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Today, impaired vision 
affects 4.3 billion people around 

the world, but only 1.8 billion have 
the vision correction they need.
Our mission is to improve lives 

by improving sight.
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3 ESSILOR

Today, impaired vision affects 
4.3 billion people around 
the world: it’s the world’s most 
common disability! It can 
have major implications for 
learning in school, workplace 
performance and safety, 
health and driving.
That’s why Essilor engages 
daily in the battle against 
poor vision. 
The Essilor mission is to improve 
lives by improving sight.

CHALLENGES & MISSION
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4.3 BILLION PEOPLE AROUND 
THE WORLD SUFFER FROM 
VISUAL IMPAIRMENT, BUT 
ONLY A THIRD OF THEM HAVE 
THE VISION CORRECTION 
THEY NEED. 2.5 BILLION 
PEOPLE IN THE WORLD TODAY 
HAVE NO ACCESS TO VISUAL 
SOLUTIONS.

It is the world’s most common disability, 
and its negative impact on people and 
society is underestimated. But all solutions 
do exist. Appropriate screening and 
solutions can signifi cantly reduce the 
eff ects of poor vision in terms of economic 
performance, access to education and 
knowledge, quality of life and healthcare 
expenditure.

ACCESSIBILITY
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ONE IN FOUR CHILDREN AROUND 
THE WORLD HAS PROBLEMS 
AT SCHOOL AS A RESULT OF 
UNCORRECTED VISION PROBLEMS.

Studies have shown that children with vision 
problems are three times more likely to 
have to repeat a school year. Problems like 
these can also aff ect their desire to learn 
and their integration into society. Early-stage 
screening to detect vision problems should 
therefore be a priority.

EDUCATION
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PROFESSIONAL LIFE 

1.1 BILLION WORKING 
PEOPLE FACE WORKPLACE 
SAFETY ISSUES AS A RESULT 
OF VISION PROBLEMS.

275 billion: that’s the estimated annual 
cost of productivity lost worldwide as a 
result of uncorrected visual impairment. 
That amount would pay for half of all 
the people in the world to have 
a vision test. 
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MORE THAN 350 MILLION PEOPLE ARE 
AFFECTED BY CATARACTS AND AGE-
RELATED MACULAR DEGENERATION (AMD), 
A DISEASE THAT CAN LEAD TO BLINDNESS. 
THIS FIGURE IS EXPECTED TO DOUBLE 
OVER THE NEXT 30 YEARS AS THE GLOBAL 
POPULATION AGES.

Vision problems reduce autonomy of older people, 
and increase the risk of falling, with the result that broken 
bones are seven times more likely.

HEALTH
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A MODEL 
THAT COMBINES 

GROWTH 
WITH SOCIAL 

PURPOSE

STRATEGY

At Essilor, we are convinced that good vision 
means better life. That’s why our 55,000 employees 

focus all their energy on making the dream 
of good vision for all a reality.
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102013 ANNUAL REPORT

The viewpoint 
of Hubert Sagnières

ESSILOR CHAIRMAN AND CHIEF 
EXECUTIVE OFFICER

2013 was a year of transition 
in which we set out the milestones 

for our future growth” 

THOUGH ESSILOR BROKE THROUGH THE €5 BILLION STEP 
IN TERMS OF ANNUAL REVENUE, 2013 PROVED TO BE A 
MORE COMPLEX YEAR FOR THE GROUP THAN PREVIOUS 
ONES. WHAT IS YOUR ASSESSMENT OF IT? 
Hubert Sagnières: 2013 was a year of transition and consolidation after 
two years of strong growth. It gave us the opportunity to demonstrate 
the eff ectiveness of our business model. The ophthalmic optics market 
continued to grow overall, driven by demographic development and 
changing lifestyles. But we were also confronted by a complex 
international environment of global economic slowdown, particularly 
in Europe, which slowed consumer spending. We consolidated our 
market positions in 2013 and delivered progress against all our indicators. 
The Group set out a series of milestones for the future in structurally-
important areas of the business, such as visual health, sunwear and 
brand development, as well as making further progress in fast-growing 
countries.  All of which gives me confi dence for 2014.

THIS REPORT IS STRUCTURED AROUND THREE KEY 
WORDS: PIONEER, MULTI-LOCAL AND HUMAN. WHAT DO 
THOSE WORDS MEAN TO YOU? 
H.S.: These three key values of our Group are mutually interlinked and 
reinforce each other. Essilor is a pioneer because it has always led the way 
in innovation, with the invention of the Varilux progressive lens and, more 
recently, the launch of Crizal Prevencia lens that selectively fi lters blue 
light. The Group is also pioneering in terms of its mission, which informs 
everything we do. Improving lives by improving sight is the promise that 
drives us and guides the work we do on a daily basis. That’s why the word 
‘human’ is central to our fundamental values, and is demonstrated and 
interpreted throughout the Group in the form of respect, trust and 
diversity. It is these values that have allowed us to grow our human 
resources from 30,000 to more than 55,000 people worldwide in just six 
years, without compromising any of the fundamental values of the 
company, at the same time as respecting the individual identities of all 

our partners. That is precisely the challenge of our ‘multi-local’ 
commitment: we adapt ourselves to the cultures of the countries 
in which we operate by trusting our partners.

COLLECTIVELY, YOUR EMPLOYEES ARE THE GROUP’S 
LEADING SHAREHOLDER. HAS INVOLVING EMPLOYEES 
IN THE GOVERNANCE OF THE COMPANY BEEN A FACTOR 
IN THE SUCCESS OF ESSILOR? 
H.S.:  This is an area in which we are still unquestionably pioneers, because 
it has been at the heart of Essilor corporate culture since the beginning. 
Encouraging the commitment of its employees is a signifi cant factor in 
enabling the Group to deliver such high-quality performance. The global 
development of this shareholder base refl ects our commitment to 
combine the best interests of our people with those of the company over 
the long term, so that we can succeed together in our combined ambition 
to make Essilor even more successful. 25% of our employees are 
shareholders. Between them, they hold 8% of equity and 14% of voting 
rights. So our style of governance encourages dialog and involves our 
people in key company decisions, most notably via the Valoptec 
Association.

YOU TALK A LOT ABOUT THE ESSILOR'S MISSION. 
WHY IS THAT? 
H.S.: Quite simply, because this mission is inseparable from our strategy. 
That is why we have set up a corporate social responsibility committee 
within our Board of Directors. Perhaps the best example of this mission 
is the new inclusive economic models we have created and will develop 
in order to reach out to the 2.5 billion people around the world who have 
no access to visual correction, even today. It is by inventing and off ering 
innovative solutions for all budgets – especially in terms of products and 
distribution – that we will develop a win-win scenario for everyone 
involved, beginning with our customers and partners, and extending 
to consumers. By delivering tangible improvements in the daily lives 
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11 ESSILOR

Impaired vision is the most common 
disability in the world… and yet, 

all the solutions exist.”
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122013 ANNUAL REPORT

of thousands of people, we are expanding our markets and 
encouraging the emergence of new customers who will help us 
to continue growing. We have set ourselves the goal of equipping 
50 million new consumers every year between now and 2020. 
To achieve that, we have set up a Corporate Mission division to enhance 
and coordinate all corporate social responsibility initiatives. But our mission 
also involves organizing many screening campaigns to detect vision 
problems worldwide in partnership with international institutions, like 
the Lions Clubs International and Special Olympics. We are therefore 
loud and clear in promoting the message of universal access to visual 
health and vision correction. 

