
NEW YORK—If the term “smart glasses” still con-

jures up images of Google Glass for you, it’s time 

you took another look at them. Smart glasses have 

come a long way in the eight years since Glass’s 

brief but controversial run as a consumer product, 

which ended due to its unconventional styling, 

high price and privacy concerns related to its on-

board video camera.

Today, consumers can choose from a wide as-

sortment of products, many of them affordably 

priced, with distinctive features to suit the user’s 

specialized needs. Gamers love virtual reality glass-

es that give them a thrilling, immersive experience. 

Fitness buffs use augmented reality smart glasses 

and headsets to gamify their workouts, and wear 

audio-enabled frames to envelope them in sur-

round sound at the gym. Skiiers wear camera-

enabled smart glasses to capture their latest ski 

run so they can upload the video to their favorite 

social media platforms.

(Select snapshots of various consumer smart 

glasses can be found throughout this article.)

This proliferation of products, including en-

tries such as Amazon’s Echo Frames and Ray-Ban 

Stories—the result of a collaboration between  

EssilorLuxottica and Meta (formerly Facebook)—is 

helping boost consumer sales through a multitude 

of online and brick-and-mortar retailers and is pro-

pelling the market forward. Long-rumored releases 

of AR smart glasses from Google and Apple are 

also fueling growth expectations, though neither 

company has revealed its product designs or com-

mitted to a launch date.

Because the smart glasses market is so seg-

mented, it’s difficult to completely map its growth. 

However, most industry sources and trend analysts 

expect that several market segments, driven by ma-

jor consumer trends, will grow over the next sev-

eral years. The Consumer Technology Association, 

in its annual trend forecast released in January, pre-

dicted that growing interest in the metaverse will 

contribute to a spike in demand for virtual reality 

eyewear, with shipment revenues rising from $774 

million in 2021 to nearly $1.3 billion in 2022, a 66 

percent increase. 

Statista, citing various sources, reported that 

unit sales of leading AR glasses brands will rise to 

3.9 million units by 2024, up from 410 thousand 

units in 2021. As of 2021, wellness is the primary 

driver for using augmented reality (AR) throughout 

the world, Statista observed.

Some optical retailers are eyeing this potentially 

lucrative market. Yet only a few have succeeded in 

selling a significant volume of smart glasses, and 

those products that are selling are largely audio- 

and camera-enabled models. 

“The consumer market for AR 

(Augmented Reality) smart glass-

es is still very finicky and fragile,” 

said Patrick Ho, CEO of Roches-

ter Optical, which develops pre-

scription solutions for AR smart 

glasses primarily for the enter-

prise market. “On the other hand, 

the consumer market for VR (Virtual Reality) smart 

glasses, widely promoted by major social media 

and gaming platforms, seems to be getting good 

traction. 

“It will take the enterprise market to get solid 
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“a discreet, high performance entertainment and 

information experience,” according to its website.

“There is also a need for improved thermal 

management,” Dr. Legerton added. “Current prod-

uct offerings are simply too bulky, heavy and hot 

to achieve mainstream consumer 

market growth. Most offerings fit 

poorly and sit too far from the face. 

The resultant obtrusive appearance 

and discomfort is self-limiting.”

Yet Dr. Legerton believes the 

situation will improve, and that op-

tical retailers and eyecare profes-

sionals will play a major role in dispensing smart 

glasses and smart contact lenses.

“The transformation in our industry toward ag-

gregate buying and providing of care makes for a 

more rapid adoption of the dispensing of smart 

glasses; and contact lens providers already have a 

healthy interest in specialty contact lenses. I teach 

and preach ‘Personalized Ultimate Reality’ and be-

lieve that one-size fits all smart glasses are limited 

in their potential to be comfortable and accepted 

by the majority of consumers. Smart glasses and 

smart contact lenses need personalization by ECPs 

by way of assessment, measurement and fitting.”

Some industry observers limit their definition of 

the smart glasses market to AR and VR products. 

“In general, audio/video/Bluetooth connection 

eyeglasses are not technically considered ‘smart” 

glasses’ because they are simply routing audio 

and video signals without significant computer 

processing that would produce desired results 

such as augmented/virtual/mix reality environ-

ment,” said Rochester Optical’s Ho. 

However, consumers typically overlook those 

distinctions when shopping for smart glasses, 

and many manufacturers embrace the term for the 

technological sophistication it infers. (For the pur-

poses of this article, audio-enabled glasses will be 

considered smart glasses.)

