¢ CONTACT LENS

J‘INSTITUTE”"

New Research Shows Differing Rationale for Contact Lens Wear by Generation

Latest Contact Lens Institute Data Also Illustrates Younger Patients More Inspired by
Product Advancements; Offers Opportunities to Better Engage Current and Potential Wearers

BOSTON, October 7, 2025—Rationale for wearing contact lenses varies by generation, as does the
appeal of technology and feature advancements, according to new research from Contact Lens
Institute” (CLI). The data are being presented during the 2025 American Academy of Optometry
Annual Meeting, which has drawn thousands of eye care professionals, educators, scientists, and

manufacturers to Boston this week.

“It’s clear that contact lens wearing motivations can differ by age. Understanding what influences
Gen Z, Millennials, and Gen X should help the eye care community better attract new contact lens
patients and more effectively retain current patients through targeted communication and
education,” said Stan Rogaski, CLI’s executive director.

The findings represent the latest installment of CLI’s See Tomorrow initiative, complementing
insights shared in September surrounding generational wearing patterns. They are derived from a
CLI-commissioned survey of 1,308 vision corrected respondents in the U.S. and Canada during July
and August 2025 across three generations: Gen Z (ages 15-28), Millennials (ages 29-44), and Gen X
(ages 45-60).

Reasons for Contact Lens Wear

Current contact lens users (n=443) were presented with 12 well-established reasons for wear,
asking them to select all that applied. Gen Z indicated personal appearance (52%), freedom from
glasses (47%), and a lack of visual obstruction (40%) as their top three factors. Millennials favored
personal appearance (50%), followed by freedom from glasses (48%), better comfort (48%), and
ease of use (48%). Gen X weighed in with freedom from glasses (54%), a lack of visual obstruction
(53%), and better comfort (41%).


https://link.mediaoutreach.meltwater.com/ls/click?upn=u001.NucktcIowIp4B7InnqhcobzvjS5-2BtHNJnql67EuO9Pc-2ByVShrDcm3i-2FURaJDOKkW2O2B_uOYHcU-2FpdePDyLnWWz-2FNOmZ1hjM4k3YG8DjpwooTKkFFY1atntgDxF-2BZ5wHcN8YXgsVY0COIG2DapcLhbUoZYVH659rJbLcOCaKXBPINpocW2ynrwZlg6K6AhMlM9GehhIdimZkN-2FMmqJhqGzZjdKQhlThEcowtACDoiDHjpGau7q5vq9JK3logOe-2B6paB4kx85tl2aGO1D1iyYM6IDrUSeWrQGh7IRHLhIqI3hE-2B-2BfKahGFH4lWjzjFOLnaOAVCO-2FJh2tPsfijsdiktx40TplghGQwZ6xBjXXs5n1S3d8YSr-2FK7KTWIGJMtknjL32wXxRfndKPsIos4wjunztVKH619-2ByKc4UyCEZGPXUiIKcVBrK4E2N1vQ0nAhiakamHe
https://link.mediaoutreach.meltwater.com/ls/click?upn=u001.NucktcIowIp4B7InnqhcobzvjS5-2BtHNJnql67EuO9Pc-2ByVShrDcm3i-2FURaJDOKkW2O2B_uOYHcU-2FpdePDyLnWWz-2FNOmZ1hjM4k3YG8DjpwooTKkFFY1atntgDxF-2BZ5wHcN8YXgsVY0COIG2DapcLhbUoZYVH659rJbLcOCaKXBPINpocW2ynrwZlg6K6AhMlM9GehhIdimZkN-2FMmqJhqGzZjdKQhlThEcowtACDoiDHjpGau7q5vq9JK3logOe-2B6paB4kx85tl2aGO1D1iyYM6IDrUSeWrQGh7IRHLhIqI3hE-2B-2BfKahGFH4lWjzjFOLnaOAVCO-2FJh2tPsfijsdiktx40TplghGQwZ6xBjXXs5n1S3d8YSr-2FK7KTWIGJMtknjL32wXxRfndKPsIos4wjunztVKH619-2ByKc4UyCEZGPXUiIKcVBrK4E2N1vQ0nAhiakamHe
https://link.mediaoutreach.meltwater.com/ls/click?upn=u001.NucktcIowIp4B7InnqhcoUq4BlS0lGr5eQFAzNwmQWjA92Ohbi11gf8DWbH2dMpTLmWCNkfNP0IJ68HylIApyw-3D-3DzkYK_uOYHcU-2FpdePDyLnWWz-2FNOmZ1hjM4k3YG8DjpwooTKkFFY1atntgDxF-2BZ5wHcN8YXgsVY0COIG2DapcLhbUoZYVH659rJbLcOCaKXBPINpocW2ynrwZlg6K6AhMlM9GehhIdimZkN-2FMmqJhqGzZjdKQhlThEcowtACDoiDHjpGau7q5vq9JK3logOe-2B6paB4kx85tl2aGO1D1iyYM6IDrUY-2Fl1BRsPNnEC9YBbJj06Ox2gZwzpX27zqORFCl7Ehxw34GOrFJQVlGdUJd4fetXbQ3v7zuB7D-2FY0bWi1PKVgZMaACsUL67RXBXXbN6vNIEe8ME2rycElMNnRIhgvLFYAGVr4vHR4WGzZLK8-2BmL2E6G5yiNcfoEe6VcDZTcsBTcM
https://link.mediaoutreach.meltwater.com/ls/click?upn=u001.NucktcIowIp4B7InnqhcoUq4BlS0lGr5eQFAzNwmQWjA92Ohbi11gf8DWbH2dMpTLmWCNkfNP0IJ68HylIApyw-3D-3DzkYK_uOYHcU-2FpdePDyLnWWz-2FNOmZ1hjM4k3YG8DjpwooTKkFFY1atntgDxF-2BZ5wHcN8YXgsVY0COIG2DapcLhbUoZYVH659rJbLcOCaKXBPINpocW2ynrwZlg6K6AhMlM9GehhIdimZkN-2FMmqJhqGzZjdKQhlThEcowtACDoiDHjpGau7q5vq9JK3logOe-2B6paB4kx85tl2aGO1D1iyYM6IDrUY-2Fl1BRsPNnEC9YBbJj06Ox2gZwzpX27zqORFCl7Ehxw34GOrFJQVlGdUJd4fetXbQ3v7zuB7D-2FY0bWi1PKVgZMaACsUL67RXBXXbN6vNIEe8ME2rycElMNnRIhgvLFYAGVr4vHR4WGzZLK8-2BmL2E6G5yiNcfoEe6VcDZTcsBTcM
https://link.mediaoutreach.meltwater.com/ls/click?upn=u001.NucktcIowIp4B7InnqhcobzvjS5-2BtHNJnql67EuO9Pd1LBss73ndh-2FVZ1a-2BcnuQ3LcfepdSsbgV-2Bj9MnTEndnHdmU3GJzqtuQriNd2dKfWU-3DKCs3_uOYHcU-2FpdePDyLnWWz-2FNOmZ1hjM4k3YG8DjpwooTKkFFY1atntgDxF-2BZ5wHcN8YXgsVY0COIG2DapcLhbUoZYVH659rJbLcOCaKXBPINpocW2ynrwZlg6K6AhMlM9GehhIdimZkN-2FMmqJhqGzZjdKQhlThEcowtACDoiDHjpGau7q5vq9JK3logOe-2B6paB4kx85tl2aGO1D1iyYM6IDrUf6FEqs44-2BU-2B6yHiIlLmomuLyq0r1rwXDzyOVs7fn-2BzCe5KuUuHDQBOnJIKVU92VucNPsYfv3TKqORC2JTjGyps70nGn-2Be1QxmtrXl93-2Bc4fqUjhLXXcH7N-2BBbfxh7wRSFs0xQOb9rr1OBcG8inR1V9PxVaochlDvO8vwSBdWGAA

