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EVALUATING PHARMACY EFFECTIVENESS
in Increasing Eyeglasses Coverage among Garment
Workers in Gazipur and Savar, Bangladesh

OVERVIEW

v/
Linking pharmacies with the CVW program, supported by marketing campaigns, > 7
improved glasses coverage among garment workers. This linkage helped to
increase the adoption of glasses and the purchase of a second pair and created

a meaningful impact on vision and quality of life. The findings indicate that

marketing efforts are crucial in driving engagement and maintaining the glasses coverage rate in the long run.

Background

This report assesses the cost-effectiveness of pharmacies selling reading
glasses near Clear Vision Workplaces (CVWs), supported by targeted
marketing campaigns, as a strategy to improve glasses coverage among
garment workers in manufacturing zones. The study, conducted under the
VisionSpring Clear Vision Workplace (CVW) and Pharmacy Project (PP),
aimed to increase access to affordable glasses and address common vision
issues including presbyopia among low-income population.

The combination of CVW and PP was intended to create a scalable

model to provide affordable vision care to the garment workers. The CVW
program facilitated vision examinations and glasses provision to correct the
vision of workers in their prime working ages, while the PP provided access
to reading glasses through pharmacies located near these workplaces

Methods

The evaluation design was longitudinal with baseline, midline, and
endline surveys. A random sampling technique selected 846 respondents
across the four cohorts. Data collection approaches included structured
face-to-face interviews with garment workers and pharmacy customers
and in-depth interviews with pharmacy owners to assess the effectiveness
of the project in improving vision care access.

RESULTS SUMMARY

THE EVALUATION FOCUSED ON
FOUR DISTINCT COHORTS:

Intervention Arm I:
pharmacies near CVW factories
without marketing campaigns

Intervention Arm Il
pharmacies near CVW factories
with a clear marketing link

Control cohort: CVW factories
without nearby pharmacies
that sell glasses

Counterfactual cohort:
pharmacies near factories but
without CVW involvement

The program sought to improve awareness, access, and uptake of eye care services through a combination of

clear vision workplace (CVWs) and pharmacy-based interventions.
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1. CVW Enables Awareness and Utilization of Eye Care Services
The program successfully reached a population with limited prior access to eye care services

While 51% of workers were aware of the need for routine eye checkups, only 9% had ever

undergone an eye examination before participating in the program

Group discussions revealed that eye problems were often ignored, as workers prioritized

other livelihood needs over vision care
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2. The Marketing Campaign Drove Sales and Engagement

Pharmacies near CVW factories with marketing campaigns (Intervention Arm Il)
outperformed other cohorts in sales and greater customer engagement. There was a major
uptick in pharmacy sales of reading glasses in intervention arm Il immediately after marketing
campaign, that was not seen in the other arms. In addition, intervention arm Il saw a rise in
repeat purchases (31% of sales), with factory workers actively referring to their colleagues

ﬁé N\ 3. Pharmacy-CVW Linkage Boosted Glasses Coverage

\' 253\ . The CVW program raised glasses coverage (how many workers who need glasses
own them) from 12.5% to 100%

CVW screenings-built trust, making workers more likely to visit pharmacies and
purchase replacement reading glasses

Pharmacies supported by CVW programs sold more reading glasses than the
counterfactual cohort (68 vs. 31 pairs by endline)

The distribution of a first pair of glasses led to a substantial demand for additional
pairs within the first 15 months of the program

Among those who received glasses through CVW program (intervention arms1and
2), 28-30% purchased a second pair within 15 months

In contrast, 53% of those who initially bought reading glasses from a pharmacy went
on to purchase a second pair

ML 4. Glasses Improved Visual Quality of Life (VQoL)

N Ve
_@_ - More than 75% of the respondents reported experiencing an improvement in their daily
\/ life after using VisionSpring glasses, including reading, removing stones from rice, and
threading a needle. Scores on a vision-related quality of life index also improved over
the course of the study

Benefits included reduction in headaches and blurred vision

5. Program Satisfaction

Satisfaction levels were significantly higher in areas where the CVW program was
present (84-88%) compared to areas where only pharmacy services were available (68%)
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6. Worker Demographics and Access to Services
Most factory workers lived within 2 km of their workplace

Pharmacies were commonly visited on the way back from work or during weekends.

The majority of study participants had a baseline monthly income of less than $200

—~~ 7.Challenges in Pharmacy Engagement

- \- - Retaining pharmacy participation in the program proved challenging. Several
w, pharmacies withdrew, citing various reasons, which impacted program continuity

Efforts were made to replace these pharmacies; however, this turnover made it
difficult to accurately interpret trends in pharmacy-based glasses sales




IMPLICATIONS

I. Marketing as a Critical Component

0 gf There is a need to support targeted marketing campaigns that promote eye care awareness
— and services at pharmacies, focusing on encouraging customers to get their first pair of
glasses and return for follow-up purchases. Providing incentives for pharmacies to run local
advertising to reach communities and increase awareness would help create sustained
engagement with eye care and ensure people continue to prioritize their eye health

AN II.cvW-Pharmacy Synergy

\ I.E;\ Encourage funding opportunities to partner with pharmacies to offer free or discounted
m eye screenings for factory employees. This could be easily implemented by having

pharmacies set up screening stations at workplaces or nearby locations. Subsidized services
could be offered for employees to get glasses or follow-up care, creating a simple and
effective model that makes vision care easily accessible and affordable

\O’; lll. Enhancing Quality of Life

( Integration of basic vision care into workplace wellness programs, offering employees
access to free eye screenings and subsidized glasses. By addressing vision issues early,
workers will see improvements in productivity and feel more confident. This intervention
can also lead to better social interactions and a more engaged workforce. Programs should
prioritize vision care as a part of employee well-being, knowing that clear vision leads to
better overall performance and satisfaction
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