staff

The brand of the eyewear

Product sustainable/ecofriendly

The 'made in ..." information

The brand appeal to my beliefs

Latest product trends (colors, frame, etc.)
Products' in store advertising

Advice from a friend

Adv on traditional media / online

Worn by celebrities / influencers/athletes

Seen on TV Series

B—p—n

=
(o]

E04: To what extent is each aspect important to you, when you shop for Optical glasses/sunglasses? Please rate according to a scale from 1 to 5, with 5 meaning: “Very important”.
DO04: To what extent is each aspect important to you, when you shop for Sunglasses? Please rate according to a scale from 1 to 5, with 5 meaning: “Very important”.
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Touchpoints for infojourney
values in %

“ O, O 4 J
« RETAIL/SHOPS 64% @

- DIGITAL @
‘ 20%

« TRADITIONAL MEDIA

« OTHER ‘ 28% ‘24%

* DIGITAL @ 8%

* RETAIL/SHOPS

* TRADITIONAL

* OTHER ‘ 23% .24%

il @
IN STORE (sales - RETAIL/SHOPS °

staff, product in %
’ p . DIGITAL @
store, windows,...)

confirm its « TRADITIONAL MEDIA @ = . 28%

releance ... - OTHER @+ @
.. DIGITAL
TOUCHPOINTS [r— o0 ew
are gaining
relevance and + RETAIL/SHOPS o0 2%
result the main . DIGITAL - .
Channel for « TRADITIONAL MEDIA 25% o8%
sunglasses
« OTHER
24% 21%

EO02 : How did you collect information before the purchase? Base have collected information before purchase
DO02 : How did you collect information before the purchase? Base have collected information before purchase
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Infojourney is going Digital!

2025 | 2019 2025 | 2019
Aggregate 58% | 39% (+19) Aggregate 65% 49% (+16)
« US 70% * 42% (+28) « US 78% « 49 (+19)
o IT 956% * 353% (+3) o IT 66% * 62% (+4)
- GE 57% « 34% (+23) - GE 61% * 46% (+195)
 FR 49% « 26% (+23) « FR 54% o« 37% (+17)

16-35yrs 69% 46-55yrs 63% 16-35yrs 65% 46-55yrs 53%

36-45yrs 70% >55yrs 52% 36-45yrs 61% >55yrs 49%
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#1 #2 #3
il actor singer influencer
influencer actor I, ,
champion
Influencers e b AL
on eyewear
1 60A) actor influencer singer

Have recently seen a

celebrity wearing
“my” model...



EYEWEAR E-SHOPPERS

19,0 \ A |
Last mile 2025 <2019 2025 20719
1s still in s 6% 8% 1% 13%
Store! FRANCE 4% 1% 7% 10%

GERMANY  11% 11% 17% 19%

Us 16% 17% 22% 14%




FIGURES OF E-SHOPPING IN TECH MARKETS
SOURCE: POS NIQ GfK DATA

Online channel gains ground - especially in Q3 2024
Online retail growth returns to pre-pandemic levels i.e

Global (ex. MA, RU) Tech and Durables | Sales Value USD (MSP) | Share (%)

Jan - Sep
Waestern Europe
TCG: Online
Share : 39%
Growth PY : +0.9% China
Daveloped Asia
—— n
| RarFd
LATAM Middle East &
B vo 202 Africa Emerging Asla
B 7o 2022 16% 15% 1% 1% % e B% 0%
¥TD 2021 - B
NIQ [
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Purchase channel: general overview

Products purchased in %

® Amazon —
m official brand websites

other on line
moptichan chain
m indipendent eyewear specialist

department Stores ,'l“
fashion stores (H&M, Zara...) E...l

other store (drugstore, pharma,...)
don't answer

6 4
3 4
FRANCE us FRANCE ITALY GERMANY us
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Figures Aggregate IT FR GE USA; trend vs 2022 E-COMMERCE EYEWEAR GfK for MIDO 2022 '

EASY DELIVERY AT HOME

ONLINE DISCOUNT

COMFORTABLE SHOPPING
/LESS STRESS




Market Opportunities
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EYEWEAR LANDSCAPE