A major supplier that positions its glasses as 

an audio wearable device is Amazon. The online 

giant sells its Echo Frames direct to consumers, 

naturally, but has arranged for customers to get 

their frames Rx’d at select brick-and-mortar stores 

and through an online replacement lens service.
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traction on AR smart glasses before they would 

proliferate to consumer markets. However, the best 

opportunity for ECPs is to align with enterprises 

deploying AR smart glasses, as AR devices require 

more custom-tailored prescription solutions best 

supported by optical professionals. Major growth 

is still a year or two away depending on continued 

increase in smart glasses adoption by enterprises 

and ECP engagements in these budding opportuni-

ties,” Ho said.

Jerome A. Legerton, OD, FAAO, co-founder, direc-

tor, chief clinical and regulatory officer of Innovega 

Inc., cites several factors that are impacting the 

growth of the smart glasses market, both now and 

in the near future.

“Applications that involve the metaverse, rich 

media and information access will be the drivers. 

The limiting factors relate to the form factor of the 

glasses. The industry continues to be limited by 

the need for further miniaturization that brings 

reduction in bulk and weight,” said Dr. Legerton. 

His company will soon release eMacula, a glasses 

and contact lens combination that gives the user 

Continued from page 68

MANUFACTURER: Amazon

DESCRIPTION: Lightweight audio 

glasses for making hands-free calls 

and listening to music

KEY FEATURES:

• Available in Modern Tortoise, 

Quartz Grey and Pacific Blue. All 

three are prescription-ready and 

available in polarized sunglass 

lenses with UV400 protection or 

blue-light-filtering.

• Top Contact enables phone calls 

to be made quickly by long-pressing 

the touchpad, so there will always 

be a direct line to contacts without 

having to scramble for the phone or 

use voice commands. 

• Automatically turns on when worn, 

and automatically goes into a low 

power sleep mode when turned 

upside down to help preserve bat-

tery life.

• Lightweight and comfortable. IPX4 

splash-resistant for water and sweat.

• Microphones designed to respond 

only to the wearer’s voice of the 

person and turn off with the double-

press of a button.

• Direct sound to wearer’s ears 

while minimizing what others 

can hear. Volume is automatically 

adjusted in real time based on the 

noise level of wearer’s environment.

• More than two hours of talk time, 

Alexa interactions, and media play-

back over a 14-hour day, or up to 

four hours of nonstop listening on a 

full charge.

• Supports access to Google As-

sistant and Siri from a compatible 

device.

www.amazon.com

ECHO FRAMES

Continued on page 72
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“We’re very encouraged by the customer re-

sponse we’ve seen,” said Amazon’s Jean Wang, di-

rector, Echo Frames. “Echo Frames are rated above 

four stars on Amazon.com, and we continue to hear 

inspiring feedback about ways customers are us-

ing Frames to make the most of their day-to-day,” 

Wang told VM. 

“Echo Frames have technol-

ogy we call open-ear audio, 

which allows customers to hear 

sound directly in their ears 

without blocking out the world 

around them. Customers often 

tell us how much they love this 

capability, and how convenient 

it makes listening to music or 

their favorite audiobook during a commute or tak-

ing conference calls while working from home. And, 

with access to Alexa hands-free they’ve found it 

easy to set timers or reminders while running er-

rands, add items to their to-do or shopping lists 

as soon as they think of them, and so much more. 

“One customer even shared how invaluable Echo 

Frames are with their disability, explaining that 

‘holding a phone up to my head is not optional for 

long periods of time, but now I can talk to family 

and friends effortlessly.’”

Wang said Amazon has worked with eyewear de-

signers to create a product that appeals to eyeglass 

wearers and is easy for eyecare professionals to 

dispense.

“When we created Echo Frames, it was impor-

tant for us to consider design concepts and indus-

try trends,” she explained. “At the same time, we 

are also inspired by our customers. Early in the 

development of Echo Frames, we took on the man-

tra ‘eyewear first, then technology.’ We recognized 

the importance of delivering the type of eyewear 

that our customers want, taking into consideration 

comfort, fit, the ability to accommodate an Rx and, 

of course, style. 

“And we wanted to make it just as easy for eye-

wear professionals to add prescription lenses like 

any other glasses. Over the years, we’ve conducted 

extensive research, consulted with eyewear and 

design experts, and collected feedback from our 

customers. All these insights helped us iterate on 

the Echo Frames design and deliver the style op-

tions we offer today.”