WHAT DO YOU SEE AS THE CENTRAL CHALLENGE FOR 
THE OPTICS INDUSTRY OVER THE NEXT TEN YEARS? 
H.S.:  Access to good visual health for as many people as possible! 
The optics industry has the ability to respond eff ectively to the growing 
global challenge of ensuring good vision for everyone, especially since 
all the solutions already exist. Doing so requires not only innovation at every 
range level, but also identifying the needs of our customers – the eye care 
professionals – and consumers. That is why our strategy embraces the 
development of new distribution channels, including the sale of glasses over 
the Internet, which could potentially deliver solutions for simple visual needs 
right now. But succeeding in the challenge of ensuring access also means 
developing new lens personalization services for eye care professionals, 
and creating new points of contact with our consumers. This is the case, 
for example, with the Salud Digna initiative in Mexico, and the partnership 
between FGXI and MagPharm in Algeria, which enables readers and 
sunglasses to be distributed via a selective network of pharmacies. We are 
also focusing particular attention on expanding our off er in the mid-range 
products, whose growth is outperforming the market worldwide, because 
it is driven by the increasing number of middle-class consumers globally.

WHAT ARE YOUR GOALS AND PROSPECTS FOR 2014? 
H.S.:  Our strategy is sound and well established. For our customers, we 
will be enhancing our global off er. From the most cutting edge lenses to 
the most widely accessible products, every level of the range must deliver 
the right response to the specifi c needs of consumers. Added to that, 
the international expansion of our Readers division (ready-to-wear reading 
glasses), the development of our sun lens range and the integration of 
Transitions will allow us to deliver strong growth and value creation. Lastly, 
our Instruments, Services and Equipment division should benefi t directly 
from the success of our new products. We therefore have excellent 
reasons to be optimistic about what 2014 will bring. We know that the 
need for vision improvements will continue to grow worldwide driven 
by fundamental underlying trends: demographic aging, the growing 
purchasing power of the middle classes, and the development 
of fast-growing countries. All of these provide future growth 
opportunities for Essilor.

We have excellent reasons to be 
optimistic about what 2014 will bring: 
the need for vision improvements will 

continue to grow worldwide.”

INTERVIEW 
WITH HUBERT 
SAGNIÈRES
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Interview 
with the Chief 

Operating Officers

WHAT WERE THE HIGH POINTS OF 2013 IN TERMS 
OF INNOVATION?
Paul du Saillant: Innovation is a cornerstone of 
our strategy and central to our growth dynamic. 
For the third year running, Forbes magazine ranked 
Essilor as one of the world’s 100 most innovative 
companies. 2013 confirmed the accelerating pace 
at which we are launching our innovations. In the 
promising segment of preventive eye care and visual 
health, we launched Crizal Prevencia, a lens that 
selectively filters out blue light, because we know 
that part of it can damage eyes. The Group also 
continued to drive innovation in progressive lenses, 
with the US rollout of the Varilux S series lens. Other 
highlights included Intuitiv, the latest generation 
of BBGR progressive lenses, tailored to the needs 
of left- and right-handed people, and the Shamir 
Autograph III lens. Nearly 40% of our revenue is 
generated from products less than four years old. 
The Group now holds around 5,500 patents, and 2013 
was the first year in which we registered more than 
100 new patents. 

YOU HAVE MADE MANY INTERNATIONAL 
ACQUISITIONS OVER THE LAST TWO YEARS. 
HOW STRATEGICALLY IMPORTANT ARE THESE 
ACQUISITIONS AND PARTNERSHIPS?
Laurent Vacherot: Partnerships with local entrepreneurs are 
central to our strategy. They are one of the mainstays of our 
growth, because they allow us to establish or extend our 
presence worldwide and more importantly still, to gain a good 
knowledge of local markets very quickly. These acquisitions 
allow us to consolidate our growth, not only in mature 
countries like Canada with our acquisition of the low-vision 
specialist Humanware, but also in emerging countries, whose 
highly fragmented markets off er great potential. As a result. 
we now have a presence in Chile with the acquisition of 
Megalux, the country’s largest manufacturer of corrective 
lenses; in Colombia with Servioptica; and in Nepal through 
our majority holding in the distributor Nemkul. We plan to 
continue with this strategy by seeking out new partnerships 
on all continents, and especially in Africa, where needs are 
very high. Today, €1.1 billon or 21% of Group revenue is 
generated in fast-growing countries. Our goal is to increase 
that fi gure to €2.8 billion by 2018.

PAUL 
DU SAILLANT 

& 
LAURENT 

VACHEROT
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WHAT IS THE UNDERLYING BASIS OF YOUR INNOVATION 
STRATEGY?
P. du S.: Innovation in every area of the business has always 
been the seedbed of our development, and our essential 
trademark. It covers fi elds as broad as vision products 
and solutions tailored to individual needs, the services we 
provide to eye care professionals, and product distribution. 
In addition to our three Centers for Innovation and 
Technologies in France, the USA and Asia, we also draw on 
the R&D achievements of our joint ventures in the US and 
Japan, those of our major divisions – Instruments, Readers 
and Sunwear – and those of our partners. And then there 
are our invaluable collaborations with universities, public-
sector research laboratories, start-ups and other entities 
around the world. This alliance of stakeholders expands 
the technologies available to us, and is a key asset for our 
portfolio of products and solutions.

HOW DO YOU DELIVER THESE INNOVATIONS TO YOUR 
CUSTOMERS?
P. du S.: Our global manufacturing and logistics organization 
is key to our success. In order to respond eff ectively to the 
needs of our customers and consumers, which are becoming 
more specifi c over time, the Group supply chain is 
built around 28 production facilities and more than 
450 prescription laboratories interconnected via a network 
of distribution centers. This structure is what guarantees 
our ability to deliver an impeccable quality of service and 
completely controlled lead times. To ensure that we operate 
close to our customers, our facilities are located right around 
the world. Our new production facilities in Laos and Vietnam 
are the latest additions to this network. Lastly, as part 
of delivering continual progress, all our facilities implement 
an operational effi  ciency program that prioritizes a highly 
detailed system of performance monitoring, better training 
for staff  and improved resource management, all of which 
are redefi ning standards and improving our production 
through a commitment to lean manufacturing.

