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1.0 Executive Summary 

 

Specsavers Optical Group Ltd. (Specsavers) is a wholly owned subsidiary of UK-based 

Specsavers International Healthcare Limited (Richardson, 2021).  Over the years Specsavers 

has risen in prominence as a multinational private company focused on providing eye care 

products and services. The following report focuses on analysing Specsavers in the context of 

the Australian Optometry and Optical Dispensing industry. Key insights found include that 

consumer have a perception that Specsavers has lower quality products and services than 

competitors due to affordable pricing strategies. As such Specsavers should engage in efforts 

to reposition the brand as high quality through informative advertising, strategic brand 

collaborations and product innovation. Furthermore, Specsavers online presence is currently 

not as strong as competitors, to maintain a competitive edge, digital and social media 

marketing activities should be conducted with a focus on Instagram, TikTok and influencer 

marketing.  
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1.1 Situational Analysis 

 

The following table (Table 1.1) reveals the five most prominent issues (in order of importance) 

relevant to the proposed marketing plan for Specsavers. 

 

Table 1.1- Situational Analysis of Specsavers 

 

Rank Issue of Importance  Why is it relevant? 

1 Consumer perception of low 

quality. 

Customer feedback reveals a widespread 

perception that Specsavers’ services and 

products are of a lower quality then competitor 

offerings (Richards, 2021). This perception 

may be fuelled by lower price points and 

frequent discounts on offer. It is important to 

manage this perception as it directly affects 

Specsavers’ reputation and may be deterring 

prospective customers.  

 

2 High competition for customers 

and resources.  

The Optometry and Optical Dispensing 

Industry is increasingly competitive, especially 

over the last five years (Richardson, 2021). 

New corporate players have expanded, and 

online competition has increased which has 

had a direct impact on the industry 

(Richardson, 2021). Due to this increase in 

competition prices have been pushed 

downwards and consumers are seeking 

competitively priced products and services 

(Richardson, 2021). Whilst increased market 

competition can have positive effects (such as 

incentivising businesses to develop superior 

goods) it could also be a significant threat to 
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Specsavers business operations if not managed 

effectively.  

 

3 Shortage of skilled labour. Research commissioned by Specsavers and 

undertaken by Deloitte Access Economics in 

2018 has revealed a current and future shortage 

of skilled workers in Australia’s optometric 

workforce until 2037 (Health Hub, 2021).  This 

shortage is a significant issue for all businesses 

in the optical industry. The Australian 

population is expected to increase by one third 

by 2030, with the 45+ year old age group (the 

key clientele market) expected to double, 

meaning that the demand for ophthalmic goods 

and services will be increased significantly 

(Insight News, 2019). Without enough of the 

required skilled optical professional trained, 

this labour shortage could have a negative 

impact on Specsavers operations and is as 

such, a prominent issue within the industry.  

 

4 Increase of telehealth measures. Due to covid-19 pandemic, the optical industry 

(like most others) has had an accelerated 

increase in the adoption of telehealth measures 

and tools. Tele-optometry or optical 

telemedicine is becoming increasingly popular 

as the industry experiences rapid technological 

growth (Digital Optometrics, 2019). Industry 

research predicts that “within the next several 

years or so, the integration of optical 

telemedicine solutions will become critical to 

an optometry practice’s success” (Digital 

Optometrics, 2019). This issue is relevant to 
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Specsavers as the franchise currently does not 

offer telehealth services, by not keeping up 

with the technology or staying ahead of 

competitors, the franchise is at risk of losing 

consumers to businesses that do engage in 

telehealth services.  

  

5 Increasing consumer demand for 

Corporate Social Responsibility 

(CSR). 

Specsavers’ CSR strategies are currently 

lacking in the areas of climate change, animal 

testing and business transparency (Owens, 

2021). In today’s climate consumer demand 

and expectations for businesses to engage in 

CSR are increasingly growing, with research 

showing 94% of people believe business have 

an obligation to behave ethically (Smith & 

Rhiney, 2020). Research also found that 55% 

of consumers were willing to pay more for 

products and services that positively impacted 

the environment, communities and/or society 

at large (Murray, 2019). It is important for 

companies to engage in social responsibility as 

to positively build upon brand image, empower 

employees, and boost productivity and overall 

morale (Murphy, 2021). 
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1.2 Strategic Analysis 

 

The following table (Table 1.2) discusses the strategic analysis of Specsavers. 

 

Table 1.2- Strategic Analysis of Specsavers 

 

Business and 

Market Facts  

 

 

• Specsavers Optical Group Ltd. (Specsavers) is a wholly owned 

subsidiary of UK-based Specsavers International Healthcare 

Limited (Richardson, 2021).  Over the years Specsavers has risen 

in prominence as a multinational private company focused on 

providing eye care products and services.  

• Specsavers was initially launched in 1984 by married couple, 

Mary, and Doug Perkins on the island of Guernsey in the English 

Channel (Specsavers, 2019). 

• In 2019, Specsavers had 2,111 store branches found in United 

Kingdom, Guernsey, Jersey, Ireland, Norway, Sweden, Finland, 

Denmark (under another brand name; Louis Nielsen), the 

Netherlands, Canada, Australasia, Spain, and New Zealand 

(Specsavers, 2019). The company derives its revenue from 

providing support services and optical products to Specsavers 

retail optometry outlets that are owned in a joint venture 

partnership with outlet owners.  

• Specsavers services include eyesight testing and audiology testing 

in select locations (Specsavers, 2019).   

• Products include designer and prescription glasses and eyewear, 

contact lenses and sunglasses (Specsavers, 2019). 

• The latest data available (2018-2019) reveals that Specsavers 

International generated $5.3 billion globally, with 53% of profits 

coming from the UK and 21.3% coming from Australia, which 

was the second largest market by revenue (Richardson, 2021).  
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• Specsavers Pty Ltd, began operating in Australia in 2007 and 

opened the first store in 2008, since then Specsavers has “grown 

to include 342 optical dispensing stores in Australia, all of which 

operate as joint venture partnerships with local optometrists.”  

(Richardson, 2021). As of February 2021, there were 6360 

Specsavers employees in Australia including 750+ full time 

optometrists (Richardson, 2021).  

• Specsavers’ price competitiveness and introduction of new 

technologies (including tablets, digital mirrors, virtual dispensing 

tools,) and audiology services had contributed to rapid growth in 

the last five years. This growth is reflected in their dominating 

market share in Australia of 27.7% (Richardson, 2021).  

• According to industry reports, “Revenue for the Optometry and 

Optical Dispensing industry is projected to grow modestly over 

the next five years.” (Richardson, 2021).  

• Industry research also reveals that there will likely be an 

increased demand for optical goods and services over the next 

five years in line with Australia’s ageing population (Richardson, 

2021). Research also reveals demand will be affected by an 

increase of children (and older age groups) needing corrective 

eyewear and optical services due to prolonged exposure to digital 

devices (Richardson, 2021). 

• According to IbisWorld analyst, Richardson (2021), the 

Optometry and Optical Dispensing Industry is $3.8 billion dollars 

in Australia in 2021 and has had a growth rate of 0.7% per year 

on average since 2016. 