SUMMARY OF COUNTRIES

PAIR OWNED
I'T 1,4

- FR 14

- GE 1,6

-« US 15

PRICE PAID €/$

o IT 159
- FR 150
- GE 1589
- US 128

9,0

PURCHASE EACH
o |T 3,0 years
- FR 29

- GE 3.1

« US 2.2

I CAREALOT
ABOUT MY IMAGE /

APPEARENCE

PAIR OWNED

« IT 1,9

- FR 16

- GE 1,8

- US 20
IT 62%
FR 48%
GE 49%

US 57%

PURCHASE EACH
IT 2,7 years

- FR 3,0

- GE 2,8

-« US 21

PRICE PAID €/$

o IT 134
- FR 112
- GE 112
-« US 89

NIQ [



MARKET OPPORTUNITIES

Italy
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Consumers

Eyewear
makes me feel
good looking

= 55%

! -i-:;.]‘iv' T N | EHRA  (+8pp vs tot)
U - l",’ r 7T ONEE i
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Purchase drivers
% top 2

QUALITY OF LENSES
LOOK/ DESIGN | LIKE
WEIGHT OF THE FRAME
THE PRICE

MATERIALS

Advise of store staff

Advice of a doctor (ophthalmologist)
Product sustainable/ecofriendly

The 'made in ..." information

The brand of the eyewear

The brand appeal to my beliefs
Products in store advertising,

Latest product trends (colors, frame, etc.)
Advice from a friend

Adv (traditional media / online)

Worn by celebrities / influencers/athletes

Seenon TV

M 67

[
B 66

/' 69
\42

P
fa HIGHER VS TOT

39 «  Advice doctor
'\23 -  MADE IN
/. 29 e Brand
S
T 19 LOWER VS TOT
" 19 . In store adv
o 18

LOOK/ DESIGN | LIKE
QUALITY OF LENSES

THE PRICE

WEIGHT OF THE FRAME
MATERIALS

Advise of store staff
The brand of the eyewear Ph
Product sustainable/ecofriendly
The 'made in ..." information
The brand appeal to my beliefs
Latest product trends (colors, frame, etc.)
Products' in store advertising
Advice from a friend ' ==
Adv on traditional media / online ' _i.
Worn by celebrities / influencers/athletes Lz

.

Seen on TV Series

."‘._'*-i
=
N

HIGHER VS TOT

* Quality lenses

*  Weight

« MADEIN

*+ Brand

* (Price)

LOWER VS TOT

* In store adv

NIQ
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Consumers
trends

Sustainability
doesn’t increase
the appeal of the

brand

43%

+7pp vs tot)

Important to
indulge on a
regular basis

51%

(+16pp vs tot)

Source: NIQ GfK
Consumer Life

All

about me

#1: (#3 tot)

Source: NIQ GfK
Consumer Life

feel of the
product is very

Important
+5% vs tot

Source: NIQ GfK
. Consumer Life



Purchase drivers

% top 2

QUALITY OF LENSES
LOOK/ DESIGN I LIKE
WEIGHT OF THE FRAME
THE PRICE

MATERIALS

Advise of store staff

Advice of a doctor (ophthalmologist)
Product sustainable/ecofriendly

The 'made in ..." information

The brand of the eyewear

The brand appeal to my beliefs

Products in store advertising,

Latest product trends (colors, frame, etc.)
Advice from a friend

Adv (traditional media / online)

Worn by celebrities / influencers/athletes

Seenon TV

(
]
1

A

24
18
17
18

u,

]
]
1
[)

(A
/
/

59
hN

/'58

I

32

I§

32

39
= 33

" 46

HIGHER VS TOT

66

advise store staff
IN STORE ADV

LOWER VS TOT

Brand beliefs

LOOK/ DESIGN I LIKE
QUALITY OF LENSES
THE PRICE

WEIGHT OF THE FRAME
MATERIALS

Advise of store staff

The brand of the eyewear

Product sustainable/ecofriendly

The 'made in ..." information

The brand appeal to my beliefs

Latest product trends (colors, frame, etc.)
Products' in store advertising

Advice from a friend

Adv on traditional media / online

Worn by celebrities / influencers/athletes

Seen on TV Series

E04: To what extent is each aspect important to you, when you shop for Optical glasses/sunglasses? Please rate according to a scale from 1 to 5, with 5 meaning: “Very important”.
DO04: To what extent is each aspect important to you, when you shop for Sunglasses? Please rate according to a scale from 1 to 5, with 5 meaning: “Very important’.