OVER AND ABOVE GEOGRAPHIC EXPANSION, WHAT IS 
YOUR INTERNATIONAL GROWTH STRATEGY?
L.V.: We have acquired total ownership of Transitions 
Optical, the global leader in photochromic lenses, which 
owns one of the most highly respected brands in the 
sector. This move is an excellent way of amplifying the 
enormous potential of the market for photochromic 
optics, and boosting growth outside the USA. 
We have also strengthened our strategic positions 
in sunwear. Given its current level of under-penetration, 
this segment off ers extremely high potential in all regions 
of the world. We see it as a decisive opportunity. We have 
set ourselves the target of generating revenue of more 
than €1 billion from this market segment by 2018. 
Lastly, and this goes hand-in-hand with our geographic 
expansion, we are working on new business models 
that respond to all types of need all over the world, but 
with particular emphasis on the mid-range with the 
development of brands like Kodak and Polaroid.

SO WHAT'S NEXT FOR ESSILOR?
L.V.: The optics market is growing very quickly as a result 
of demographic trends, the burgeoning middle class 
in emerging countries, and increasing demand for visual 
health. By 2020, 5 billion people around the world will 
need vision correction. At Essilor, our challenge is to 
provide them with eff ective, aff ordable products that 
suit their needs and appeal to their tastes. That’s why 
we are strengthening our presence in fast-growing 
countries and expanding our mid-range off ering, at the 
same time as developing new distribution channels, 
such as the Internet. Lastly, visual health also off ers us 
a major opportunity for growth. It includes not only eye 
protection, with the expansion of our sun off ering, but 
also prevention, with photo-selective products like 
Crizal Prevencia lenses.

INTERVIEW WITH THE 
CHIEF OPERATING 
OFFICERS

2013 ANNUAL REPORT
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The Board 
of Directors

HUBERT SAGNIÈRES
Chairman and Chief 
Executive Offi  cer

PHILIPPE ALFROID
Former Chief Operating 
Offi  cer, Essilor

BENOÎT BAZIN*
Senior Vice-President, 
Saint-Gobain

ANTOINE BERNARD 
DE SAINT-AFFRIQUE*
President of Unilever’s 
Foods Category

MAUREEN CAVANAGH
President, Nassau Lens 
Company and OOGP, and 
Board Member representing 
the Valoptec Association

YVES CHEVILLOTTE*
Former Deputy Chief 
Executive Offi  cer, 
Crédit Agricole SA

MIREILLE FAUGÈRE*
Former Chief Executive 
Offi  cer, Assistance 
Publique-Hôpitaux 
de Paris (AP-HP)**

XAVIER FONTANET
Former Chairman of the 
Essilor Board of Directors

LOUISE FRÉCHETTE*
Chair of the Board of 
Directors, CARE Canada

YI HE
Chairman of Essilor Holding 
Company (China) and Board 
Member representing the 
Valoptec Association

BERNARD HOURS*
Deputy Chief Executive, 
Danone Group

MAURICE MARCHAND-
TONEL*
Independent Consultant

AÏCHA MOKDAHI
Director of the Essilor 
Vision Foundation Europe – 
Amera*** and Chair of the
Valoptec Association

OLIVIER PÉCOUX*
CEO of Paris Orléans

MICHEL ROSE*
Former Chief Operating 
Offi  cer, Lafarge

* Independent directors. ** Resignation on March 27, 2014 following her appointment to the Cour des comptes. ***AMERA: Africa, Middle East, Russia, Asia.

The Essilor Board of Directors provides a clear statement 
of strategy and monitors eff ective management of the company. 

Its members are selected and appointed on the basis of their personal 
attributes and skills. The 7,000 members of the Valoptec Association 

are represented on the Board of Directors, promoting 
dialog and employee shareholder participation 

in major company decisions. 
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The Executive Committee is central to Essilor's corporate 
governance. With 24 members of diverse nationalities, 

cultures and experience, it oversees and manages 
Group business operations worldwide.

  01/HUBERT SAGNIÈRES
Chairman and Chief Executive 
Offi  cer

 02/PAUL DU SAILLANT
Chief Operating Offi  cer

  03/LAURENT VACHEROT
Chief Operating Offi  cer

 04/TADEU ALVES
Senior Vice-President, Latin 
America

 05/ÉRIC BERNARD
Senior Vice-President AMERA 
(Africa, Middle East, Russia, Asia)

 06/JAYANTH 
BHUVARAGHAN
Chief Corporate Mission Offi  cer 

  07/CARL BRACY
Vice-President Marketing 
and Business Development, 
Essilor of America

 08/JEAN CARRIER-
GUILLOMET
President, Essilor of America

 09/PATRICK CHERRIER
President, AMERA (Africa, Middle 
East, Russia, Asia)

 10/LUCIA DUMAS
Senior Vice-President 
Communications 

 11/BERNARD DUVERNEUIL
Chief Information Offi  cer

        12/NORBERT GORNY
President Satisloh, Equipment 
and Consumables

        13/RÉAL GOULET
President, Essilor Laboratories 
of America

 14/LENA HENRY
Chief Strategy Offi  cer

 15/ÉRIC LÉONARD
President, Europe

        16/FRÉDÉRIC MATHIEU
Corporate Senior Vice-President, 
Human Resources

 17/ÉRIC PERRIER
Corporate Senior Vice-President, 
Research and Development

 18/GÉRALDINE PICAUD
Chief Financial Offi  cer

 19/PATRICK PONCIN
Corporate Senior Vice-President, 
Global Engineering 

  20/THIERRY ROBIN
Digital Surfacing Strategic 
Opportunity Project Director

         21/BERTRAND ROY
Senior Vice-President of Strategic 
Partnerships

         22/KEVIN RUPP
Chief Financial Offi  cer and 
Executive Vice-President Finance 
& Administration, Essilor of America 

23/ÉRIC THOREUX
Corporate Senior Vice-President, 
Strategic Marketing

         24/CAROL XUEREF
Corporate Senior Vice-President, 
Legal Aff airs and Development

IN 2013, THE EXECUTIVE COMMITTEE WAS EXPANDED 
WITH THE ARRIVAL OF LENA HENRY AS CHIEF STRATEGY 
OFFICER, a newly-created role within Essilor. Her mission is to 
identify new opportunities for growth and manage the Group’s 

international development. Former BBGR President Frédéric Mathieu 
also joined the Executive Committee as Corporate Senior 
Vice-President Human Resources in 2013.

The Executive Committee 
in 2013
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€5.065
BILLION

Revenue

506

584 

Profi t attributable 
to equity holder
In € millions

MILLION
€593

2011 2012 2013

in figures
2013

55,129
EMPLOYEES 
IN 62 COUNTRIES

*Africa, Middle East, 
Russia, Asia.