The mesh of technical expertise and eyewear 

design savvy also characterizes the collaboration 

between Meta—the tech giant 

formerly known as Facebook—

and EssilorLuxottica, a partner-

ship which resulted in Ray-Ban 

Stories, an audio- and camera-

enabled eyeglass with an iconic 

brand name.

“We have dedicated teams 

at both companies who worked 

together to bring Ray-Ban Stories to market, and 

continue to support it,” said Ankit Brahmbhatt, 

product manager, Meta. “The teams leveraged the 

best of both companies from consumer hardware, 

engineering, design and manufacturing.

“Luxottica is the biggest name in eyewear; their 

industry-leading expertise in fashion, style and 

eyewear paired with Meta’s strength in community, 

connection and consumer hardware/software made 

this partnership a no-brainer. The result being the 

first pair of smart glasses that blend form and func-

tion,” Brahmbhatt said.

Rocco Basilico, chief wear-

ables officer for Luxottica, said 

the company is very pleased 

with the customer response to 

Ray-Ban Stories so far. “We had 

a successful launch in the fall. 

There was an incredible amount 

of anticipation, and I believe so 

much of that came from Ray-

Ban’s brand equity built over decades. There was a 

level of trust that we would not sacrifice the iconic 

style or authenticity in making our glasses smarter. 

That definitely translated for early adopters of the 

product.

“It’s exciting to see that the product is really res-

onating with people,” Basilico said. “For the first 

time, consumers can own a pair of smart glasses 

that they actually love wearing every day. We see 

hundreds of videos shared to Instagram of quick 

moments and everyday adventures someone might 

have otherwise missed. The feedback we’re getting 

is very encouraging.”

MANUFACTURER: Lucyd Ltd.

DESCRIPTION: Audio frames with a 

KEY FEATURES:

• 23 styles with 25 frame and lens 

color options, all prescription ready

All frames use standard optical front 

plates made of cellulose acetate or 

beta-titanium for easy lens fitting.

• Weight: 1.2 to 1.4oz., in acetate 

and titanium.

• Hero pieces include Darkside Way-

farer in Acetate, AntiMatter Aviator, 

and Skyward Pilot, in Titanium.

• Wireless charging pad included.

• Countertop video display with 

virtual try-on.

• Vryb app offers wearers new social 

features such as creating and listening 

to high quality audio content.

• Battery life: 6.5 to 8 hours of ac-

tive playback and up to 160 hours 

of standby connection per two-hour 

charge.

www.lucyd.co

LUCYD

Continued from page 70
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Basilico noted that a key feature of Ray-Ban Sto-

ries and a major factor in their “adoptability” is that 

consumers can pick the glasses that are right for 

them. “This is a full collection of frames and lenses 

vs a one-style-fits-all approach,” said Basilico. 

“Our frame styles include Wayfarer, Round and 

Meteor in four different colors, and our lens options 

include sun, plano, polarized, gradient, Transitions 

and prescription. For example, a consumer can get 

a pair of Ray-Ban Stories in a round dark blue frame 

with their own prescription. Ray-Ban has made per-

sonalization a priority for years, going back to the 

launch of Ray-Ban Remix, so this sense of individual-

ity was in our DNA from the start.”

A recent Ray-Ban Stories update allows wearers 

to send and read Messenger texts, and Essilor-

Luxottica plans other enhancements. “One of the 

main draws for Ray-Ban Stories is the appeal of 

hands-free convenience,” said Basilico. “We’ll build 

to expand on the messaging functionality. Look for 

new ways to put your voice to use for more seam-

less integrations with your phone and to improve 

the ‘listening experience.’ We’ll also make updates 

to the app, giving people new ways to customize 

and curate their photos and videos.”

The Rx Factor
Rx-ability—being able to fit a frame with prescrip-

tion lenses—is essential for many smart glass 

wearers. It’s also the reason that a growing number 

of consumer smart glasses brands, optical retail-

ers, ECPs and optical labs are intersecting. Ray-Ban 

Stories owners can take their glasses to both Len-

sCrafters and Sunglass Hut stores for Rx-ing, even 

if they purchased them through Amazon or at non-

optical retailers like Best Buy, Macy’s, Neiman Mar-

cus, Nordstrom or Target Optical.

Independent eyecare professionals are also an 

important part of EssilorLuxottica’s Ray-Ban Stories 

distribution network.