 

 

Business 

Definition and 

Scope 

 

 

As an organisation Specsavers purpose is to satisfy consumer demands 

for eye care and optical services and products. These consumers include 

everyday people wanting to manage their eye health as well as people 

with prescriptions or conditions that require assistance (whether that be in 
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 the form of services or products such as glasses and contact lenses that 

help correct their vision).  

Based upon the market conditions including the (predictability and 

malleability) of the environment in which Specsavers operates, a classical 

style of strategy would seem most appropriate. As such the strategic 

timeframe and/or planning cycle would be based upon a three-to-five-

year period.  

 

Mission and 

Vision 

Statement.  

Specsavers’ mission is publicly stated as the following, “Together with 

our partners, to passionately provide the best value optometry, audiology 

and other healthcare services to everybody, simply, clearly and 

consistently, exceeding customer expectations very time” (Specsavers, 

2021a). Furthermore, Specsavers promises to ‘To use our compassion 

and expertise to help people feel good, cared for and smart” (Specsavers, 

2021b). The corporation expresses that Specsavers has been built around 

the idea that everyone should have access to high quality eye care and be 

able to afford glasses, and that it is their goal to make a positive 

difference to the lives of all people (Specsavers, 2021b).  

 

Market 

Definition 

 

In a broad definition of the available market, Specsavers’ customers 

include people who are interested in (and have sufficient income and 

access to) their products, which translates to consumers who already wear 

prescription eyewear or are wanting the fashion and/or functional benefits 

of eyewear products (including indoor and outdoor spectacles and contact 

lenses) (Wood, 2014).  More specifically, Specsavers caters towards 

market segments that are based upon the variables of gender, geographic 

location, lifestyle, personality, price sensitivity, brand loyalty and 

perceived benefits (Wood, 2014). 

Existing market segments that Specsavers currently target can be 

understood to be based upon age cohorts these include children (aged 5-

12 years old), teenagers (aged 13-19 years old), young adults and adults 

(aged 20-39), middle aged adults (aged 40-60 years old) and older 

people/ seniors (aged 60+ years old). Key target markets for Specsavers 
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also include contact lens wearers, people who need varifocal and 

specialised lenses and fashion-conscious consumers (Superbrands, 2005).  

There are two primary benefits of Specsavers products including 

functional/health benefits that address people’s need for corrective 

perspective products (such as spectacles and contact lenses) so that 

customers can experience better eyesight and vision, and fashionable 

benefits which address people’s need for stylish eyewear options that 

cater towards their aesthetic desires.  

 

 

  

Potential New 

Market 

Segments. 

 

• Consumers interested in environmentally friendly products/ 

options. 

• Consumers interested in high quality products and technologies.  

• Parents of children who are being overexposed to digital devices. 
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Product definition 

 

Table 1.3 identifies the product and sub-product categories that Specsavers is currently 

targeting in Australia and reveals the organisation’s products that compete in the specified 

categories. 

 

Table 1.3- Specsavers Product Defintion 

Product 

Category 

Sub-Product Category Specsavers Product Offering 

 Glasses (prescription 

spectacles) 

 

 

Specsavers sells a wide range of 

prescription glasses starting at $39 

for one and $199 for two pairs of 

prescription glasses as a part of 

their two for one permanent 

promotional offer (Specsavers, 

2021a). The two for one price 

ranges include $149, $199, $249, 

$299, $349, and $399 (not 

including optional extras and 

specialised lenses). For one 

complete pair price points are $39 

and $89 (Specsavers, 2021a). Kids 

glasses are priced at $99, $149, 

and $199 for two complete pairs 

(Specsavers, 2021a). 

In relation to price a wide range of 

materials are available including 

plastic, metal, titanium, semi-

rimless, rimless, fine form and 

ultra-flex frames. Many different 

colours, sizes and shapes are also 
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available and are designed 

according to popular trends 

amongst male and female fashion 

categories (Specsavers, 2021a). 

Lens options for glasses include 

Ultraclear  for $50 (which reduces 

reflections in the lens), Ultraclear 

SuperClean for $70 (which 

reduces glare, scratches and 

smudges), Reactions (which 

activates a tint in the lens when 

exposed to UV light) and thinning 

starting at $60 (which reduces the 

thickness and weight of lens with 

high prescriptions) (Specsavers, 

2021a). 

 Sunglasses (prescription) 

 

 

Sunglasses are sold in a wide 

variety of shapes, colours and 

sizes categorised into female and 

male styles (Specsavers, 2021b). 

Prices for sunglasses remain the 

same as regular glasses and are 

also included in the two for one 

deal (Specsavers, 2021b). 

Customers are able to choose the 

colour (options include grey, 

brown, and green) and intensity 

level of the tint within the 

sunglass lens and have the option 

to add a polarised lens coating for 

an additional $100 per pair 

(Specsavers, 2021b).  A UV and 

Sun Tint filter is included as a part 
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of the sunglasses price 

(Specsavers, 2021b). 

 Contact lenses  

 

A wide variety of contact lenses 

are available for purchase through 

Specsavers. Specsavers offers a 

free trial of contact lenses for 

customers interested in trying 

them (Specsavers, 2021c). The 

types of contact lenses include 

daily disposable lenses, fortnightly 

disposable lenses, and monthly 

disposable lenses (Specsavers, 

2021c). Contact lenses are also 

available in colour and available 

for children (Specsavers, 2021c). 

Multifocal contact lenses (that can 

be used for both up close and far 

away vision) and contact lenses 

for sport are also available 

(Specsavers, 2021c). 

Eyewear Safety Glasses (prescription) 

 

Prescription safety glasses and 

safety eyewear can be purchased 

through Specsavers. The 

Specsavers Safety Eyewear range 

is certified to medium impact 

standards (AUS and NZ) and are 

available in a range of colours, 

styles and sizes (Specsavers, 

2021d). The safety eyewear range 

has a two-year guarantee covering 

manufacturer defects (Specsavers, 

2021d).  
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 Varifocal Glasses  

 

A range of varifocal prescription 

glasses are available at 

Specsavers, including bifocal and 

multifocal glasses. Varifocal 

glasses are designed to be worn 

for both near vision, intermediate 

vision, and distance vision tasks. 

At Specsavers there are three 

types of multifocal lenses: 

standard (starting at an additional 

cost of $150), premium (An 

additional $250) and elite (an 

additional $350) (Specsavers, 

2021e).  

 Non-prescription Glasses 

  

 

Non-prescription glasses are also 

available for purchase at 

Specsavers (Specsavers, 2021f). 

 Designer Glasses 

 

Designer frames can be purchased 

at Specsavers. The designer 

frames range include the brands: 

Alex Perry, Aurora, Carla 

Zampatti, Cath Kidston, Collette 

Dinnigan, Converse, Hugo Boss, 

Hackett, Jeff Banks, Country 

Road, DKNY, Gant, Deus, Jeff 

Banks, Karen Millen, Kylie 

Minogue, Levis, Lyle & Scott, 

Marc Jacobs, Osiris, Quicksilver, 

Specsavers ReWear 

(Environmentally friendly), Red 
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or Dead, Roxy, Scandimania, 

Superdry, Timberland, Tommy 

Hilfiger, and Victor & Rolf 

(Specsavers, 2021g).  