11,314 10,265 26,237 NORTH AMERICA

5,321 
LATIN 
AMERICA

EUROPE
AMERA*

53,137 
EMPLOYEES

LENSES AND OPTICAL 
INSTRUMENTS      

Breakdown by region

 
830

EMPLOYEES 

EQUIPMENT 

1,162
EMPLOYEES

READERS
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35%

31%

16%

7%

Research 
and innovation
budget in € millions*

New products
in 2013

Centers for Innovation 
and Technologies

Production plants
worldwide

Breakdown of revenue
by business Lenses and Optical instruments by region

Prescription laboratories and edging 
facilities

Europe

Asia, 
Oceania, 

Africa, 
Middle East

North 
America

Latin 
America

200+

Lenses and Optical Instruments 
Readers
Equipment

3

 454

R&D

89%

7%
4%

164  

*Before deduction of research tax credits

28
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Group-wide support for 
World Sight Day 

For the third consecutive year, Essilor 
employees once again gave their time 
and commitment to supporting WHO 
World Sight Day. 35 Group companies 
in 28 countries ran hundreds of initiatives 
involving thousands of people with the 
single aim of raising public awareness 
of the importance of good vision. The 
program of events included free vision 
tests in public places and schools, 
screening sessions, communication via 
social networks, sports events and charity 
collections. Essilor also worked alongside 
Lions Clubs International, which has 
partnered the Group in promoting visual 
health education for more than ten years. 

1

Acknowledged globally for its 
innovative capability and commitment 

to social responsibility, Essilor continued 
to grow through new partnerships 

and acquisitions worldwide. 

10 
HIGHLIGHTS

OF 2013
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Forbes magazine ranks 
Essilor as the world’s 23rd 

most innovative company  

For the third year running, the Essilor Group 
was ranked as one of the world’s 100 most 
innovative companies by US business 
magazine Forbes. This recognition is 
consistent with the long tradition of Essilor, 
which has put innovation at the heart of 
its strategy and corporate culture for more 
than 160 years. Today, that commitment 
takes the form of more than €150 million 
invested in research and innovation every 
year, three Centers for Innovation and 
Technologies and 500 researchers 
worldwide. As part of its open approach 
to innovation, the Group has many 
international partnerships with universities, 
manufacturers and advanced technology 
specialists. High-profi le examples include 
the Vision Institute in Paris (France), 
the French National Center for Scientifi c 
Research (CNRS), the universities 
of Shanghai and Wenzhou in China, 
and the Polytechnique Montréal 
in Canada.

A new certifi ed ‘Made in 
France’ production line 
in Dijon

In April, Essilor offi  cially opened a new 
production line at its Dijon facility for 
high-index (ultra-thin) corrective lenses 
designed to correct vision problems such 
as myopia and hypermetropia. The line also 
includes a hard coating unit (for lens wear 
resistance and protection coatings) and 
vacuum coating (anti-refl ective and anti-UV 
coatings) to enable the production of very 
high performance lenses. Totaling more than 
€4 million, this investment contributes to 
consolidating Essilor business volumes in the 
French market. The lenses produced in Dijon 
carry the OFG (Guaranteed French Origin) 
label awarded by Bureau Veritas to give 
consumers the assurance that all the 
essential stages of product manufacture 
have been carried out in France.

Transitions Optical joins the 
Essilor Group 

In April 2014, Essilor fi nalized its 
100% acquisition of Transitions Optical, 
the world leader in photochromic lenses. 
This Florida-based company, which 
invented the organic variable tint lens, 
was founded 23 years ago, and its growth 
has been underpinned jointly by Essilor 
and the specialist chemicals company PPG 
Industries. Its products are marketed under 
the Transitions brand; one of the best-
known optics brands amongst consumers. 
This acquisition will enable Essilor to 
energize the growth of the photochromic 
category, which is developing at twice 
the pace of the corrective lenses market, 
especially in Asia, Latin America and 
Europe. A leader in innovation, Transitions 
launched Transitions Signature VII, its latest 
generation of lenses, in 2013. 

2 3 4
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10 HIGHLIGHTS
OF 2013

Extending personalization 
with the acquisition of IVS 

The acquisition of IVS (Interactive Visual 
System) gives Essilor another route to 
extending its range of services for eye care 
professionals by responding to the growing 
demand for lens personalization. As global 
leader in its market sector, IVS designs, 
develops and markets the broad-based 
Activisu range of sales support and 
complementary ophthalmic measurement 
solutions for eye care professionals. For 
example, the Visioffi  ce column-format 
measuring system developed in 
conjunction with Essilor is a powerful sales 
tool for the Varilux family of premium lenses. 
With a staff  of 80, this innovative company 
founded in Paris in 1996 generates annual 
revenue of around €20 million. It operates 
on every continent with some 30,000 
software licenses operational in more than 
17,000 points of sale. 

Essilor ranked as one of the 
world’s 100 most responsible 
companies

In 2014, Essilor appears for the second 
consecutive year in the Top 100 ranking of 
the world’s most responsible companies 
published by the Canadian magazine 
Corporate Knights. For many years, Essilor 
has integrated economic, human (social 
and societal), environmental and good 
governance factors into its business 
conduct. In 2013, the Group extended its 
cross-disciplinary approach to corporate 
social and environmental responsibility 
(CSR) by creating the new role of Chief 
Corporate Mission Offi  cer with a remit to 
coordinate and accelerate all those activities 
that contribute to raising public awareness 
of the importance of good vision and 
improving access to vision correction. A CSR 
committee was also formed as part of the 
Board of Directors to supervise company 
policy and guide the long-term 
development of the Group. 

National Employee 
Shareholding Award

In Paris last November, Essilor received the 
Grand Prix 2013 (Employee Shareholding 
Top Prize) awarded by the French Federation 
of Employee Shareholder Associations (FAS). 
The award recognizes the unique model of 
governance that enables 15,000 shareholder 
employees – some of whom are members of 
the Valoptec Association – to be closely involved 
in the life of the company. The association has 
three representatives on the Board of Directors, 
and holds an annual vote of confi dence on the 
strategy and human resources and social policy 
of the company. The awards panel selected 
Essilor for its commitment to extend employee 
shareholding internationally through initiatives 
such as national share savings schemes and 
performance-related share allocations. 
The award also underlines the quality of 
information, advice and training provided to 
employee shareholders, principally delivered 
via a dedicated internal department. 

5 76

RAES013_08a23_GB_bat2.indd   22 26/05/14   14:13



23 ESSILOR

28 new partnerships and 
acquisitions in 2013

During the year, Essilor consolidated its global 
development strategy by concluding 28 new 
partnership agreements and acquisition deals 
around the world. The acquisition of Megalux, 
the market-leading Chilean laboratory that 
holds a 20% share of its national market and 
operates fi ve production facilities, and 
Nepalese distributor Nemkul, gives Essilor a 
presence in two new countries. The Group 
strengthened its position in North America 
with the acquisition of Classic Optical in the 
USA and Riverside in Canada, as well as 
low-vision specialist Humanware. In South 
America, the acquisition of market-leading 
lens distributor Servioptica gives Essilor a 
base for growth in Colombia. Other signifi cant 
investments include the increase of Essilor’s 
holding in Russia’s Luis Optica from 20% to 
80%, and the acquisition of Isbir, the leading 
lens distributor in Turkey; Polycore, the 
Singapore-based sun lens specialist; and 
Onbitt in South Korea, which specializes in 
polarizing fi lms. Lastly, in the readers market, 
Essilor acquired a 50% stake in Xiamen Yarui 
Optical, the Chinese mid-range sunglasses 
market leader, better known under its brand 
name of Bolon.