“We are focusing on quickly expanding distribu-

tion in our optical channels with a specific focus on 

independents,” an EssilorLuxottica spokesperson 

told VM. “We are thinking of Stories as a part of 

the overall Ray-Ban eyewear collection and envi-

sion building a wide distribution for it.

“Since the product was designed to have a pre-

scription mounted, the role of the optical channel 

is complementary to the sun plano ones and very 

important to drive adoption with consumers,” the 

spokesperson said. “Within this strategy we are offer-

ing our ECP network the possibility to mount Ray-Ban 

Authentic Prescription Lenses on all Ray-Ban Stories 

models through our complete pair lab services.”

Amazon also offers a prescription lens option 

for Echo Frames that customers can utilize through 

LensCrafters. “We’ve designed Echo Frames so that 

eyewear professionals can readily add prescription 

lenses, just like for normal glasses,” said Amazon’s 

Jean Wang.

Wang said, “Opticians can simply follow the steps 

in our installation guide. Customers can also get pre-

scription lenses for their Echo Frames at any Lens-

Crafters or online at boomerang-lenses.com. Many 

vision insurance providers offer out-of-network 

reimbursement for Echo Frames, including VSP,  

EyeMed, and Cigna. 

MANUFACTURER: EssilorLuxottica (in 

partnership with Meta)

DESCRIPTION: Equipped with audio 

and video capabilities, the iconic 

sunglass brand now offers wear-

ers the ability to easily capture and 

share experiences from their point 

of view.

KEY FEATURES:

• Available in three frame styles 

(Wayfarer, retro Round and iconic 

Meteor), six colors variety and sun, 

prescription, polarized, gradient, 

Transitions and clear lenses.

• Weighs just five grams more than 

a standard pair of Ray-Ban Wayfarer.

• Dual integrated 5-megapixel 

camera captures photo and video; 

discreet open-ear speakers; 3-micro-

phone audio array delivers rich voice 

and sound transmission for calls 

and videos.

• Companion app, Facebook View 

(iOS and Android), creates easy way 

to import, edit and share content 

captured on the smart glasses. The 

app provides ability to upload on 

any social app stored on wearer’s 

phone, including Facebook, Insta-

gram, WhatsApp, Messenger, Twitter, 

TikTok and /or Snapchat.

• The 5-megapixel cameras on the 

front of the glasses are activated by 

pushing a button on the side of the 

frame. A tap starts recording video; 

by tapping and holding the wearer 

can take a still photo. Or just say, 

“Hey, Facebook take a video.”

• Saves up to about 30 videos or 

500 photos, which are kept en-

crypted on the glasses until wearer 

downloads them. 

• LED light on the front of the 

glasses lets people know when the 

wearer is taking a photo or video, 

as it lights up to let people know 

that the camera is on.

• Power switch turns off glasses 

completely, including microphone 

and camera. When off, wearer can’t 

take photos or record videos. www.ray-ban.com/usa/ray-ban-stories

RAY-BAN STORIES

Continued from page 72
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Rx-Ability Is an Essential Feature for Smart Glass Wearers
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L ast July, an Israeli tech company, DeepOptics, launched a successful Kick-

starter campaign to support the launch of 32°N sunglasses, which utilize 

a novel technology the company calls “adaptive focus.” (see 32°N section 

on page 82) The sunglasses, the first of their kind, dynamically correct for 

reading while serving as functional sunglasses.

“We received thousands of responses from people, in addition to 1,200 

backers that supported the crowd funding project over the one-month pe-

riod of the campaign,” said Yariv Haddad, the CEO and founder of DeepOp-

tics, whose investors include EssilorLuxottica and Samsung Ventures. 

“Some were excited about the concept and mentioned how much they 

needed it, some requested more frame designs, and there were many ques-

tions about range of prescriptions, astigmatism, and other vision conditions. 

Many suggested that we integrate ‘Transition’-

like lenses to allow indoor use as well, and also 

headphones so they can use the glasses to lis-

ten to music or talk on the phone.”

Haddad noted that the most common re-

quest from consumers was for an Rx version 

(far vision correction) of 32°N. “This was some-

what surprising to us, as we assumed that the 

bigger demand would come from people who 

only use reading glasses. We’re now working 

on the development of such a version that we 

can offer to myopic and hyperopic people. This is planned to be ready for 

next year. There was also excitement around the embedded technology, and 

requests for a transparent frame version, such that the internal components 

are visible,” he added.