 Optical Accessories 

 

Accessories for glasses including 

cases, cleaning clothes, cleaning 

sprays, and glasses chains/ 

lanyards can also be purchased at 

Specsavers stores.  

 Hearing Aids 

 

 

Specsavers offer a wide range of 

hearing aids, including basic 

digital hearing aids to the most 

technologically advanced hearing 

aids available (Specsavers, 

2021h). The hearing aid range 

includes, standard, plus, premium, 

super, and elite, and range in price 

from $1495 to $5495, 

rechargeable options are also 

available for an additional $500 

(Specsavers, 2021h). Styles of 

hearing aids sold at Specsavers 

include Receiver-In-Canal, Slim 

Receiver-In-Canal, Behind-The-

Ear, In-The-Ear, In-The-Canal, 

Completely-In-Canal, Invisible-

In-Canal and Instant Fit 

(Specsavers, 2021h).  

Hearing 

Devices 

Batteries  

 

 

A variety of batteries suited to the 

available hearing aid models are 

also sold at Specsavers. 
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 Audiology Accessories 

 

Audiology accessories sold at 

Specsavers include, tv streamers 

(lets users hear television more 

clearly), remote controls (lets 

users adjust hearing aids settings 

more easily), and remote 

microphones (lets users hear 

speakers in large and/or noisy 

environments more clearly) 

(Specsavers, 2021i). 

References • Specsavers, 2021a, Glasses Buying Guide, Specsavers, viewed 10 

November 2021, <https://www.specsavers.com.au/glasses/buyers-guide> 
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viewed 10 November 2021, 
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• Specsavers, 2021c, Contact Lenses at Specsavers, Specsavers, viewed 10 

November 2021, <https://www.specsavers.com.au/contact-lenses/buyers-

guide> 

• Specsavers, 2021d, Prescription Safety Eyewear, Specsavers, viewed 10 

November 2021, <https://www.specsavers.com.au/corporate-

eyecare/safety-eyewear> 
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• Specsavers, 2021f, Non-prescription Glasses, Specsavers, viewed 10 
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<https://www.specsavers.com.au/glasses/designer-glasses> 
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Competitive Forces 

 

Table 1.4 reveals three of the most significant competitors to Specsavers in Australia. 

 

Table 1.4- Competitive Forces 

 

 

Competitive 

Forces 

 

 

 

 

 

 

 

Who are the 

major 

competitors? 

Luxottica South Pacific 

Holdings Pty Ltd are 

the biggest competitor 

to Specsavers, their 

retail chain brands 

include OPSM and 

Laubman & Pank 

(Richardson, 2021).  

 

The Optical Superstore 

is an Australian owned 

and operated optical 

retail business located 

in local shopping 

centres across Australia 

(Richardson, 2021). 

 

Oscar Wylee is one of 

the new entrants to 

the Australian optical 

market and started as 

an online retailer in 

2012 (Richardson, 

2021). 

 

What is 

their market 

position? 

Luxottica South Pacific 

Holdings (Luxotttica) 

which is a part of the 

recently formed 

EssilorLuxottica (the 

largest designing 

manufacturing, 

distributing eyewear 

company in the world) 

has the second largest 

market share in 

The Optical Superstore 

had a market share of 

3.3% in 2013, however 

there seems to be no 

recent data or statistics 

(My Health Career, 

2013). The Optical 

Superstore has 

seemingly limited 

market power with 

store numbers 

As a new entrant to 

the Australian optical 

market, Oscar Wylee 

has the smallest share 

in the market amongst 

the identified 

competitors to 

Specsavers (the exact 

market share figures 

are unknown at this 

point). Starting as an 
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Australia after 

Specsavers, with 17.4% 

in 2021 (Richardson, 

2021). Luxottica has a 

leading position within 

the optometry and 

optical dispensing 

industry in Australia. 

 

decreasing in recent 

years (Richardson, 

2021). 

 

online retailer in 

2012, Oscar Wylee is 

rapidly expanding to 

become an Australia 

wide optical retail 

chain (Richardson, 

2021).  

 

What 

products/ser

vices do they 

compete 

with against 

us?  

 

• Eyewear (Glasses, 

Sunglasses, Safety 

Glasses). 

• Contact Lenses 

• Eyecare/ health 

services and testing. 

• Eyewear (Glasses, 

Sunglasses and Blue 

Light Glasses). 

• Contact Lenses. 

• Eyecare/ health 

services and testing. 

 

• Eyewear (Glasses, 

Sunglasses and 

Blue Light 

Glasses). 

• Eyecare/ health 

services and 

testing. 

 

What is 

their size? 

 

In 2021, Luxottica had 

341 OPSM stores, and 

35 franchises across 

Australia and New 

Zealand as well as 28 

corporate owned 

Laubman & Pank stores 

and 10 franchises 

(Richardson, 2021).  

 

The Optical Superstore 

currently has 59 stores 

across Australia, of 

which 30 are in 

Queensland 

(Richardson, 2021).  

 

Oscar Wylee 

currently has 87 

stores in operation 

(Richardson, 2021).  

 

What is 

their 

revenue? 

 

Luxottica’s revenue has 

been steadily increasing 

since 2011, with the 

company bringing in 

$649 million in revenue 

Dun & Bradstreet’s 

revenue model estimate 

that The Optical 

Superstore has a 

revenue of $ $5.6M 

Oscar Wylee has an 

estimated revenue of 

$26.8 million 

(Growjo, 2021). 

 



21 | P a g e  
 

in 2021 (Richardson, 

2021). Projections for 

Luxottica’s future 

revenue predict that it is 

expected to rise by 

0.9% over the next five 

years (Richardson, 

2021). 

 

(Dun & Bradstreet, 

2021).  

What is the 

markets 

growth 

PLC? 

The optical industry has a mature product life cycle, pricing and 

promotional incentives are competitive and the need and demand for 

eyewear and eyecare services remains mostly consistent (Richardson, 

2021). 

 

Identify 

what are 

their 

strategies 

based on?  

• Emphasis on 

consumer style and 

fashion trends (Raj, 

2016). 

• High quality 

products. 

• Premium pricing. 

• Premium 

positioning 

strategies. 

 

• Emphasis on 

affordable options. 

• Promotional 

incentives and 

offers. 

• Attracting and 

retaining customers. 

• Emphasis on 

stylish and 

fashionable 

designer products. 

• Customer 

convenience. 

• Digital/ 

Technological 

innovation. 

Degree of 

competitive 

intensity? 

 

OPSM is perhaps the 

most competitive player 

in the optical industry 

after Specsavers. 

The Optical Superstore 

is currently not 

engaging in 

significantly 

competitive marketing 

activities. 

Oscar Wylee is 

significantly 

competitive in regard 

to their digital 

marketing and online 

retail efforts.  
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What are 

the Critical 

Success 

Factors for 

the 

industry? 