A new myopia research 
laboratory in China 

As part of stepping up research into 
myopia, Essilor International and 
Wenzhou Medical University – one of 
China’s top research centers in the vision 
sciences and ophthalmology – have 
inaugurated a joint research center. The 
new center will concentrate initially on 
myopia in children. Aff ecting a quarter of 
the global population, myopia is a 
particular concern, especially in Asia. In 
China, as many as 80% of urban young 
people aged 16 to 18 are myopic. In 
Taiwan and Japan, myopia is now the 
second most common cause of blindness. 
Although the role played by 
environmental factors has been identifi ed, 
studies have shown that it is possible to 
slow the progression of myopia in young 
people through the use of ophthalmic 
lenses with special vision correction 
characteristics. 

Visual health as the focus for 
new products 

In 2013, the Group launched its new Crizal 
Prevencia anti-refl ective lens; the fi rst 
preventive lens to protect simultaneously 
against harmful blue light – a risk factor 
in age-related macular degeneration 
(AMD) – and the UV rays connected with 
the development of cataracts. Staying 
with the subject of blue light, the Group 
also marketed a range of lenses that fi lter 
out the blue light responsible for the 
dazzling eff ect of glare. Marketed under 
the brand names SeeCoat Blue, Neva Blue 
and I-Relief, these lenses are designed for 
more specialist use by delivering enhanced 
comfort for those using computer screens 
for extended periods, for example.

8 9 10
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IMPROVING 
LIVES BY 

IMPROVING 
SIGHT...

Today, 4.3 billion people around the world cannot see clearly. 
2.5 billion of them have no access to suitable vision correction. 
The challenge is enormous! Committed throughout its history 
to providing better sight for everyone, Essilor is stepping up its 

involvement to improve visual health right around the world. 

It’s a commitment summed up in three words: 
PIONEER, MULTI-LOCAL, HUMAN.

SPECIAL REPORT
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NURTURING 
OUR PIONEERING 

IDENTITY

PIONEER

HOW WOULD YOU DEFINE ESSILOR’S PIONEERING SPIRIT?
We’ve been working for more than 160 years now in this spirit, 
because we are an industrial company that understands how 
to design products tailored to the needs of each individual. The key 
lies in our ongoing mission to improve people’s lives by improving 
their sight.  Around the world, some 2.5 billion people do not have 
access to the vision correction they need. That’s an enormous waste 
of potential for humanity, especially since the solutions exist. The 
challenge is to fi nd the best way of deploying them. That’s precisely 
where we focus our skills as pioneers! 

IN MORE PRECISE TERMS, WHAT SOLUTIONS HAVE YOU 
IMPLEMENTED TO PROGRESS TOWARDS THIS GOAL?
In 2013, we created our 2.5 New Vision Generation (NVG) division 
to develop new products and inclusive business models tailored 
to the needs of people with no access to the visual correction they 
need. The solutions off ered by 2.5 NVG are currently available in 
China, Brazil and India, and will soon be extended to other emerging 
countries in Asia, Latin America and Africa. Fundamentally, the needs 
of customers in developing countries are no diff erent from those 
of their counterparts in the developed world: everyone wants fast 
access to a fi nancially aff ordable product that looks good. One of 
our responses has been to create the ready-to-clip system of 
symmetrical lenses and a relatively broad choice of frames. We have 
worked on that basis in India to develop the Eye Mitra (‘Eye Friend’ 

in Sanskrit) program in partnership with local skill-building agencies. 
This initiative recruits and trains young people in rural communities, 
helping them to set up their own businesses: screening and selling 
glasses in their villages. So it addresses a number of issues 
simultaneously: geographic accessibility due to the absence of 
optical retailers and qualifi ed personnel, and the price of glasses, 
which is too high for many people. 

SO IS THIS ALSO A GOOD ROUTE TO BUSINESS 
DEVELOPMENT FOR ESSILOR?
Yes, defi nitely. Our 2.5 New Vision Generation division focuses on 
those locations where our next billion consumers live! Initiatives like 
this are allowing us to develop a virtuous circle in which we develop 
our own markets and those of our partner opticians, whilst 
impacting people’s lives in a very practical way. You should see 
the smiles on the faces of people who can fi nally see clearly thanks 
to having the right glasses! That’s an incredible reward for everyone 
at Essilor, and something that bolsters and stimulates our teams’ 
commitment every day.

As leader in its fi eld, Essilor has been committed for many years 

to signifi cantly reducing the impact of poor vision worldwide. The company 

has pursued this pioneering ambition throughout its history by delivering products 

and services. Today, its armory includes innovative economic models.

Interview with Jayanth Bhuvaraghan, Chief Corporate Mission Offi  cer
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95%
OF PEOPLE WITH UNCORRECTED 

VISION PROBLEMS LIVE IN EMERGING 
COUNTRIES 

2.5billion
PEOPLE AROUND THE WORLD 

CANNOT SEE CLEARLY, AND HAVE 
NO VISION CORRECTION

50 million
NEW WEARERS WORLDWIDE EVERY 
YEAR: THE ESSILOR GOAL BETWEEN 

NOW AND 2020

IT’S OUR 
RESPONSIBILITY 

TO IMPROVE ACCESS 
TO VISION CORRECTION 
FOR EVERYONE IN EVERY 

PART OF THE WORLD.”
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A PIONEER IN OUR 
COMMITMENT TO DELIVER 
IMPROVED SIGHT FOR ALL

PIONEER

The Vision Impact Institute 
was set up by Essilor in March 
2013. Its mission is to raise 
awareness amongst the general 
public, healthcare professionals, 
economic and political key 
opinion leaders, of the worldwide 
socio-economic impact due to 
poor vision. Using a unique digital 
resource, the Vision Impact 
Institute brings all the available 
economic data on poor vision 
together in one place for the fi rst 
time, with the aim of encouraging 
new research and persuading 

public authorities to take action. 
The work of the Institute is 
supervised by a consultative 
committee of independent 
international experts: Professors 
Kevin Frick (Baltimore, USA), 
Clare Gilbert (London, United 
Kingdom) and Kovin Naidoo 
(South Africa), Arun Bharat Ram, 
Chairman of the Indian SRF Ltd. 
group of companies, and 
Wu Jianmin, former Chinese 
Ambassador to France and 
the United Nations.