Since the launch, DeepOptics has added new features to the glasses mo-

bile app. “We found that people love the fact that they do not need to know 

their IPD or prescription, and we’re implementing app features to determine 

these and guide the users in personalizing the glasses to their ophthalmic 

needs,” Haddad told VM. The company is working on new frame styles and 

sizes to be available later this year and next year. 

Haddad said DeepOptics is also developing an Rx sunglass version of 

32°N which it plans to introduce early next year. The product after that would 

have two significant features: clear lenses, for indoor and normal light out-

door use, and lenses with active power that would change automatically and 

continuously, providing a seamless experience. 

“Our goal is for the wearer to have the visual experience of a younger, 

non-presbyopic person. They would see things clearly and in focus all 

the time without the need to actively control the glasses or to limit their 

gaze to certain areas of the lens depending on their distance of interest,” 

said Haddad. n

Adaptive Focus: A Smart Solution for Presbyopes

7 5
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“Customers can learn more about these offers 

by contacting their insurance provider. As always, 

we continue to look for opportunities to improve 

the experience for both eyewear professionals and 

our customers, and welcome their feedback,” Wang 

concluded.

Paul Travers, president and CEO 

of Vuzix Corp., a top manufacturer 

of AR smart glasses for both the 

enterprise and consumer markets, 

believes that the ability for a smart 

glass maker to provide prescrip-

tions for their products is “critical,” 

and that the size of the Rx smart 

glass market is vast.

“If you consider that smart glasses are going to 

be the next computing platform and a large per-

centage of the population will be using them, all of 

the users that need scripts will be the size of the 

market,” he pointed out.

Vuzix offers prescription lenses for its smart 

glasses through a professional service. However, 

the company recently entered into a distribution 

agreement with European optical chain Fielmann to 

supply Rx lenses for its enterprise level AR smart 

glasses, but not for its consumer products.

“We currently offer prescriptions for both our 

Blade and Shield smart glasses and we use a pro-

fessional service to support the scripts,” explained 

Travers. “This is also the idea behind the Fielmann 

relationship in enterprise. They are available to pro-

vide scripts for the companies that need them for 

their employees.”

Travers said Vuzix, which also sells its consumer 

models through Amazon and other outlets, cur-

rently has no plans to expand distribution to in-

clude independent eyecare professionals in brick-

and-mortar locations.

Ho noted that Rochester Optical’s business 

model has gradually migrated from designing 

and producing prescription inserts for AR and VM 

glasses to designing prescription solutions that 

are an integral part of smart glasses development 

under NDAs with OEMs. “This is an improvement as 

smart glasses OEMs come to realize that it is much 

better to incorporate Rx solutions at the device de-

sign phase than coming to us to retrofit prescrip-

tion solutions as an afterthought,” he said.

Innovega’s Dr. Legerton predicted that there will 

be a category of smart glasses that need custom-

ized lenses or prescription lenses added. “Other 

smart glasses will be glazed at the time of manu-

facturing, or the lenses may contain the technology 

for the display,” he said. 

“For example, waveguide optics are inside the 

lens and have electronic complexity that is not ex-

pected to convert to a lab product. Other smart 

glasses will require a prescription lens. The con-

tact lens industry in general will benefit from smart 

glasses being another reason to wear contact lens-

es. I forecast contact lens market growth as smart 

glasses become more lightweight, stylish and com-

fortable,” Dr. Legerton said. 

Independents See an Opportunity
Although independent optical retailers and eyec-

are professionals account for a small proportion 

of smart glasses sales, some are skilled at selling 

them, particularly audio smart glasses. One such 

product that is catching on with independents is 

Lucyd. The brand is marketed and distributed by 

Lucyd Ltd., a portfolio company of U.K.-based Tek-

capital. In December, 2021, VMAIL reported that In-

novative Eyewear, a Miami, Fla.-based subsidiary of 

Lucyd Ltd., filed a registration statement with the 

U.S. Securities and Exchange Commission (SEC), for 

a proposed IPO.

Lucyd’s newest product line is Lucyd Lyte, which 

it touts as the first “optical-quality smart frame.”

“Lucyd offers a whole new category of smart 

eyewear, that is a groundbreaking combination of 

lightweight optical frames and a wireless Bluetooth 

MANUFACTURER: Solos

DESCRIPTION: Audio glasses with a 

“human-first” design approach. Origi-

nated under Kopin Corp., a leading 

and provider of components for wear-

able computing systems for military, 

industrial and consumer products.

KEY FEATURES:

• Diverse styles, including optical 

options for Rx eyewear, computer 

glasses and sunglasses.

