
 

SPECS network marketing activity report 
October - December 2012 

This is a summary of SPECS network online marketing activity during the quarter. 

New content on the website 

Night driving 

We ran with the key theme of night driving to coincide with autumn’s darker evenings. We published 
an article at www.specsnetwork.co.uk/eyes-front/night-driving-glasses promoting anti-reflection 
coated lenses, raising awareness of presbyopia, 
and encouraging a visit to the optician for check-
up and advice. 

The campaign was linked with National Road 
Safety Week (19-25 November), and we promoted 
it that week in an email to 35,662 SPECS network 
contacts. Tweets and Facebook posts supported 
the campaign. 

This was one of three themes we promoted through a banner advertising campaign with ads placed 
on a range of popular consumer and lifestyle websites (see below for further information). 

DIY safety 

We added a page of information on eyecare and safety for DIY to alert people to the risks and 
encouraging them to consider prescription safety goggles. www.specsnetwork.co.uk/eyes-front/diy-
and-your-eyes.This was the second theme promoted in our banner advertising campaign.  

Varifocal lenses 

We added a page promoting awareness of the benefits of modern varifocal lenses at 
http://www.specsnetwork.co.uk/eyes-front/make-life-easier-with-varifocal-lenses  

London Fashion Week 

Our eyewear fashion blogger, Siu-Yin Shing, posted a review of fashions spotted at the September 
London Fashion Week. 
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Linda Griffiths collects 
her iPad from Sims 
Opticians in Solihull 

Advent calendar 

We produced and promoted an online advent 
calendar to generate interest and to encourage 
repeat visits. Each day contained an eye-related 
joke, and an eye-related joke. We also included a 
bonus entry code for the Prize Draw in one of the 
daily windows. 

 

 

 

On-site competitions 

Competition #6 

Quarterly competition number 6 ran from October to early December (ending in time for the prize to 
be awarded before Christmas).  

The competition followed the usual format of asking which country the 
Eyebright family were visiting in a picture (Egypt this time). 

For the first time, we offered bonus entries for people following SPECS 
network on Twitter or retweeting one of our tweets.  

There were 6,296 ‘normal’ entries (all of whom received an email listing 
their nearest 3 SPECS network opticians) and 50 bonus entries. The prize 
(an iPad) was won by Linda Griffiths and presented to her on the 
premises of Sims Opticians in Solihull. 

 

Competition #7 

Our latest competition opened on 11 December and runs until 
31 March. The theme is winter sports, and  the prize is again an 
iPad. We will be adding content and promoting appropriate 
eyewear for winter sports throughout the quarter ahead. 

 

 



Practice videos 

We added a further 4 practice videos to SPECS network and the 
YouTube channel bringing the total to 23. As well as these videos 
designed to showcase a specific practice, we added 2 more ‘unusual’ 
videos aimed at reaching a wider and younger audience, and 
promoting a positive view and interest in independent opticians: 

Porters’ Forces go the Optician 
http://www.youtube.com/watch?v=0xYS9TiFndQ 
Oldham rock band Porters’ Forces drop in on local optician Yates and 
Suddell to look at the latest fashions. This video was targeted to raise 
younger people’s awareness of the practice and of what an 
independent optician has to offer. 

Adventures of a local optician in Alfreton 
http://www.youtube.com/watch?v=IYHqkfnU-R0  
A lively look at the role of local optician Stanley H Field in his local community. This video centred 
around a collective of independent business in "my town" with the intention of raising awareness of 
each business by sharing the film with their customers, family & friend. It presents a sparky and 
upbeat message about the value of local businesses. 

These two videos were promoted through Twitter and Facebook, and have attracted 800 views in a 
month. Overall, there have been 7,900 views of SPECS network videos to date. 

Practice videos are a great way to promote your practice to prospective patients. SPECS network 
makes it easy for you to produce and show a professional quality film – contact us to find out more.  

Offsite promotional activity 

 Facebook 
The SPECS network Facebook page gained 
another 450 ‘likes’, bringing its total to 1,450. 

We used paid promotion to increase the reach 
of our posts during the quarter. These 
achieved the following viewing figures: 

Porters’ Forces video   15,116 
Last chance to enter competition 3,435 
Alfreton video    8,826 
Advent calendar   2,271  

We also used Facebook display advertising to promote SPECS network and to encourage visits to the 
website. 

The combined promotional and advertising activity on Facebook generated 6,742,900 impressions 
and 2,119 click-throughs to the SPECS network website. 

http://www.youtube.com/watch?v=0xYS9TiFndQ
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Google Adwords 
This quarter, we began 
advertising on Google.  When 
someone searches on Google 
for an optician in one of the 
towns served by a SPECS 
network optician our advert 
will appear with a link to our 
listing of practices for that 
town.  Please take a look at 
the search for your area but 
remember that this is ‘pay 
per click’ advertising, so 
don’t click the link! 

Our adverts also appear on relevant websites where those sites deploy Google advertising. 

During the period, our adverts were shown 393,193 times, resulting in 1,809 click-throughs to our 
listings of local opticians (an average of 7 leads per participating practice). 

Banner advertising 

Working with an agency, we placed 3 banner adverts on a range of popular, high-traffic  websites 
selected for relevance to the advert themes. The adverts were linked to relevant content on the 
SPECS network website: 

Theme:  Health and family 
Target sites:  Health & Fitness, Family & Parenting 
Links to: www.specsnetwork.co.uk/eyes-front/your-optician-can-save-your-sight-and-your-life  

Theme:  DIY safety 
Target sites:  Homes & Garden 
Links to: www.specsnetwork.co.uk/eyes-front/diy-and-your-eyes 

Theme:  Night driving 
Target sites:  Automotive and motoring 
Links to: www.specsnetwork.co.uk/eyes-front/night-driving-glasses 

http://www.specsnetwork.co.uk/eyes-front/your-optician-can-save-your-sight-and-your-life
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Overall, our adverts were displayed 225,379 times, thus raising awareness of these issues and how 
your local optician can help. 

Twitter 

SPECS network tweeted 36 times 
during the period on a number 
of subjects including National 
Eye Health Week, Road Safety 
Week, eye health, SPECs 
network videos, and 
competitions. 

SPECS network now has 525 
Twitter followers.  

 

 

 

Email 
We sent a promotional email to all 35,662 SPECS network 
subscribers encouraging them to enter the latest competition. 
Every email was personalised and included a direct one-click 
link for the recipient to go straight to a page on the website 
showing their nearest SPECS network opticians (automatically 
pre-calculated based on their postcode). 
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