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Heightened stakeholder support?

Definitely:  increased longevity

We think:  increased potential 
behavioural impact



Objectives 
Increase contact lens wearers’ awareness of and 

compliance with aftercare advice

1.  To help practitioners to ‘land the message’ around 
aftercare more effectively among contact lens wearers.

2. To encourage involvement with the profession’s efforts 
to increase the number of contact lens wearers 
complying with aftercare advice.	



Prototype tools for 
use in the field

Report Toolkit

New pages on LYL website



Training resources Conference resources

















OUTCOMES	OUTAKES	









23,431  
page views  
(2018 = 18,269)

4,545  
sessions  
(2018 = 3,886)

33 secs/page  
(2018 = 29s)

3,140 users  
(2018 = 2,685)

02:18 min  
per session 
(2018 = 01:49)

5.16 pages  
per session  
(2018 = 4.71)



OUTPUTS	 OUTCOMES	OUTAKES	

GOC email to 
registrants 
(41.59% open 
rate)

Love Your 
Lenses Week

BCLA 
webinar

GOC email 
about LYL 
webinar 
(38.22% 
open rate)

GOC email 
about LTM 
video 
(31.32% 
open rate)

WEBPAGE SESSIONS 



68.4k impressions of @YourLenses tweets

243 mentions of @YourLenses, 

#LoveYourLenses or ‘love your lenses’

1,075 mentions 

167 retweets of @YourLenses, #LoveYourLenses 
or ‘love your lenses’ posts

670 retweets 

383 twitter followers
321 twitter followers

49 new Facebook likes (190 total) 32 new Facebook likes

71.7k impressions

37  Facebook share of LoveYourLenses posts 93 Facebook shares

2019 2018 



OUTPUTS OUTCOMESOUTTAKES FUTURE



191.3K FOLLOWERS 41K FOLLOWERS





REGISTRANTS’ 
BLOG/WEB 
CONTENT





Land the message tools Lyl toolkit 2019 

425 

DOWNLOADS
284 

DOWNLOADS

In 2018 there was one asset (the toolkit) that had 375 downloads 



43 VISUAL AIDS 

REQUESTED AND 

SENT OUT TO 

OPTOMETRISTS

19 SOCIAL MEDIA ASSETS REQUESTED AND SENT OUT



Animated infographic How-to video 

284 views 1138 views



LYL WEBINAR

83% rated the webinar as 

 4★+ at explaining LTM

50% have used lifestyle based questions  

40% have used visual aid

58% intend to continue to use the tools 
in practice

5★	
4★	

190 registrations 

111 attendees



168,437
generated 
media coverage 
reach 
(1,938,000) 

1 broadcast 

media hit (2)

4 hits in 

sector-specific 
media





3 articles in Optician 



+ 4 new supporter logos
2 new major industry supporters

Total LYL supporter logos:  57



“We have developed our own 
educational website and will 
host LTM content and video 
on the practitioners resource 
section. We will also link to the 
LYL website and  share the 
video on our social.“

“We will be tweeting 
throughout the campaign and 
we will also be publishing a 
message for our staff intranet 
encouraging staff to re-tweet 
the message.”	

“In ASDA, we are using the 
visual aids, pre-
appointment 
questionnaire and are also 
putting a banner up on our 
website.”

“In Scrivens, we will be 
helping to promote the 
campaign in our branches 
and to our customers. 
During LYL week we will be 
posting on social media and 
on our website. ”

“We will include details of 
LYL  in our fortnightly 
newsletter, which goes out 
to all members. We will also 
tweet during LYL week. ”

“We will incorporate the LYL 
materials and information 
video onto our UltraVision 
website and will also try to 
incorporate onto our social 
media platforms too.”



13 CONFERENCES

≈ 2600 
ATTENDEES



Training 
modules

Using LTM tools 
in practice

Articles in 
publications

Webinars

e-learning

CET sessions
conferences

Website 
material



HOW DID STAKEHOLDERS 
GET INVOLVED? 

‘We added LYL week as an 
event on our webpage and 

added a link to the tools on 
our educational website 

Specialty Sight.’ 
CONTAMAC

‘We have a number of CET 
sessions referring to LYL’

ALCON 

‘We alerted our members 
to LYL resources twice in 

our member email.’
COLLEGE  

‘We promoted LYL on 
our newsletter’

FODO

‘We posted an internal 
staff engagement 

article on our intranet’
MHRA 

‘We had a dedicated webpage 
to promote the importance of 

contact lens care.’
ACLM

‘We added a page to our website, 
encouraged member companies to 

sign up and published a 3 page article 
in our ACLM Contact Lens Year Book’

 ACLM

6/8 promoted the tools 

to their members



Mini PAC CET sessions (highlighting LTM)  

•  13 venues in the UK
•  800+ clinicians
•  ‘How to’ video last year generated 1.2m views

Facebook: 4 posts = 186,688 impressions (engagement rate 1.1%) 
Twitter: 4 tweets = 31,213 impressions (engagement rate 0.73%)



100% intend to get involved in future LYL weeks

FUTURE? 

ALL will continue to promote the importance of 
contact lens aftercare, using the LYL materials 
where relevant 



practitioners 

71% 
heard about LYL 

through the GOC

48% 
put up posters in their 

practice 

24% 
posted about LYL on 

social media

38% 
ran a training 

session

“I have spoken to all my contact 

lens patients about the 'No Water' 

message, created a gory handout 

photograph of an active 

acanthamoeba keratitis and a 

screen saver for my desktop (an 

interesting talking point!)”

“I held a prize draw for free pair of sunglasses to all aftercare 
patients who booked in during 
that week ”

57% had not previously 
taken part in 2017/ 2018



practitioners 

81% thought it 
was easy or very 
easy to understand 
the LTM tools and 
how to use them

81% thought it 
was easy or very 
easy to integrate 
the tools into 
appointments

100% thought 
their patients 
responded well to all 
3 tools

10% thought 
their patients would 
change their 
behaviour as a result 
of the tools

59% found the 

visual aid most 

useful

76% intended to 
use the LTM tools in 

the future



“This got patients 
thinking about their 
lenses before they 
got into the test 
room”

“Reinforced lens 
hygiene and 
compliance”

“Encouraged a 
conversation”

“Quick, simple, 
clear”

“It helps to 
identify the 
patient’s 
motivation”

“This really helps to 
guide the aftercare 
appointment”



Performance based on 2019 targets 

TARGET
396 Toolkit downloads 

19,290 Website page views 
 

1135 mentions of @yourlenses Tweets 
750 Video views

112 Facebook post shares 
150 participants in webinar

REACHED?
284 Toolkit + 425 Tools downloads
23,431 page views

243 mentions of @yourlenses tweets
1422 views
37 shares
190 registrations > 111 attendees



Thank you

 
T 020 3137 8199
M 07738 195 625

ben@claremontcomms.com 
www.claremontcomms.com







Future	
Love Your Lenses Week

Stakeholder and retailer marketing push

Discreet targeted lifestyle campaign

E.g. targeting swimmers, students, young people etc



Future	
EARNED

1. Increased
activation of 
stakeholder 
channels

2. Audience specific      
consumer PR

	
	
	

OWNED

1. Improve SEO for 
website
2. Social channels
3. Blog
4. Newsletters
	

SHARED

1. Love Your Lenses 
Week focused on 
stakeholder/
        retailer activity

PAID

1. Possible targeted 
advertorials or 
social media 
advertising