 

• Products and service that delivers the key promise which is that they 

will (help to) correct eyesight and vision. 

• A variety of price options including affordable eyewear options. 

• A wide variety of eyewear aesthetics including shape, colour, material, 

and style (Technavio, 2013). 

• A positive and trusted brand image (Technavio, 2013).  

 

References • Raj, J 2021, OPSM 

brand campaign 
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Dispensing in 
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Care and Social 

Assistance, Ibis 

World. 
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Blog, viewed 10 

November 2021, 

<https://blog.techna

vio.com/blog/succe

ss-eyewear-market-
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SWOT Analysis 

 

The following tables identify the key strengths, weaknesses, opportunities, and threats present 

in the business environments of Specsavers (Table 1.5), OPSM (Table 1.6) and Oscar Wylee 

(Table 1.7). 

Table 1.5- Specsavers SWOT 

 

 

 

 

Strengths Weaknesses 

• Established for 24 years in the 

Australian market (Jensen, 2018).  

• Established strongly in UK markets and 

other countries overseas.  

• Dominating market share in Australia’s 

optical industry- 27.7% (Richardson, 

2021). 

• Wide ranges of optical and audiology 

products (Jensen, 2018). 

• Value for money – 2 for 1 Specsavers 

offer (Jensen, 2018). 

• High brand awareness nationwide 

(Jensen, 2018). 

• Online Booking options (Jensen, 2018). 

• Consumer perception of low-quality 

products due to low price points (Jensen, 

2018).  

• Limited range of product styles and lens 

technologies.  

• Low designer brand awareness, such as 

Aurora, Red or Dead, Scandimania, and 

Superdry. 

• Does not stock high class designer 

brands such as Dolce & Gabbana, 

Bottega, Bebe, Giorgio Armani, Tiffany 

and Co, Ralph Lauren, Versace, 

Burberry, and Prada (Jensen, 2018).  
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• Effective use of digital technologies, 

such as Virtual Try on and Tablet 

Dispensing Tools (Jensen, 2018).  

• Recognised as one of the most trusted 

brands in Australia in 2021 according to 

Trusted Brands Australia 2021 

(Reader’s Digest, 2021). 

• Placed sixth in KPMG’s top ten CX 

brands in 2021 (KPMG, 2021). 

• Offers audiology services. 

• Does not provide same day service for 

products unlike some competitors 

(Jensen, 2018).  

Opportunities Threats 

• Further expansion of stores in regional 

areas that are predicted to gain in 

popularity and/or population (Jensen, 

2018). 

• New designer frames from leading 

fashion houses and/or styles inspired by 

current trends (Jensen, 2018). 

• Innovation & alliances with 

organisations that align with Specsavers 

values (Jensen, 2018.). 

• Further CSR efforts and a shift towards 

more transparent, ethical and 

environmentally conscious corporate 

behaviour.  

• Targeting new market segments such as 

parents, young adults, and 

environmentally conscious people. 

 

• New & existing competition, 

specifically OPSM and Oscar Wylee 

within the Australian market. 

• Volatility in Price of Fuel, which effects 

the manufacturing process (Jensen, 

2018). 

• Market shift to online optical retail 

stores and telehealth services (Jensen, 

2018). 

• Extremely high competition for 

customers and resources due to a 

saturated market (Jensen, 2018). 

• The recent JobKeeper controversy/ news 

story which attacked Specsavers 

reputation.  
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Table 1.6- OPSM SWOT 

 

 

 

 

Strengths Weaknesses 

• Wide range of high quality and 

technologically advanced lenses for 

glasses and sunglasses. 

• High level of eyecare services and 

testing.  

• Luxury designer products. 

• Well established brand since 1932 (). 

• High brand awareness. 

• Gender neutral designed glasses. 

• Second largest market share in 

Australia- 17.4% (Richardson, 2021). 

• High price point/ not many affordable 

options. 

• Lack of environmentally friendly 

products.  

Opportunities Threats 

• Develop initiatives and products that are 

environmentally friendly. 

• New & existing competition, especially 

from Specsavers. 
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• Expand to new target market segments 

such as children and parents. 

• Develop initiatives to provide a more 

affordable option for consumers.  

• Volatility in Price of Fuel, which effects 

the manufacturing process (Jensen, 

n.d.). 

• Market shift to online optical retail 

stores and telehealth services (Jensen, 

n.d.). 

• Extremely high competition for 

customers and resources due to a 

saturated market (Jensen, n.d.). 

• Consumer demand for environmentally 

friendly products. 

 

References 

• Richardson, A 2021, Optometry and Optical Dispensing in Australia, Health Care and Social 

Assistance, Ibis World. 

 

Table 1.7- Oscar Wylee SWOT 

 

 

 

 

Strengths Weaknesses 

• Strong digital/ social media presence. 

• Unique designs and high-quality frames. 

• Consumer perception of high quality. 

• Does not sell contact lenses. 
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• Sells blue light glasses. 

• Strong online user experience. 

 

• A new entrant to the Australian optical 

market and has less brand awareness 

than competitors. 

Opportunities Threats 

• Expand product offering range to 

include contact lenses and other 

prescription eyewear. 

• Expand target market to include 

children. 

• Specsavers, OPSM and more 

established competitors.  

• News scandal- Oscar Wylee was fined 

$3.5 million AUD for breaching 

Australian Consumer Law with donation 

claims (Cameron, 2020). 

•  

References 
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Consumer Law, CMO, viewed 10 November 2021, 
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Strategic Aspects from SWOT Analysis 

 

The following tables reveal the strategic aspects identified from the SWOT analysis, 

including aspects regarding strengths (Table 1.8), weaknesses (Table. 1.9), opportunities 

(Table 1.10) and threats (Table 1.11). 

Table 1.8- Strategic Implications of ‘Strengths’ Analysis. 

Strengths Question Strategic Implications 

Strength 1:  

Value for 

money – 2 for 

1 Specsavers 

offer. 

 

How does this strength assist 

us in meeting customer needs? 

Due to the essential service provided for 

the customer this promotion enables 

those of a lower socio-economic 

background to afford this product. 

Along with benefiting the heavy user 

who values a variety of different styles 

and frames. 

How does this strength 

compare to our competitors' 

strengths? 

This strength is a common marketing 

strategy for businesses in this field. 

Companies such as OPSM and Oscar 

Wylee also provide similar deals. 

Does this strength make us 

different from (better than) our 

competitors in the minds of 

our customers? 

Specsavers 2 for 1 offer differs us from 

competitors as it is the most affordable 

option in this field which entices 

customers to choose our products over 

competitors. 

Strength 2: 

Audiology 

products and 

services. 

How does this strength assist 

us in meeting customer needs? 

The skilled and professional team of 

Audiologists provide a high level of 

services which address the hearing and 

ear health needs of consumers. 

How does this strength 

compare to our competitors' 

strengths? 

This strength differentiates Specsavers 

from competitors as Specsavers is the 

only business in the field which 

provides services for both eyes and ears. 
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Does this strength make us 

different from (better than) our 

competitors in the minds of 

our customers? 