• Advanced hardware allows for 

gesture control. User can tap glasses 

to play/pause their favorite music or 

activate Siri or OK Google voice as-

sistance; slide forward or backward 

to adjust volume and accept or re-

ject incoming call; turn on/off audio 

when glasses are put on/off.

• 9-axis sensor and Solos AirGo 

Apps, AI Coach and AI Care were 

developed to help manage wearer’s 

health in daily life. AI Care tracks 

wearer’s posture and reminds them 

with voice prompt when they are in 

an improper posture for a period. AI 

Coach analyses data recorded by the 

sensor and then provides feedback 

to help wearer exercise or fat burn. 

Also provides real-time running 

parameters such as distance, pacing 

and cadence to improve your running 

performance.

• Whisper Audio Technology delivers 

“crystal-clear” sound through propri-

etary “noise extracting” technology.

• Power Patented SmartHinge modu-

lar design.

• Long battery life. www.solosglasses.com

SOLOS

Continued from page 74
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Some Optical Retailers and ECPs Dip Toe in Sales of Smart Glasses

Paul Travers 

A New Look at Smart Glasses
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Smart contact lenses are not on the market 

yet, but they may be soon. At least two com-

panies are competing in this space. For the past 

four years, Mojo Vision has been developing Mojo 

Lens, a sensor-enabled contact lens that can give 

the wearer augmented reality viewing capability. In 

late 2020, the company announced a collaboration 

with contact lens maker Menicon to develop smart 

contact lens products.

This January, the company announced strategic 

partnerships with leading sports and fitness brands 

Adidas Running (running/training), Trailforks (cy-

cling, hiking/outdoors), Wearable X (yoga), Slopes 

(snow sports) and 18Birdies (golf). Through these 

strategic partnerships and the market expertise the 

companies provide, Mojo Vision will explore ad-

ditional smart contact lens interfaces and experi-

ences to understand and improve the delivery of 

data for athletes of varying skill levels and abilities, 

the company said in a statement.

Mojo Vision is actively working with the U.S. Food 

and Drug Administration (FDA) through its Break-

through Devices Program, a voluntary program de-

signed to provide safe and timely 

access to medical devices that can 

help treat irreversibly debilitating 

diseases or conditions.

Another contender in the emerg-

ing smart contact lens category is 

InWith. The company’s believes its 

electronic soft contact lens platform, which is based 

on proprietary stretchable circuitry, will appeal to 

many contact lens wearers. The first applications of 

the technology will be “tunable vision” via mobile 

device and “augmented vision” coupled with mo-

bile device control, the company said in a recent 

announcement. 

The technology may offer wearers “fully immer-

sive Metaverse viewing,” according to InWith. The 

company said it is working with top Fortune 50 

companies presently to secure and introduce the 

first viable iterations of this technology in the mar-

ket with the backing of several 

hundred patents in 2022.

“The market is still in its infan-

cy,” said Jerome A. Legerton, OD,  

FAAO, co-founder, director, chief 

clinical and regulatory officer of 

Innovega Inc., which is prepar-

ing to release a hybrid smart glasses and contact 

lens system called eMacula. “There is considerable 

product development and a lessor amount of clini-

cal development. Smart contact lenses will hap-

pen albeit slowly due to the challenges to achieve 

close to the comfort and vision of gold standard 

contact lenses and the regulatory challenges for 

new indications.” n

Smart Contact Lenses Are Coming

A New Look at Smart Glasses
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headset,” said Innovative Eyewear CEO Harrison 

Gross. “Lucyd smart frames allow you to listen to 

music, take phone calls hands-free, and access 

voice assistants like Siri and Alexa,” said Gross, 

adding that Lucyd frames use high-quality optical 

materials in the frontplate, “so they can be edged 

like any normal glasses.” 

Sixteen premium lens tints are available in non-

Rx, single vision, progressive bifocal and readers. 

He added that Lucyd frames cost the same as regu-

lar designer eyewear, “making it an easy and afford-

able second sale for opticians.”

Gross said he views optical stores as Lucyd’s 

core customers, and wants to develop mutually-

beneficial relationships with ECPs in the U.S. and 

Canada. “We listen closely to optician and end-user 

feedback, and develop solutions and products in 

response to market demand. For example, Lucyd 

is introducing a brick-and-mortar exclusive line 

for their opticians, to support them with a unique 

product line that can’t be found anywhere else.”

