
 

SPECS network marketing activity report 
September – December 2013 

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

Overview 

SPECS network works for independent practices through: 

(1) collective action to promote positive messages online and in the press about the benefits and 
attractions of independent opticians. 
and 
(2) directing visitors to the websites of their nearest participating SPECS network opticians 

This report details our marketing activity between 1 September and 31 December 2013. Some 
highlights during this period include: 

 Heavy investment in advertising on Google search results pages in order to drive prospective 
new patients to member practices. 

 36% increase in visits to the SPECS network website compared with the same period last 
year. 

 2 win-an-iPad competitions completed during the period – 10,591 entrants who all received 
an email advising them of their 3 nearest SPECS network practices. 

 Major promotional campaign over Christmas and New Year – the 12 Days of Christmas daily 
prize draws to win Kindle e-readers.  10,547 entries across the whole campaign. 

 Our email database of subscribed consumers has now reached 45,000. 

 More than 2.3 million impressions on Facebook. Number of Facebook likes grown by 70%. 

 Daily tweets on Twitter. Number of Twitter followers grown by 74%. 

 2 million impressions of SPECS network online adverts across a range of popular websites. 

 More new content added to the website (“Eyecare through the ages” guide, eye care 
animations, collection of eye care cartoons). 

 Promoted eye tests heavily during World Vision Day. 

 Added 6 new practice videos, plus a new film promoting independent opticians. Total 
number of views of films up to 14,900. 



Website visits 

 

 

 

 

The number of visits was 36% up on the same period in the previous year.  The percentage of visits 
from returning visitors increased from 17% to 22% - whilst it is important to attract new users, one 
of our key goals is to encourage repeat engagement in order to maintain awareness of the SPECS 
network message. 

 

New and updated content on the website 

Improved practice locator tool 

We’ve upgraded the locator tool, taking advantage of the latest features from Google Maps.  The 
map display has been cleaned up and improved with inclusion of a radius indicator. When a user 
starts typing in the name of their town the list of suggestions displayed is now better formatted and 
includes only UK options. 

 

 

 

 

 

 

 

 

 

 

 

 



Eyecare video gallery 

We have created an area on the website to host eye health videos. This has been started off with a 
selection of films kindly supplied by National Eyecare Group – the importance of eye examinations, 
contact lenses overview, refractive errors and eye diseases, cataracts, AMD, and presbyopic 
multifocal contact lenses. 

www.specsnetwork.co.uk/eye-care/video-gallery 

 

Aqueous humour 

We’ve added a selection of 
cartoons related to eyes and 
eye care under a new section – 
“Aqueous humour” 

www.specsnetwork.co.uk/eyes-
front/eye-humour 

 

 

 

 

http://www.specsnetwork.co.uk/eye-care/video-gallery
http://www.specsnetwork.co.uk/eyes-front/eye-humour
http://www.specsnetwork.co.uk/eyes-front/eye-humour


Eyecare through the ages 

We have produced “Eyecare through the ages”, a guide to eye 
health issues during each stage of life from birth to old age. 

The guide can be downloaded as a PDF from the website.  It is 
also being used in the January to March competition – entrants 
have to download it to find the answer to the draw question. 

 

 

 

 

 

 

 

Competitions 

Competition #9 

Quarterly competition number 9 ran from 1 July to 30 
September. The competition followed the “where in 
the world are the Eyebrights” format. 

There were 5,700 entrants (all of whom received an 
email listing their nearest 3 SPECS network opticians).  

The winner was John Minson, who collected his iPad 
from Panoptica Opticians in Muswell Hill, London.  

 

Competition #10 

This competition, once again to win an iPad, opened at the beginning of October and ran until 20 
December.  For this promotion, to be able to answer the question, entrants had to watch a SPECS 
network video promoting the benefits of independent opticians (“I Love My Independent Optician”). 

There were 4,891 entrants, of which approximately 924 were new to the database 

The winner was Tracy Davidson, who is to collect her prize from Harrisons Opticians in Stratford 
Upon Avon. 

 



Twelve Days of Christmas (competitions #11 to #22) 

We ran a special campaign of daily draws from 25 Dec to 5 Jan. This is covered in more detail under 
“Online promotional activity”. 

Competition #23 

This competition was due to start on 6 January and to run until the end of March. The prize is an 
iPad. Entrants will be required to download the new SPECs network guide “Eyecare through the 
ages” to find the answer. 

Video 

In total, SPECS network videos have been watched 19,400 times to date. 