This strength makes us better from all 

our competitors as the customer can 

receive both eye and ear health services 

in the convenience of the one location. 

 

MARKETING 

Strength 1: 

Specsavers 

slogan; 

‘should have 

gone to 

Specsavers’.  

 

 

 

How does this marketing 

strength assist us in meeting 

customer needs? 

Specsavers' well-known slogan “Should 

have gone to Specsavers” is a catchy 

phrase that engages consumers whilst 

creating brand recall and recognition. 

The slogan communicates the core 

product benefit which is to provide eye 

health services to customers. 

How does this marketing 

strength compare to our 

competitors' strengths? 

This marketing strength sets the brand 

above their competitors. No other brand 

in the field has a slogan as well known 

and used as frequently as Specsavers. 

The slogan emphasises brand awareness 

as it includes the business name which 

engages consumers. 

Does this marketing strength 

make us different from (better 

than) our competitors in the 

minds of our customers? 

This slogan is highly used in Australian 

culture and has become a part of the 

social fabric, which attracts and engages 

consumers creating a loyal consumer 

base. 

 

MARKETING 

Strength 2: 

Distinctive 

brand image. 

How does this marketing 

strength assist us in meeting 

customer needs? 

This marketing strength is crucial to the 

Specsavers brand. It is eye-catching and 

gains the attention of consumers 

enticing them to choose them over 

competitors. 

How does this marketing 

strength compare to our 

competitors' strengths? 

In comparison to competitors' strengths 

Specsavers differs as it is the only brand 

in the Australian optical market that has 

the brand colour of green. 
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Does this marketing strength 

make us different from (better 

than) our competitors in the 

minds of our customers? 

This marketing strength differs 

Specsavers from competitors as it is a 

bold, recognisable colour that prompts 

consumers to enter our retails stores. 

The colour psychology behind the green 

induces feelings and perceptions of 

health, wealth and safety. 

 

Table 1.9- Strategic Implications of ‘Weaknesses’ Analysis. 

Weaknesses Question Strategic Implications 

Weakness 1: 

 

Consumer 

perception of 

low-quality 

products. 

 

How does this weakness 

impact us in meeting 

customer needs? 

This weakness stems from the 

affordability of our product. 

Individuals assume that due to the low-

price tag, the product will not be high 

quality or meet their needs. 

How does this weakness 

compare to our competitors? 

Consumer perception of low-quality 

products is a weakness that similar 

brands do not face. The low price 

compared to more expensive options 

enforces a perception of higher the 

price point, higher the quality. 

Does this weakness make us 

different from our 

competitors in the minds of 

our customers? 

This weakness negatively impacts 

Specsavers as consumers perceive 

competitors as having higher quality 

products because they cost more. 

 

Weakness 2: 

 

Low designer 

brand 

awareness. 

 

How does this weakness 

impact us in meeting 

customer needs? 

Some of the brands that Specsavers 

stock and offer in their designer range 

is less well known to consumers which 

is a disadvantage as fashion/ brand 

conscious individuals purchase the 

product for the brand logo. 
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How does this weakness 

compare to our competitors? 

Low designer brand awareness is a 

weakness for Specsavers as 

competitors such as OPSM and Oscar 

Wylee stock well-known brand names 

that are seen as more desirable. 

Does this weakness make us 

different from our 

competitors in the minds of 

our customers? 

This weakness heavily impacts and 

disadvantages us from our competitors 

in the minds of our customers as some 

individuals want to be purchasing the 

product with a well-known brand logo 

on the frame. 

 

MARKETING 

Weakness 1: 

Instagram social 

media page. 

How does this marketing 

weakness hinder us in 

meeting customer needs? 

In a society that is heavily influenced 

by social media, Specsavers’ Instagram 

page is not a priority, hindering the 

needs of the consumer 

How does this marketing 

weakness compare to our 

competitors? 

This Instagram page lacks in aesthetic 

and brand awareness compared to 

similar competitors pages. 

Does this marketing weakness 

make us different from (worse 

than) our competitors in the 

minds of our customers? 

This marketing weakness hinders 

Specsavers brand in comparison to 

competitors in the minds of customers. 

This is due to consumers reaching out 

to Specsavers on social media, only to 

find a hard to navigate Instagram Page 

which is oversaturated with images that 

do not promote the brand effectively. 

 

MARKETING 

Weakness 2: 

Humour based 

advertisements 

over 

educational. 

How does this marketing 

weakness prevent us in 

meeting customer needs? 

The customer needs are those in the 

age range between 40-60 who are 

seeking professional, high quality and 

services to make an informed decision 

about their eyesight. Whilst humour-

based advertisement are an effective 

strategy for increasing brand 
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awareness, however for this target 

market educational based 

advertisements are preferred. 

How does this marketing 

weakness compare to our 

competitors' strengths? 

This marketing weakness differs in 

comparison to competitors. OPSM's 

main advertising goal is to 

communicate the quality of their 

product, whilst Specsavers is 

attempting to engage the emotions of 

their target audience. 

Does this marketing weakness 

make us different from (worse 

than) our competitors in the 

minds of our customers? 

This particular marketing weakness has 

the potential to make us worse in the 

minds of our customers. It could 

change the view of the brand to less 

professional in comparison to 

competitors. 

 

Table 1.10- Strategic Implications of ‘Opportunities’ Analysis. 

Opportunities Question Strategic Implications 

 

Opportunity 1: 

Further CSR 

efforts. 

How is this opportunity 

related to serving the needs 

of our customers? 

 

The customers engaging in this brand 

have a variety of different needs and 

wants. Furthering the CSR efforts of 

this company will entice and 

highlight the positive initiatives they 

are already taking. Consumer demand 

for companies to operate in socially 

and environmentally responsible 

ways is increasing. Engaging is CSR 

ultimately builds upon a positive 

brand image. 

 What actions can we take to 

capitalize on this 

Possible actions include better 

environmental and conservation 
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opportunity in the short term 

and in the long term? 

 

initiatives, ending partnerships with 

companies that test on animals (such 

as some contact lens suppliers) and 

providing business information with 

full transparency to the public. 

Short term benefits-  

• Increase in consumers  

• Profit rises for the business 

• Reduce costs   

Long term benefits-  

• Better reputation  

• Environmentally friendly  

• Cost effective 

• Helps maintain relationships 
with key stakeholders 

• Increases employee morale 
which leads to employment 
productivity  

• Helps attract skilled and 

talented employees for the 
business  

 

 

Opportunity 2: 

Targeting new 

market segments.  

How is this opportunity 

related to serving the needs 

of our customers? 

 

An opportunity that Specsavers could 

take is an expansion into new target 

market segments. For example, 

parents of children/students using 

devices at school and/or 

environmentally conscious 

individuals. 

 What actions can we take to 

capitalize on this 

Depending on the chosen market 

segment the opportunities vary. In 

regards to parents and children 
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opportunity in the short term 

and in the long term? 

actions could include focused 

marketing efforts that educate people 

about the effects of overexposure to 

devices and how it affects children. 

Whereas actions for environmentally 

concious target market could include 

launching new products and/or 

developing better conservation 

strategies and advertising them. 