Of particular note were Gen Z-to-Millennial gaps in better comfort (-10%; Z: 38%, M: 48%) and ease
of use (-13%; Z: 35%, M: 48%). Given recent CLI data revealing that eight percent more Millennials
wear contact lenses than Gen Z, there appears to be opportunity to discuss and emphasize these
upsides with younger patients to drive adoption and decrease dropout.

And while some clinicians may believe that patients choose their corrective device based on visual
acuity, all three generations ranked optimal vision in the middle of the pack (Z: 34%, M: 30%, X
29%). This suggests that highlighting contact lens lifestyle benefits while also reinforcing their
optical advantages may promote uptake and retention.

Reasons for Contact Lens Wear: Generational Comparisons

THE APPEAL OF CONTACT LENSES CAN DIFFER BETWEEN GENERATIONS, REVEALING TARGETED OPPORTUNITIES
TO BETTER ENGAGE AND EDUCATE CURRENT AND POTENTIAL WEARERS ON WELL-ESTABLISHED BENEFITS,
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Younger Generations More Inspired by Contact Lens Advancements

All survey participants (n=1,308) were asked to indicate their interest in eight broad categories of
contact lens advancements. With limited exception, Gen Z and Millennials responses of being
“extremely” or “very” interested were similar, favoring UV absorption/protection (Z: 52%, M: 55%),
reusable contact lenses (Z: 49%, M: 50%), torics (Z: 49%, M: 49%), and contact lenses designed for
digital device use (Z: 47%, M: 49%).
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Conversely, Gen X responses were more muted, with percentages lower by double digits compared
to the younger generations. Even when queried about multifocal contact lenses for presbyopia, 36%
of Gen X reported being extremely or very interested (their highest-ranked category, tied with UV
absorption) versus 41% of Millennials. This implies the need for continued outreach to Gen X about
the latest generation of multifocal designs, plus the opportunity to begin discussions earlier with
Millennials about presbyopia and multifocal advantages.

The difference between Gen Z and Millennial interest in reusable contact lenses (Z: 49%, M: 50%)
contrasted with daily disposable / 1 day lens interest (Z: 35%, M: 41%) is also notable, possibly
resulting from new category entrants, the prevalence of daily prescribing in the U.S. and Canada
that makes the modality expected, and even economic considerations.

Contact Lens Advancements Inspire Younger Generations

NEW CONTACT LENS TECHNOLOGIES AND FEATURES INSPIRE GEN Z AND MILLENNIALS SIGNIFICANTLY MORE THAN GEN X,
SUGGESTING TOPICS TO HELP BETTER CONNECT WITH POTENTIAL AND CURRENT WEARERS,
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“Our See Tomorrow consumer research continued to be unique, and we have been encouraged by
its growing use across optometry, ophthalmology, opticianry, and academia since 2021. The data
shared at Academy and Vision Expo West are only portions of what we discovered about
generational perceptions—more of which will be published in a comprehensive report later this
year,” said Rogaski.
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Infographics and insights from the latest See Tomorrow research, as well as access to prior
research, are available at contactlensinstitute.org/resources/see-tomorrow/.

Contact Lens Institute advances the latest innovations in safe and effective contact lens and lens
care products and services that provide unique benefits to patients while satisfying the evolving
needs of eye care professionals. CLI undertakes activities that properly assess, enhance, promote
and balance contact lens and lens care industry welfare and growth, including the safe use of
products in the marketplace. Its members include Alcon, Bausch + Lomb, CooperVision, and
Johnson & Johnson Vision. For more information, visit contactlensinstitute.org.
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