YouTube channel 

The Youtube channel continued to grow with the addition of 6 more practice videos and a new film 
promoting independents. We now have 70 videos online covering individual practices, the benefits 
of independent opticians, and eye care. You can check it out at: 
www.youtube.com/user/SPECSnet  

Practice videos 

We added another 6 practice videos to SPECS network and the YouTube channel. Congratulations to 
our newest film stars: 

 

Howes Opticians, Royston in Hertfordshire 

 

Bradleys Opticians, Penzance 

 

 

Lesley Arkin Optometrists, Stony Stratford 

 

 

Trouteaud Opticians, Guernsey 

 

Jackson & Gill Opticians, Hay on Wye 

 

Krishna Vision, New Southgate, London 

http://www.youtube.com/user/SPECSnet


TOP TIP: 
A practice video will boost your marketing. A well-produced video can showcase you and your 
practice much more effectively than any written or printed material. Video is much more compelling 
than print and is an ideal way to communicate what is distinctive about your practice. Once you have 
your video, you can get maximum benefit by using it on DVD in the practice as well as on your 
website and on YouTube. 
Watch this film to see what practices are saying about the benefits of having a promotional video … 
http://www.youtube.com/watch?v=tCAuOcm0d34 
Contact us if you’d like to take advantage. 

Other video 

We’ve produced a new film promoting the virtues of independent opticians … 

SPECS network went out and about to ask why people ignore the TV advertising pressure and 
instead choose and love their local independent optician. 

"I used to go to one of the big chains ..."  

"Keep the business in the area"   

"I believe in buying local"   

"It's nice and friendlier"   

"It's more personalised"  

"It's just better!" 

http://youtu.be/Fa9VbojMiPs 

http://www.youtube.com/watch?v=tCAuOcm0d34
http://youtu.be/Fa9VbojMiPs


Online promotional activity 

 Facebook 
The SPECS network Facebook page now 
has 2,490 ‘likes’, an increase of 70% in 
this period. 

Besides normal views by Facebook users, 
our ‘promoted’ posts and adverts in this 
period have reached 1.12 million 
individual users with 2.33 million 
impressions. 

 

Twitter 

 

 

 

 

 

 

 

 

 

SPECS network tweeted 150 times (i.e. more than once per day) during the period on subjects 
including eye health news stories, eyewear fashion, SPECs network videos, and competitions. 

SPECS network now has 1,347 Twitter 
followers (up 74% on the last quarter).  

Our tweets are increasingly being 
retweeted regularly. 

TOP TIP: 
Take advantage of the SPECS network Twitter feed. Make sure your practice has its own Twitter 
account, and encourage your patients to follow you. You can then copy or retweet SPECS network 
tweets on eye health and fashion – it’s a really easy way to set up near-daily communication with 
your customers. Embed the feed into your practice website for an effortless way to ensure there is 
regular fresh content – great for patients, prospects, and search engines. 



Google Adwords 

In order to drive potential new customers to our practices, SPECS network buys pay-per-click 
advertising on Google. This continues to be a major component of our promotional strategy. 

 When someone searches on Google for an optician in one of the towns served by a SPECS network 
optician our advert appears with a link to our listing of practices for that town.   

The ads usually appear at the top of the Google results page – territory that has previously been the 
exclusive preserve of the big chains. 

During most of this reporting period, we suspended our advertising through Google on other 
websites, instead concentrating on ads in the Google search results pages. The reason for this 
change was to maximise the return in investment and to get the best qualified prospects clicking our 
ads. 

On average, our adverts appear in position 2 or 3 on the search results pages. However, some 
searches are more competitive than others (e.g.  Milton Keynes, Brentwood, Edinburgh) so the 
actual position can vary from 1st to 7th. We regularly review performance to try to get the best 
results achievable for all towns – we aim to appear top 3 for every search. 

During the period 1 September to 31 December, our ads were shown 316,000 times. As a result, 
6,085 visitors clicked on the ads and were shown the listings of SPECS network opticians in their 
area.  

World Sight Day (10 Oct) 

We promoted World Sight Day heavily, 
encouraging consumers to follow the 
advice from this year’s campaign and get 
their eyes checked.   

 

The promotion included Tweets, posting on Facebook (with paid promotion to reach c. 95,000 
users), a banner for one day only on the SPECS network home page, and a themed email to c. 40,000 
SPECS network subscribers. 



The Twelve Days of Christmas 

We ran a special daily prize draw 
promotion during the 12 days of 
Christmas (25 Dec to 5 Jan).  This 
was heavily promoted via Twitter, 
Facebook, an email to 40,000 
SPECs network subscribers, and 
on websites aimed at competition 
lovers. The prize each day was an 
Amazon Kindle Paperwhite e-
reader. 

Across the whole campaign, there 
were 10,547 entries.  The 
campaign deliberately encouraged 
repeat visits and entries as that is the best way to engender brand awareness. 

The competitions forced entrants to engage with SPECS network materials and messages – e.g. liking 
us on Facebook, following us on Twitter, watching our videos, and reading our eye care advice. 

 

 



Online advertising 

We ran two campaigns (October and December), each generating 1 million impressions of a SPECS 
network click-through advert.  The adverts were displayed on a range of high profile websites. 

Email marketing 

Our database of opted-in subscribers has just passed the 
45,000 mark! That is growth of 3,100 (7.4%) on the previous 
quarter. 

Every person who joins the subscriber list is sent a personalised 
email which includes 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). 

Subscribers are sent a SPECS network promotional email at 
least quarterly. 
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