To help with in-store merchandising, the com-

pany has developed a custom virtual try-on kiosk 

which acts as an automated salesperson by edu-

cating customers about the product category and 

allowing them to try it on hands-free. “Lucyd’s main 

goal for 2022 is to get their smart frames in opti-

cal stores in every state of the U.S., to provide as 

many customers as possible with the opportunity 

to upgrade their eyewear,” Gross said. 

Frank Rescigna, an eyeglass industry veteran 

who has managed sales for companies such as 

Marcolin, Viva and Charmant, is leading the com-

pany’s push into optical.

Lucyd recently introduced an audio app called 

Vyrb which offers wearers new social features such 

as creating and listening to high quality audio con-

tent. The main launch of the app is coming in mid-

second quarter 2022, with the addition of other 

features such as hosting live audio chatrooms di-

rectly from Lucyd glasses, according to Gross.

Some optical retailers report that Lucyd is catch-

ing on with customers. “I’m selling a lot of Lucyd,” 

said John Bonizio, CEO of Metro Optics, a four-store 

group in Bronx, N.Y. that is a pioneer in selling 

smart glasses. “Why? Because it’s ophthalmic. It’s 

basically an [Apple] Air Pod. I have worn these 

glasses playing golf. The battery life is exception-

ally good for a smartphone. I can listen to music 

MANUFACTURER: Vuzix Corp.

DESCRIPTION: Fashion forward, full 

color, see-through smart glasses 

for consumers that support app 

developers and applications running 

directly on the glasses. Wearable 

smart display offers a see-through 

viewing experience utilizing Vuzix’s 

proprietary waveguide optics and 

full color Cobra II display engine in a 

wearable form factor.

KEY FEATURES:

• HD camera lets wearers see, recog-

nize, respond to and record the out-

side real world. Just as users of smart 

phones see alerts and information on 

their mobile screens when they hold 

their phones, wearers of the Vuzix 

Blade AR Smart Glasses receive per-

sonalized alerts and information as 

a function of where they are looking 

with a visual overlay that pops into 

their field of vision; delivered hands-

free and on the go.

• Platform includes an Android 

based operating system on the 

device, a cloud-based services plat-

form developed for the Blade and 

a growing ecosystem of apps and 

software development firms, includ-

ing Verizon, Yelp and Accuweather.

• Vuzix Blade Companion App, 

available on the App Store or 

Google Play, enables easy setup and 

customization including managing 

Wi-Fi connections and pairing Blade 

wearer’s phone. The app allows 

users to manage email, messages 

and navigation as well as media 

player control and more. Photo and 

video sharing between the Blade 

and the smart phone. Vuzix App 

Store allows Blade users to register 

their Blade Smart Glasses and select 

applications that they want pushed 

down to their glasses. Consumer-

oriented apps range from utilities to 

entertainment.

www.vuzix.com

VUZIX BLADE

while I’m playing golf. If I get a phone call, I can 

answer it. And the range is pretty good.

“People come into our stores to get eyeglasses, 

not smart glasses,” said Bonizio. “But when they 

come in, they see it and ask, ‘What’s this? Oh, it 

can answer your phone, you can listen to music.’ 

It covers two things that a smart watch should.”

Peter Grimes, founder and CEO of Eye.quity, a 

seven-store optical chain based in Indianapolis, 

Ind., said Lucyd is attracting customers’ atten-

tion and is selling well. “I was impressed with the 

packaging,” said Grimes. “It’s eye catching, which 

makes it easy to create a compelling display. If you 

display it properly, it creates a great avenue for 

conversations with customers.”

Another audio-enabled smart glass brand that’s 

targeting optical retail is Solos. Majority owner  

Kopin Corp., a leading provider of components for 

wearable computing systems for military, industrial 

and consumer products, is using it as a spring-

board for entering the optical market.

Drew Oppermann, a veteran optical industry 

executive who is managing the Solos optical busi-

ness, singled out its high-performance features 

Continued from page 76

Continued on page 82

Today’s Smart Glasses Cater to Consumers’ Needs

New Wave of Smart Glasses Catches Consumers’ Eyes



M A R C H  2 0 2 2  V I S I O N M O N D A Y . C O M

Facebook.com/VisionMonday
@VisionMonday

MANUFACTURER: DeepOptics

DESCRIPTION: Adaptive focus 

sunglasses designed for presbyopes, 

32°N sunglasses from Israel-based 

DeepOptics enable wearers to select 

several different reading magnifica-

tion powers with a single pair of 

glasses.