Short term -  

• Increase in people getting 

their eyes tested. 

• Increase in sales generated by 

the new target market 

segments.  

Long term -  

• Forming relationships with 

younger consumers helps 

form brand loyalty.  

• Increase in revenue and 

market share as these actions 

attracts a larger range of 

consumers.  

  
 

Table 1.11- Strategic Implications of ‘Threats’ Analysis. 

Threats Question Strategic Implications 

 

Threat 1: 

Market shift to 

online optical retail 

How is this threat related to 

serving the needs of our 

customers? 

The market shift to online optical 

retail stores threatens Specsavers 

retail stores as Specsavers relies on in 

person customer service to succeed. 
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stores and 

telehealth services. 

 

 What actions can we take to 

prevent this threat from 

limiting our capabilities in 

the short term and in the 

long term? 

With the continuous changes in 

technological advancements, 

Specsavers must stay up to date with 

these advancements to stay relevant.  

Short term actions -  

• Emphasise the excellent 

customer service instore and 

having the privilege to try on 

the product and to get instant 

qualified assistance.  

• Develop programs and 

initiatives to educate 

Specsavers employees on how 

to communicate online 

services and offerings. 

• Emphasise and promote their 

contact lens subscription 

programs where the individual 

automatically gets sent their 

new prescription of lenses 

each month.  

Long term actions -  

• Incorporate online services 

including a Live Chat feature 

on their website.  

• Developing a telehealth 

offering.  

• Focusing on marketing 

strategies based around their 

online presence. 
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• Communicating Specsavers’ 

online services. 

 

Threat 2: 

The recent 

JobKeeper 

controversy/ news 

story. 

How is this threat related to 

serving the needs of our 

customers? 

The recent (2021) news story that 

criticised Specsavers acceptance of 

JobKeeper payments and profit 

during the Covid-19 lockdowns in 

Australia poses a threat to Specsavers 

reputation and brand image amongst 

consumers. 

 What actions can we take to 

prevent this threat from 

limiting our capabilities in 

the short term and in the 

long term? 

Actions to minimise the damage of 

this threat include a press release and 

public relation techniques to diffuse 

tensions and clarify the 

misinformation regarding the 

situation.  

Short term - 

• Press release and public 

relations techniques. 

Long term - 

• Business transparency 

available to the public in the 

form of financial reports and 

information regarding 

business actions. 
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2.0 Customer Analysis  

 

Table 2.0 contains thorough analysis of Specsavers key target market within the Australian 

Optometry and Optical Dispensing industry. 

 

Table 2.0- Customer Analysis 

Primary Target Market 

Australians aged between 40-60 years old require or are interested in eyewear. 

 

Demographic characteristics: 

gender, age, income, occupation, 

education, ethnic background, 

family life cycle, etc 

 

• Both males and females. 

• Aged between 40-60 years old. 

• Medium disposable income. 

• Most occupations, especially customers who work in 

offices and use computers a lot. 

• Have a standard education- completed year ten. 

• Australians (including multicultural ethnicities).  

• Likely have a long-term partner/ are married and 

have children. 

Geographic characteristics: • Located in city and regional areas across Australia. 

Psychographic characteristics:  

 

• Specsavers core target likely either have a positive 

attitude towards purchasing glasses or have a more 

negative attitude towards having to spend money on 

buying glasses. 

• Specsavers core target market includes a wide range 

of consumers with varying opinions and interests. 

• Motives for Specsavers core target market would be 

directly related to a consumer need to correct 

eyesight and vision concerns.  

• Specsavers target market would likely enjoy a 

modest, typical Australian lifestyles. Most consumers 
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would work full time during the week and spend 

weekends seeking enjoyment.  

• Based upon Roy Morgan’s value segmentation 

system, Specsavers core target market would include 

‘basic needs’, ‘real conservatism’, ‘traditional family 

life’, ‘visible achievers’ and ‘conventional family 

life’.  

Behavioural Segmentation: 

Do the purchasers of our products 

differ from the users of our 

products? 

No. The purchases of the product are also the users are 

products are customised for the individual.  

Who are the major influencers of 

the purchase decision? 

Major influences of purchase decision are the optometrist 

who provide customers with information on what eyewear/ 

prescription lens they require to correct their vision. As well 

as Specsavers employees, friends and family who help 

customers decide on a style of frame. 

Who is financially responsible for 

making the purchase? 

 

The user is financially responsible in adult market segments; 

however, parents are financially responsible for their 

children if they require prescription eyewear.  

What do our customers do with our products? 

In what quantities and in what 

combinations are our products 

purchased? 

 

The eyewear products are purchased at a minimum of one 

set of frames per customer. Due to marketing techniques and 

sale promotions (2 for 1 deal) the customer is usually 

influenced to purchase more than one.  

The individual is further encouraged to purchase companion 

optional lens extras such as thinning, anti-glare coatings and 

polarised lenses on sunglasses. 

How do heavy users of our 

products differ from light users? 

 

The main difference between heavy and light users is the 

level of reliance on the product (which is due to the extent of 

aid required). An example of this is a customer who relies on 

our product to experience a basal level of sight, compared to 

a customer who casually uses our product for sight related 

activities such as reading.  
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Light users generally purchase the product when they need 

it, whereas heavy users may update more frequently as styles 

change and further deterioration of vision. 

How do customers use 

complementary products with our 

products? 

 

Customers use complementary products such as cases, 

cleaning spray and cleaning cloths to maintain the quality of 

glasses, and eye drops and contact lens cases to ensure the 

quality of contact lenses. 

What do our customers do with our 

products after consumption? Do 

they recycle our products or our 

packaging? 

Product use usually terminates after the eyewear is damaged 
or the prescription is no longer valid. After consumption, 
products are either disposed of or recycled. Specsavers 

encourages customers to recycle their glasses in store as a 
donation to the Fred Hollows Foundation.  

Product packaging is minimal and is made of recyclable 
materials (paper and cardboard).  

Where do our customers purchase our products? 

From what types of intermediaries 

are our products purchased? 
Specsavers products are regularly purchased in retail stores 
nationwide. There is also an option online to purchase some 
products.  

How does online shopping affect 

the purchase of our products? 

 

Will this change in the future?  

 

What effect did COVID have on 

our sales?  

 

Are our customers increasing their 

purchasing from non-store outlets 

such as catalogues, home shopping 

networks, or the Internet? 

 

• Online shopping affects the purchase of our products 

due to the need to see an optometrist before making a 
purchase. However, once the level of prescription is 
known online purchases can be made.  

• Due to market competition, it is essential for the 

business to advertise online.  

• This will unlikely change in the future.  

• COVID-19 had some effect on sales as it reduced the 

number of customers allowed in the store and slowed 
down daily business operations (more cleaning 
required between clients). However, because 
Specsavers is classified as an essential health service 

it remained operation throughout lockdown events.  

• Because an up-to-date eye test is usually required 
before purchase of prescription eye wear customers 
generally will make the purchases when they go in 

store. Whilst there are options of the internet it is 
usually more convenient for customers to pick and 
try on glasses in person.  