2

HIGHER VS TOT

i * advise store staff
/ 25 « IN STORE ADV

9 LOWER VS TOT

* Brand beliefs

NIQ



+ cat eyes
- rounded
- aviator ve

+ rimless
-full frames




MARKET OPPORTUNITIES
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Go out of my way

L k fi
Consumers  for the oot
trends #24/44 items

(#18 tot)

] ; Source: NIQ GfK
. Consumer Life

TEE gl R, s S8 Frepared to pay
| T P F B more for
| love X B sustainable

L o‘* ' Shopping | '-y; § eyewear brand

It tooks one day to e ¢

= decide which | 0 / — #3

. sunglasses to buy g_-_g 49 0 ? /11 items
0 | =% é -5pp Vs tot) A

40% E= 00 o (#5 to)
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Purchase drivers
% top 2

QUALITY OF LENSES
LOOK/ DESIGN I LIKE
WEIGHT OF THE FRAME
THE PRICE

MATERIALS

Advise of store staff

Advice of a doctor (ophthalmologist)
Product sustainable/ecofriendly

The 'made in ..." information

The brand of the eyewear

The brand appeal to my beliefs

Products in store advertising

Latest product trends (colors, frame, etc.)
Advice from a friend

Adv (traditional media / online)

Worn by celebrities / influencers/athletes

Seenon TV

¥ 81
|
= 80
¥ 71
/'/65
W \62
/' 69
%7
J31 HIGHER VS TOT
/. 27 * advise store staff
4 * (price)

28 LOWER VS TOT

B 23 .

/ BRAND
14 e Madein
15
15

LOOK/ DESIGN I LIKE
QUALITY OF LENSES
THE PRICE

WEIGHT OF THE FRAME
MATERIALS

Advise of store staff

The brand of the eyewear

Product sustainable/ecofriendly

The 'made in ..." information

The brand appeal to my beliefs

Latest product trends (colors, frame, etc.)
Products' in store advertising

Advice from a friend

Adv on traditional media / online

Worn by celebrities / influencers/athletes

Seen on TV Series
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=t
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27
m 31
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/
¥ 73
w65
" 63

F 56

/- 49

HIGHER VS TOT

* advise store staff

* (price)

LOWER VS TOT
*  BRAND
* Madein
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Design
Trends
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MARKET OPPORTUNITIES

USA
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easy delivery
at home as a
| driver for e-

| shopping

,,,,, i)

(+13pp vs tot)

Wearing
eyewear help Pay m_ore
my self attention

confidence

46%

(+9pp vs tot)

to ADV



Purchase drivers

% top 2

QUALITY OF LENSES
LOOK/ DESIGN I LIKE
WEIGHT OF THE FRAME
THE PRICE

MATERIALS

Advise of store staff

Advice of a doctor (ophthalmologist)
Product sustainable/ecofriendly

The 'made in ..." information

The brand of the eyewear

The brand appeal to my beliefs

Products in store advertising

Latest product trends (colors, frame, etc.)
Advice from a friend

Adv (traditional media / online)

Worn by celebrities / influencers/athletes

Seenon TV

® 59

HIGHER VS TOT
* Brand
 Latest trends

* (In store adv)

LOWER VS TOT

+ ADVISE STORE
STAFF

LOOK/ DESIGN I LIKE
QUALITY OF LENSES
THE PRICE

WEIGHT OF THE FRAME
MATERIALS

Advise of store staff

The brand of the eyewear

Product sustainable/ecofriendly

The 'made in ..." information

The brand appeal to my beliefs

Latest product trends (colors, frame, etc.)
Products' in store advertising

Advice from a friend

Adv on traditional media / online

Worn by celebrities / influencers/athletes

Seen on TV Series

2

@

/" 39
,' 34 HIGHER VS TOT
,. 33 K (Brand)
'\ 32 = (Latest trends)
/_I. 325 * (In store adv)
/2'0 *  LOWER VS TOT
 ADVISE STORE
21 STAFF
19
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+ squared
+ cat eyes
- rounded

- full frames
+ rimless

+ mixed
- metal oo
- plasticow



A look at
FUTURE intentions
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INTENTION TO
PURCHASE NEXT
MONTHS % top2

63%

55%  SUNGLASSES
60% e
71%

OO
OPTICAL




Summary

-..EYEWEAR STILL
ON TRACK...

Eyewear market ecosystem
proves to meet consumers
expectations:

* despite being pragmatic,
consumers are
adressing quality,
performance and look...
more than price

* at the heart of brand
promise: value for
money

BUILDING BLOCKS

CALL TO ACTIONS FOR BRANDS

v

READ CONSUMERS’ LEAPS Brands must confirm their capabilities of meeting clients expectations:
providing quality, convenience and value for money & understanding targets and markets peculiarities

HELPING CONSUMERS VS «SAD PASSIONS» Brands must further help consumers bridging the gap

desires-lifestyles vs needs-purchases BE THE ENZYME!



Thank you
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