VISION IMPACT INSTITUTE 2.5 NEW VISION GENERATION

100000 
OVER 100,000 PEOPLE EQUIPPED 

WITH GLASSES THANKS TO 2.5 NEW 
VISION GENERATION 

The ambition of the 2.5 New 
Vision Generation division is 
to provide access to vision 
correction for the 2.5 billion 
people currently denied it. There 
are many obstacles to achieving 
this goal, including a lack 
of fi nancial resources, diffi  cult 
or zero access to eye care 
professionals and a lack of 
information. The ambition of 
the division is to contribute to the 
Group goal of providing glasses 
for 50 million new wearers every 
year between now and 2020 
through the introduction and 
application of innovative, scalable 
and profi table socio-economic 
models. These are founded on 
new distribution channels that 
enable those with uncorrected 

eyesight to gain access to 
professionals capable of testing 
their vision and off ering them 
simple, aff ordable products. 
India is leading the way in 
implementing these new models 
on a large scale. Launched 
in partnership with local skills 
development agencies, the Eye 
Mitra program aims to provide 
a local optical service for people 
living in rural and semi-urban 
communities by creating local 
micro-businesses. Other 
economic models focusing on 
underprivileged rural and urban 
communities are deployed in 
China and Brazil, and will soon 
be extended to other countries.
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The creation of a Corporate Mission Department refl ects the Group’s ambition to 
introduce a structured program of sustainable development and social responsibility 
that links directly with its mission and strategy to deliver improved sight for all. 
It brings together three complementary initiatives supported by an incubator, 
the BOP (Base Of Pyramid) Innovation Lab, whose aim is to test and select 
the most promising ideas.

SUSTAINABLE 
DEVELOPMENT
Essilor is a responsible company. Its products and 
services may have a light environmental footprint, but 
their social impact is a major one. The Essilor mission 
is to improve lives by improving sight. This represents 
a very signifi cant commitment to responsible and 
sustainable development, which brings with it an 
equally high level of responsibility in terms of ethical 
and equitable management of the Group’s relationships 
with all its stakeholders.  
This commitment is also refl ected in Essilor’s long-term 
adhesion to the UN Global Compact. The Group is 
also highly rated by experts in Socially Responsible 
Investment (SRI) for the complete alignment between 
its strategy, its day-to-day business practices 
and its contribution to society.

ESSILOR VISION FOUNDATION

Essilor Vision Foundation 
(EVF) was created in the USA 
in 2007 with a mission to 
promote access to good vision 
through screenings and the 
provision of corrective glasses 
to schoolchildren in socially 
deprived communities. In 2013, 
Foundation teams carried out 
70,000 vision tests and provided 
26,000 pairs of glasses. Essilor 
Vision Foundation is progressively 
expanding its work into many 
countries, and also fl ies the fl ag 
for the charity campaigns run 
by Essilor entities. In addition 
to sharing good practices and 
resources, extending the work 
of the Foundation will help to 
strengthen existing partnerships 

– like the one with the Lions Clubs 
International – and to forge new 
ones. Following on from 
Singapore and India, Essilor Vision 
Foundation plans to extend its 
work into new countries in 2014, 
with particular focus on Canada 
and Australia. New projects 
are also beginning with local 
subsidiary companies and 
partners in Brazil, Colombia, 
Mexico and China.

570000
PEOPLE SCREENED 
THROUGH CHARITY 

INITIATIVES AROUND THE 
WORLD OVER THE PAST 

10 YEARS
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A PIONEER IN INNOVATION: 
CORRECTION, PROTECTION AND 
PREVENTIVE VISUAL SOLUTIONS

CORRECTION

SHAMIR AUTOGRAPH III, A PROGRESSIVE AT THE 
CUTTING EDGE OF TECHNOLOGY

Unveiled at the 2013 Mido international optics, optometry 
and ophthalmology tradeshow in Milan, this new mid-range 
progressive lens incorporates four innovative technologies. Its 
ability to simulate reality is what allows Eye-Point Technology III 
to improve the visual comfort of lenses, regardless of their power. 

Natural Posture avoids the need for 
consumers to move their head closer 
or further away from what they are 
reading or needing to lower or raise their 
reading matter. IntelliCorridor technology 
is designed specifi cally for use with 
screens. Lastly, Worn Quadro provides 
four times greater stability in response to 
frame tilt variations in any chosen frame.

The Varilux S series global 
rollout continues
2013 saw accelerated 
distribution of the Varilux S series 
range in the USA, and its launch 
in Asia. What makes this 
progressive lens so innovative 

is its wide angle of vision and 
absence of lateral distortion. 
It’s a revolution based on two 
technologies: Nanoptix, which 
off ers stability in motion with a 
design that combines thousands 
of microelements to create a 
unifi ed lens, and SynchronEyes, 
which enables to design lenses 
that take into account the basis 
of treating each eye as a single 
vision system to give a wider 
fi eld of vision.

CRYSTAL VISION FROM 
FOSTER GRANT, A 
NEW COLLECTION OF 
READING LENSES

Available in six magnification 
strengths, these FGX 
International branded reading 
lenses help to alleviate 
eyestrain and provide ultimate 
viewing clarity while reducing 
scratching and smudging. 
A special coating reduces 
glare from computer screens 

PIONEER

Intuitiv from BBGR, the lens 
tailored to the needs of left- 
and right-handed people
In May 2013, Essilor subsidiary 
BBGR launched the fi rst 
progressive lens to adapt to the 
postures adopted by right-handed 
and left-handed wearers in their 
daily lives. The two versions of 
these lenses (one for right-handed 
wearers and the other for 
left-handed wearers) off er an 
unrivalled level of visual freedom. 
The near vision zone is now 
perfectly matched to actual eye 
movements. Intuitiv lenses carry 
the OFG (Guaranteed French 

Origin) label guaranteeing that they 
are made in France. They received 
the Innovation Award presented by 
optics industry professionals at the 
Silmo international tradeshow held 
annually in Paris.

and fluorescent light sources. 
Hollywood star Brooke Shields 
is the brand ambassador.
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THE GROUP ADOPTS THE E-SPF INDEX 
AS A STANDARD FOR SUN LENSES

First introduced in 2012 with the 
launch of Crizal Forte UV – the 
fi rst clear lens to off er UV 
protection from its back surface 
– the E-SPF index guides 
consumers in their choice for a 
guaranteed level of UV 
protection. In 2013, the index, 
which ranges from 15 to 25 for 
clear lenses and up to 50 for sun 

lenses, was applied to new 
products, including Neva Max UV 
(BBGR) and SeeCoat Blue 
Premium (Nikon). It will be 
extended in 2014 to entry-range 
and mid-range products as 
a seal of quality protection.

Transitions Signature VII: 
even more responsive 
photochromic lenses
The Chromea7 technology used in the Crizal Transitions 
Signature VII new generation of photochromic corrective 
lenses makes them more responsive to indirect and 
ambient light, and less dependent on temperature. With 
an anti-reflective back surface coating and 25% darker 
than their predecessors, they offer maximum protection 
against ultraviolet rays (E-SPF 25), whilst retaining their 
transparency and providing natural vision with excellent 
color rendition. Launched onto the market in March 2013, 
the new lenses are available in gray and deep brown.

REGULARLY BOTHERED BY FOG?

The Optifog lenses and the Optifog Smart Textile offer you maximum fog-free vision when 
they are used together. Care for your Optifog lenses with the Optifog Smart Textile every day.

A SIMPLE SYSTEM THAT WILL BECOME YOUR NEW VISION ALLY.