 

When do our customers purchase our products? 
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Are the purchase and consumption 

of our products seasonal? 

 

Purchases are mostly consistent all year round, however 
there is a peak in sales towards the end of year/end of 
financial year due to the expiration of health fund benefits. 

To what extent do promotional 

events affect the purchase and 

consumption of our products? 

Promotional events heavily affect the purchase due to the 

typical product price range having the ability to deter lower 

socio-economic consumers. Therefore, during periods of sale 

promotions there is an increase in sales. 

Why (and how) do our customers select our products? 

What are the basic benefits 

provided by our products and our 

competitors' products? 

 

Necessity of sight is the main benefit provided by our 

product and our competitors' products. Excellent customer 

service, convenience, stylish/ fashionable products, high 

quality products and technologically advanced products are 

also benefits of products in the optical industry. 

What are the customer needs that 

are fulfilled by the benefits 

delivered by our products and our 

competitors' products? 

 

Customer needs mainly include the need to correct and/or 

manage eyesight and vision. Specsavers products enable 

customers to enjoy/ regain better eyesight. 

How well do our products and our 

competitors' products meet the 

needs of our customers? 

The products offered by Specsavers are highly specific to the 

individual’s needs, which means that Specsavers has a high 

level of customer satisfaction. This is because of the eye test 

required by the optometrist which results in a customised 

product for the consumer. 

How are the needs of our 

customers expected to change in 

the future? 

 

Customer demand for prescription eyewear is projected to 

increase in line with Australia’s ageing population 

(especially the baby boomer generation) and increased levels 

of eye strain and overexposure to digital devices. 

What methods of payment do our 

customers use when making a 

purchase? 

The range of methods of payment available at Specsavers 

stores varies to suit the customers' needs. Specsavers accepts 

cash, EFTPOS and Afterpay when purchasing products. 

Are our customers prone to 

developing close long-term 
Customers frequently develop close, long-term relationships 
with Optometrists and the business as their information is 
stored on a private, highly confidential data base. Like other 
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relationships with us and our 

competitors, or do  

they buy in a transactional fashion 

(primarily on price)? 

 

health care providers such as doctors, most customers will 
prefer to stay with one Optometrists who will monitor and 
manage (if necessary) their eye health/ eyesight over the 
years.  

Specsavers have a large loyal customer following that 
continuously come back to the store due to their great 
experience with the optometrists and the store employees.  
 

What are the features, benefits, or 

advantages of competing products 

that cause non-customers to choose 

them over our products? 

The main factor that non-customers would choose 
competitors' products over ours is perceived product quality, 
product styles/ aesthetics, lens technology and designer 

brands,  

What are the basic needs of non-

customers that are not being met by 

our products? 

 

• Our consumers purchase Specsavers products to 
fulfill the basic need of correcting their eyesight.  

• Non-customers do not require the product due to 

sufficient eyesight.  
 

Are there issues related to 

distribution, promotion, and pricing 

that cause customers not to 

purchase our products?  

 

What is the potential for converting 

these non-customers to our 

products? 

 

• The price factor is the main disadvantage that would 

deter customers to purchase some product.  

• The distribution of most Specsavers products relies 
on external delivery systems (Australia Post) during 
the manufacturer process of glasses. As such, 

distribution can be negatively affected by delays.  

• Specsavers offer a range of promotions including an 
ongoing discount for students and seniors as well as 
the core 2 for 1 offer.  

• It is a challenge for the business to convert non-
customers to our product if they do not require 
prescription eyewear products. Customers that are 
loyal to other companies may be converted by the 

lower price point and promotional offers. 
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Positioning Maps 

 

Figure 2.1- Positioning Map 1 

 

This positioning map was developed with the key benefits of eyewear in mind for fashion 

conscious consumers, the degree of luxury of the brand/ products and how fashionable the 

products are. Whilst Specsavers has a wide range of eyewear products which consumers find 

fashionable, the brand is not known for being luxurious, it is better known amongst 

consumers as affordable. Whereas brands such as OPSM, Laubman & Pank and EyeQ 

Optometrists are perceived as more luxurious in the minds of consumers. 
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Figure 2.2- Positioning Map 2 

 

The level of product and/or service quality and how technologically advanced they are also 

important perceived benefits for customers when purchasing eyewear. Specsavers has a 

sound use of digital and innovative technologies in their business operations, and whilst the 

products they offer are of high quality the lenses they sell are not the most technologically 

advanced on the market. OPSM, Laubman & Pank, EyeQ Optometrists and private practices 

generally have more advanced eyewear options available at a higher price.  
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Figure 2.3- Positioning Map 3 

 

 

Customer service and the level of convenience of getting your eyes tested and purchasing eyewear are also 

important factors that affect consumer behaviour and selection of a brand. Specsavers is known for having 

efficient and high-quality customer service as they have streamlined the process of getting your eyes tested by 

training employees to perform all of the tasks necessary that do not require an optometrist, this includes 

pretesting of the eye health, helping pick suitable frames and lenses and explaining lens options in detail. OPSM 

and Laubman & Pank are similar in terms of convenience, and customer service. Oscar Wylee also is convenient 

for customers as prescription glasses can be ordered online.  
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2.0 Strategy Identification & Analysis  

 

Specsavers currently engages in an integrated mix of marketing activities in Australia 

including national marketing, local-area marketing, public relations activities, TV 

advertising, radio advertising, digital advertising, direct marketing, SMS marketing, and 

ecommerce communications (Specsavers, 2021). Current marketing goals and objectives 

seem to be focussed on attracting customers (and consequently increasing revenue) by 

communicating new product offerings and current promotions. Current marketing strategies 

whilst effective have seemingly remained consistent with not much improvement in any 

particular area, which is illustrated by company data. From 2020 to 2022, Specsavers had a 

decrease in their Australian market share of almost 2%, going from 29.7% to 27.7% 

(Richardson, 2021). However, Specsavers has had a 3.7% increase in financial performance 

since 2020, with sales coming to a total of 1,075 million (Richardson, 2021). Brand 

awareness is very high for Specsavers in Australia due to the long history of effective 

marketing strategies including the use of the famous slogan ‘should have gone to 

Specsavers’. Specsavers marketing strategies align well with the brands overall mission and 

goals, which are to deliver affordable and quality eyecare, products and services to all people. 

Most of Specsavers current visual advertising efforts (such as TV commercials) focus on 

increasing brand recognition and recall through humorous and engaging methods. Radio 

advertising however is more educational and informs the target audience about the products, 

services, and promotions currently on offer at Specsavers. Other marketing strategies such as 

direct mail and SMS marketing focus on retaining current customers through personalisation.  

One of the most prominent strategies used by Specsavers is humour, which goes in hand with 

the ‘should have gone to Specsavers’ slogan. Specsavers commercials are renowned for 

involving funny situations that individual find themselves in due to poor eyesight. Whilst this 

strategy is mostly effective, it is limited in structure and relies on recent popular culture and 

events to appear new and relevant.  

OPSM marketing communications focus on the high quality of their eyewear products as well 

as the advanced technology they utilise in their eye health good and services. Whereas Oscar 

Wylee marketing efforts focus more on digital channels and media to attract consumers. 