KEY FEATURES:

• Dynamically corrects for reading 

while serving as functional sunglass-

es. Mimics natural human vision. 

Allows users to seamlessly switch 

between “reading mode” for near 

vision and “scenic mode” for far dis-

tances with a swipe, eliminates the 

need to switch between sunglasses 

and reading glasses while overcom-

ing limitations of progressive lenses 

and bifocals.

• Pixelated liquid crystal (LC) layers 

are split into tiny pixels, capable of 

rotation at every point of the panel. 

When the user swipes, they activate 

the tiny processor embedded in 

the glasses’ temple. The proces-

sor calculates user’s personal data 

and sends data to form the desired 

lens prescription. Millions of tiny 

pixels inside the lens change their 

electrical state according to the new 

data to form the lens and bring the 

close object into focus. Completely 

silent, and without any extra weight 

or moving parts, DeepOptics’ LC 

lens enables an unlimited number 

of dynamic, high-quality lenses that 

can be changed at any moment.

• Wearer’s initial reading magnifica-

tion power is determined through a 

simple set-up process using special 

phone app. Distance between 

centers of active lenses can be 

controlled and changed according to 

the wearer’s inter-pupilary-distance 

(IPD). The IPD can be modified for 

different viewing conditions.

• 32°N magnification ranges from 

0-2 diopters. Wearers can define a 

special mode that goes up to +5D (in 

a limited part of the active lens) that 

operates like a magnifying glass.

• When fully charged, 32°N lasts for 

a full day.

• Available in four colors.

www.32northglasses.com

32°N
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and ergonomic styling. “We have over 50 patents, 

over half of them around our exclusive Whisper 

technology,” said Oppermann. “We call it ‘noise 

exclusion,’ and it’s better than noise cancellation. 

There are two mics strategically placed in glasses. 

They form a kind of cone around your mouth that 

only picks up your voice.” The glasses, which can 

be worn indoors or outdoors, are compatible with 

Siri and Google Assistant.

Solos won two CES Innovation Awards this year, 

one for Whisper and the other for Smart Hinge, a 

detachable hinge that lets users easily customize 

their glasses by switching the front or temples. 

“It’s very modular, for easy servicing,” Oppermann 

pointed out.

Yet another notable entry into the audio smart 

glasses category is VSP Global, which collaborated 

with audio specialist Bose to produce Bose Open 

Ear Audio Sunglasses. The product marks a return 

to the smart glasses arena for the vision care com-

pany, which previously offered Level, a smart eye-

glass that provided biometric data to the wearer 

when connected with a proprietary app.

“While we made the decision to sunset Level 

smart glasses in 2020, there were invaluable learn-

ings from the product that continue to shape our 

work in smart eyewear today,” said Ruth Yomtou-

bian, senior director of the VSP Global Innovation 

Center. “For one, we identified that prescription lens 

fulfillment is a high-friction point for smart eyewear 

because it can often be a confusing, multi-step pro-

cess for consumers. That has to be simplified.

“Another thing we learned was the importance 

of partnerships in the innovation ecosystem. Going 

solo has its time and place, but we’ve found that 

you can often achieve more through partnership 

with experts in other fields who complement our 

capabilities and 65-plus years of experience in the 

optical industry. One example of this is our ongo-

ing work with Bose on the Bose Open Ear Audio 

Sunglasses, now available on Eyeconic.com,” Yom-

toubian said. 

Retailers Take a Second Look
Will 2022 be the year that smart glasses are em-

braced more widely by optical retailers? It’s too 

early to tell. So far, no national chains have commit-

ted to the challenge. But some are watching care-

fully from the sidelines and may enter the market 

if they can offer customers a 

better shopping experience 

and better value than online 

retailers, electronics stores or 

general merchandise retailers 

currently do.

“We’re not yet ready to 

form an opinion, but we do 

think that the interest for 

those kinds of products is growing and that it will 

possibly play a bigger role in optical than it has 

before,” said Megan Molony, senior vice president, 

merchandising, managed care for National Vision, 

Inc. “It seems to be driven by the increasing adop-

tion of devices for fitness and health. Consum-

ers’ intent on tracking their performance is much 

broader than ever before. It’s also being driven a 

bit more by technology vendors and gamers.”

Molony believes consumers’ growing interest in 

the metaverse is raising awareness of how smart 

glasses can play a role in “augmenting” one’s life. 

“It’s too early to say how big the opportunities will 

be in the optical space. But we will start doing a 

lot more work to explore which solution is right for 

us,” she concluded. n
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