DISCOVER THE ANTI-FOG EFFICIENCY OF THE NEW OPTIFOG® SOLUTION.
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THE NEW TECHNOLOGY AGAINST FOG

8
PARTNERS WORKED 

CLOSELY WITH ESSILOR 
TO DEVELOP THIS HIGHLY 

TECHNICAL PRODUCT

Optifog Smart Textile: 
the smart anti-fog textile

Optifog Smart Textile is a dry 
microfi ber cloth impregnated 
with molecules that activate the 
anti-fogging properties of 
Optifog lenses every time it 
is used. It removes the need 
to apply a special liquid every 
week, which was the previous 
activation method. To develop 

this high-technology product, 
Essilor has worked alongside 
eight specialist chemical and 
textile manufacturing partners. 
Before its market launch in 
October 2013, it achieved 
extremely positive scores in 
laboratory tests and real-life tests 
involving many users, healthcare 
professionals and consumers. 

PROTECTION
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Crizal Prevencia, the fi rst clear 
lens to off er selective fi ltering 
of harmful blue light and UV

FILTERS OUT HARMFUL LIGHT 

(BLUE-VIOLET & UV), the cause 
of premature aging of your eyes

WHILE PASSING THROUGH ESSENTIAL L IGHT

(VISIBLE LIGHT INCLUDING BLUE-TURQUOISE)

to preserve your vision and overall well-being

AND OFFERS THE MOST COMPLETE PROTECTION

AGAINST REFLECTIONS, SMUDGES, SCRATCHES, DUST & WATER, 
for optimal vision & durable transparency 

E - S P
F

EYE-SUN PROTE

CTI
O

N
 F

A
C

TO
R *

EXCLUSIVE TECHNOLOGY 
PROTECTING FROM HARMFUL 
LIGHT: BLUE-VIOLET & UV

RESULT OF 4 YEARS OF RESEARCH ON RETINAL CELLS,
CRIZAL PRESENTS ITS NEW CLEAR LENSES PROVIDING 
THE MOST COMPLETE PROTECTION FOR EYE HEALTH.

DAMAGED
CELLS

HEALTHY
CELLS

NEW 

LAST ING PROTECT ION FOR EYE HEALTH

THE AIM IS TO INCORPORATE FILTERS 
INTO LENSES, THAT WILL REMOVE THE MAXIMUM 
AMOUNT OF POTENTIALLY DANGEROUS 
WAVELENGTHS, WHILE MAINTAINING NORMAL 
VISION CONDITIONS. THIS IS A PREVENTIVE 
APPROACH”

PROFESSOR JOSÉ-ALAIN SAHEL, DIRECTOR OF THE PARIS VISION 
INSTITUTE RESEARCH CENTER, WHICH WORKS IN ASSOCIATION WITH 
THE HÔPITAL DES QUINZE-VINGTS, UNIVERSITÉ PIERRE-ET-MARIE-CURIE 
(PARIS) AND THE FRENCH NATIONAL INSTITUTE OF HEALTH AND MEDICAL 
RESEARCH (INSERM)

These new lenses represent a 
signifi cant advance in visual 
health. After four years of 
research led by Professor 
José-Alain Sahel and Serge 
Picaud, the multidisciplinary 
team brought together by Essilor 
and the Paris Vision Institute 
succeeded in identifying the 
harmful wavelengths within the 
blue-violet area of the spectrum. 
It marks a major discovery, 
because these wavelengths 
contribute to the macular 
degeneration that aff ects around 
100 million older people around 
the world. The discovery was 
made possible by in-vitro 
experimentation on retinal cells 
using a physiological and 
selective lighting system, making 
this a world fi rst. On the basis of 
its results, Essilor has developed 

an entirely new category of clear 
lenses, which provide selective 
protection not only against the 
harmful blue-violet light emitted 
by the sun and device screens, 
but also against UV rays, which 
play a part in cataract formation. 
However, these lenses transmit 
the blue-turquoise light that is 
benefi cial for vision and general 
health, because it contributes to 
regulating the internal biological 
clock. Presented to 
ophthalmologists in May 2013, 
the scientifi c discovery behind 
these fi rst preventive lenses was 
enthusiastically welcomed. 
Marketing tests conducted at 
the same time confi rmed the 
product’s impressive market 
potential. It was launched in 
October 2013 in all regions of 
the world almost simultaneously, 

ESSILOR IS NOW ABLE TO OFFER A NEW CATEGORY 
OF PHOTOSELECTIVE AND PHOTOPROTECTIVE 
PRODUCTS. THIS FIELD OF RESEARCH OPENS 
THE WAY TO OTHER PREVENTIVE AND VISUAL 
HEALTH SOLUTIONS.”

DENIS COHEN-TANNOUDJI, ESSILOR VICE-PRESIDENT DISRUPTIVE R&D

and Crizal Prevencia already 
accounts for around 15% of all 
Crizal range sales in countries 
such as France. In order to 
promote its rollout worldwide, 
around 30 of the Group’s 
prescription laboratories are 
already producing Crizal 
Prevencia lenses.

PIONEER

NON VISIBLE VISIBLE

Risks exist even in cloudy 
weather (40% cover). 
Damaging to skin and 
cornea. Eyes’s lens opacity.

UV

UV BLUE

Risks exist outdoors and – 
increasingly – indoors (LEDs).

blue-violet light435 nm

280 nm 380 nm 500 nm 780 nm

PREVENTIVE 
VISUAL SOLUTIONS
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3 QUESTIONS 
TO ÉRIC PERRIER, 

Corporate Senior Vice-President, Research and Development

HOW DOES ITS RESEARCH 
AND DEVELOPMENT 
STRATEGY ENABLE THE 
GROUP TO BE CONSTANTLY 
AT THE CUTTING EDGE 
OF INNOVATION?

Sight is our prime sense and 
plays a primary role in all our 
lives. It is therefore a major issue 
and a daily challenge for us to 
develop and conduct eff ective 
research that has direct 
relevance to the market. 
Our strength lies in our ability 
to develop the skills needed 
to identify the expectations 
and needs of consumers in 
direct contact with our markets. 
So Essilor research teams are 
engaged in a constant quest 
for new fundamental scientifi c 
discoveries that could have 
applications in our fi eld of 
activity. Monitoring is about 
a lot more than simple 
observation: we have to extract 
relevant intelligence from 

weak signals”, and use it wisely 
in light of its future potential. 

HOW STRUCTURALLY 
IMPORTANT ARE 
PARTNERSHIPS TO ESSILOR 
R&D STRATEGY?

One of the key strengths of 
Essilor R&D is its ability to create 
long-term research 
partnerships whose rich 
content allows us to develop 
and perfect tomorrow’s 
innovations. We work with top 
public- and private-sector 

research centers, and with the 
most prestigious universities. 
For example, we have been 
cooperating for more than 
fi ve years with Polytechnique 
Montréal in Canada on the 
subject of the thin layer 
coatings applied to the surfaces 
of our lenses. Last year, we 
launched two new programs: a 
new academic research chair in 
partnership with the University 
of Wenzhou in China to 
investigate myopia in children, 
and a four-year joint laboratory 
project with the Paris Vision 
Institute. That project will 
research vision in the context 
of aging and independence.