Oscar Wylee has a large social media following particularly on Instragram and use paid 

social media advertising across popular platforms in Australia (Facebook, Instagram and 

Snapchat).  
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Compared to other organisations and brands operating in the Australian optical industry 

Specsavers has the largest and most integrated marketing strategies. As the dominating 

optical retail company in Australia, Specsavers has the finances and resources to put towards 

developing highly effective marketing strategies and activities.  

 

 

3.0 References  
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3.0 Marketing Goals & Objectives  
 

 

Marketing 

Goal 1: 

Grow Social Media Presence 

Objective A1-   

Increase Instagram 

followers and 

engagement. 

Specific and measurable outcome: 

To increase Instagram followers and engagements from 43.4k to 

100k in a 12-month campaign period. 

 

Justification: 

Instagram is one of the most popular social media platforms in 

Australia with an average of one million stories shared every day 

(Smperth, 2021). Statistics show that 89% of people will take 

immediate action (such as visiting the website or making an 

online purchase) when they saw a product/ service on Instagram 

(Smperth, 2021). By focusing on increasing followers Specsavers 

will likely benefit from an increase in customers and/or brand 

awareness.  

 
 

Objective A2-  

Expand and develop 

their social media 

platform onto 

TikTok.  

Specific and measurable outcome: 

To create and develop a Specsavers TikTok account and reach 

10k followers by the end of a 6-month campaign period.  

  

Justification: 

TikTok is a rapidly growing social media platform that has a high 

level of user engagement. Humorous content also performs well 

on TikTok so the ‘Should have gone to Specsavers’ content 

would be an effective strategy and has potential to become a viral 

trend. Users are also encouraged to generate their own content 

and engage with the brand which will lead to positive customer- 

brand relationships. Research shows that TikTok trends can have 

a significant impact on consumerism as seen in the case of Aerie 
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Leggings going viral and selling out globally in less than 24 hours 

(Glebereport, 2021).  

Objective A3-   

To develop an 

influencer marketing 

strategy and acquire 

social media brand 

ambassadors.  

Specific and measurable outcome: 

To develop an influencer marketing strategy and acquire 10 

Australian brand ambassadors in niche social media target 

markets within a 6-month campaign period.  

 

Justification: 

Influencers are proven to be an effective marketing tool for 

communicating with niche audience segments online 

(Engaiodigital, 2021). Partnering with popular, Australian content 

creators with values that align with Specsavers values and 

mission, has the potential to benefit the business by expanding 

their client audience and to positively impact brand 

reputation. Some of the biggest benefits of engaging in 

influencing marketing include building credibility and trust, 

boosting SEO, increasing sales, and forming long term mutually 

beneficial partnerships (Engaiodigital, 2021).  
 

Marketing 

Goal 2:  

 Reposition Specsavers as High Quality  

Objective A1- 

To increase 

consumer awareness 

about product 

materials and 

product quality.  

  

Specific and measurable outcome: 

To increase consumer awareness about the materials used in 

Specsavers products which will be measured via a series of 

surveys at various stages during a 12-month campaign period.  

 

Justification: 

Specsavers uses high quality materials in the manufacturing of 

their eyewear products including titanium, lightweight acetate and 

carbon fibre as well as high quality flexible hinge designs, 

memory metal, and specialised frames designed for comfort 

(Specsavers, 2019). By communicating the high-quality materials 
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used in product design will aid in the repositioning of Specsavers 

as a brand with high quality products as well as enable consumers 

to make informed purchase decisions.  

  

Objective A2- 

To partner with a 

globally recognised 

luxurious brand and 

develop designer 

products  

  

  

  

Specific and measurable outcome: 

To establish a brand partnership with globally recognised 

designer brand; Fendi, and release and sell 50k units in a 12-

month period.  

 

Justification: 

By releasing a collaboration with (popular celebrity) Rhianna’s 

globally successful brand; Fendi, Specsavers will attract fashion 

conscious individuals, especially amongst younger target market 

segments. In a 2021 report, Kim Kardashian West recently 

collaborated her famous clothing brand SKIMS with Fendi, which 

gained a profit of 1 million USD within a minute of going live 

(Li, 2021). A collaboration with Fendi has the potential to 

produce a significant increase in sales whilst simultaneously 

aiding the repositioning of Specsavers as a luxury, fashionable 

and high-quality brand. 
 

Objective A3- 

To develop and 

release a premium 

priced eyewear 

product containing 

the latest available 

technology. 

  

  

Specific and measurable outcome: 

To develop and release a premium priced, specialised multifocal 

lens featuring the highest level of available technology and to sell 

25k units within the 12-month period. 

 

Justification: 

By developing and releasing a specialised multifocal lens 

featuring the latest technology as sold by competitors such as 

OPSM, Specsavers will be able to meet the needs of a wider 

consumer market as well as reposition their brand as high quality 

(OPSM, 2021). 
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4.0 Strategy Justification  

 

Thorough research and analysis into Specsavers’ business environment, products, 

positioning, competitors, and target market has revealed key insights which have informed 

the proposed marketing goals and objectives. Whilst Specsavers has an effective integrated 

marketing strategy, I believe a focus on the brand’s digital presence and efforts to reposition 

the brand as high quality will have a significant positive impact on market share, revenue, 

and overall customer perceptions.  

Competitor Oscar Wylee has achieved rapid growth since entering the market which could be 

attributed to the brand’s effective use of digital and social media marketing as well as their 

focus on fashionable products. Despite being significantly smaller than Specsavers, Oscar 

Wylee has almost triple the number of followers on Instagram and a much higher rate of 

engagement online. As such, by developing strategies to grow Specsavers social media and 

online presence (specifically their Instagram account) the brand will be better positioned to 

succeed in an increasingly online market and will be able to reach and communicate with 

more consumers. 

OPSM is perhaps the biggest threat and competitor to Specsavers within the Australian 

market; the brand’s biggest strength is the positioning and perception that their product is 

high quality and technologically advanced. As such by focusing on repositioning Specsavers 

through informative marketing techniques, a luxury brand collaboration and new product 

innovation, Specsavers has the potential to gain a significant competitive advantage.  

CSR initiatives would be useful for Specsavers to help combat any negative perceptions of 

the brand (as well as minimise the effects from the recent JobKeeper scandal) and to secure 

positive brand image, and consumer trust and loyalty. Specific CSR activities and/or efforts 

Specsavers could benefit from could include a business transparency plan (where important 

business data is made available to the public, a commitment to finding better ways to 

minimise negative impacts on the environment and a commitment to end partnerships with 

any supplying companies (particularly for contact lenses) that engage in unethical practices 

such as testing on animals. 

Regarding innovation, Specsavers could benefit from developing new products in particular, 

a technologically advanced eyewear offering (such as a high-tech multifocal lens) and a 
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luxury fashion product offering (such as partnering with a well-known as desirable brand like 

Fendi). Innovation strategies are important for brands (even dominating brands like 

Specsavers) to stay ahead of the market and maintain a competitive edge. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