WHAT ARE TOMORROW’S 
CHALLENGES FOR 
RESEARCH AND 
DEVELOPMENT? 

Innovation is central to Essilor’s 
DNA, and one of our most 
strategically important 
strengths, because it allows us 
to deliver value to the market. 
To make sure that we are always 
leading the way in terms of 
innovation, our mission is to 
constantly open new doors. 
Preventive visual solutions are 
the perfect example of the 
challenges we face going 
forward. With Crizal Prevencia, 
the Essilor research and 
innovation teams have 
provided a response to 
expectations that is fully 
consistent with the key issues 

of visual health today. We seek 
to push back the boundaries 
of science. Take augmented 
reality, for example, where 
our prototypes are tested 
by visually-impaired employees 
of a number of industrial 
partners, including ERDF*. 
These glasses fi lm, photograph 
and enlarge images which are 
then projected onto the zones 
of best acuity in the eye. In 
the future, solutions like these 
could help to make people 
with reduced visual acuity 
more independent.

*Électricité Réseau Distribution France 
(French electricity distribution network).
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Simple to use, this new system 
launched in February 2013 
allows eye care professionals 
to complement standard pupil 
distance measurements with 
more precise measurements of 
parameters such as fi tting height, 

lens tilt and lens-eye distance. 
Because they are individual 
to the patient, they provide 
everyone with the greater 
visual comfort that comes
 from perfectly fi tted frames.

M’eye Fit: accurate measure-
ment at your fi ngertips

MR BLUE 2.0: PREMIUM LENS 
EDGING IN-STORE

Essilor Instruments has extended 
its range of premium lens edging 
systems by introducing the new 
Mr Blue 2.0. This innovative 
new version of the product 
incorporates engraving and 
lens shape personalization 
technologies, making lens 
edging a diff erentiating service 
for the store. Launched in March 
2014, the M’eye Sign function 
now gives eye care professionals 
the facility to provide a custom 
engraving service personalized 
in accordance with the 
consumer’s desire.

PRODIGI DUO, RESTORING EVERYDAY 
AUTONOMY

Prodigi Duo is a personal vision assistant for people 
with low vision. Portable, simple, smart and adaptable, 
it combines a portable tablet with a touchscreen 
tabletop unit that reads documents and automatically 
adapts the character size to the vision capabilities of 
each user. It’s simple to use with an intuitive touchscreen 
interface. Developed in collaboration with the Canadian 
company Humanware (which has since joined the Essilor 
Group), this innovation was awarded a Top Prize in the 
Low Vision category at Silmo, the international 
tradeshow held annually in Paris.

MC-280-X: a Satisloh small 
batch solution
In 2013, Satisloh developed its new MC-280-X unit, which extends its 
range of vacuum coating solutions for prescription laboratories. 
Launched at the beginning of 2014, the MC-280-X is a compact unit 
designed for small batch sizes. Delivering top performance, it off ers 
the same functions as more traditional equipment, including 
high-quality anti-refl ective and mirror coatings. It is equally well suited 
to small and mid-size laboratories in fast-growing countries, and for 
special batch production runs in larger facilities.

Démarquez votre enseigne en proposant à vos clients un service unique : la gravure 
personnalisée des verres. Qu’il soit fier de ses initiales, fou de golf, prévoyant pour les 
lunettes de son fils, passionné de calligraphie chinoise… les possibilités de lettrages et 
dessins proposées par M’eye Sign sont infinies. Exécutée en exclusivité avec Mr Blue 2.0, 
la gravure est simple, rapide et automatique. 

Derrière cette gravure,
une signature unique 
pour vous et vos clients.

DONNE  À VOTRE TALENT LES OUTILS QU’IL MÉRITEMr Blue 2.0

PIONEER

LOW 
VISION

EQUIPMENT 
SERVICES

RAES013_24a35_GB_bat3.indd   34 27/05/14   16:26



35 ESSILOR

3 QUESTIONS 
TO ÉRIC THOREUX, 

Corporate Senior Vice-President Strategic Marketing

WHY IS ESSILOR INVESTING 
IN THE SUNGLASSES 
MARKET?
Eye protection is a major 
health issue, and the sun’s UV 
rays are the primary enemy 
of our eyes. Cataracts, which 
are linked with repeated eye 
exposure to the sun, are the 
leading cause of blindness, 
aff ecting 250 million people 
around the world. Protecting 
the visual capital is a major 
growth opportunity, and one 
that is central to the Essilor 
mission. It concerns all of us 

throughout our lives, from 
childhood onwards, regardless 
of whether or not we have 
vision problems. The Group’s 
involvement in sun lenses is 
an ongoing one, as can be 
seen from the acquisitions of 
BNL and KBco in the 2000s. 
The recent acquisitions of 
Xiamen Yarui Optical in China, 
Costa in the USA and Suntech in 
Canada have all strengthened 
our position in this segment, 
bringing us new skills we can 
use to expand our off er. 

JUST HOW MUCH GROWTH 
POTENTIAL DOES THE 
SUNWEAR MARKET OFFER?
The sunwear market off ers 
considerable growth 
potential. The emergence 
of middle classes in the 
world’s developing countries, 
the aging profi le of the global 
population and the growth 
of outdoor activities are all 
factors driving growth in this 
market. Worldwide sales of 
these products are growing 
twice as fast as sales of 
corrective lenses, but at the 
moment, there is very little 
diff erentiation between 
the products off ered. But, 
innovative technologies 
already used for corrective 
lenses exist and can be used 
to upgrade the performance 
of sun lenses. I’m thinking 
here particularly of anti-
smudge and scratch-resistant 

coatings, and those that 
prevent UV being refl ected 
by the back surface of the 
lens. All of these off er new 
added value for consumers, 
and create opportunities 
for growth in this market.

WHAT IS ESSILOR’S 
STRATEGY IN THIS 
MARKET?
Essilor has acquired strong 
brands, such as Foster Grant 
and Bolon in the mid-range 
products, and Costa, which 
off ers high-quality polarizing 
sunglasses at the premium 
end. Essilor is also distinctive 
for its technological expertise 
in sun and corrective lenses, 
which, in conjunction with 
our optimized logistics 
system, allows us to develop 
high-performance sun lenses 
that deliver guaranteed 
comfort and visual health 
protection. So we will 
continue to develop new 
products in this market. 
The acquisition of Transitions 
Optical and the South Korean 
polarizing fi lms specialist, 
Onbitt bring us new areas of 
expertise. Lastly, thanks to the 
global presence of Essilor and 
its market partners, we expect 
to double the sales of our 
sunwear, with a sun market 
revenue target of more 
than €1 billion by 2018.
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including 15
PARTNERS IN 

FAST-GROWING COUNTRIES

100+ countries
WHERE ESSILOR PRODUCTS

ARE DISTRIBUTED

ONE OF THE MAJOR 
STRENGTHS OF ESSILOR IS 

ITS ABILITY TO CREATE VALUE 
ALONGSIDE ITS PARTNERS, 
WITHOUT COMPROMISING 

THE FACTORS THAT 
HAVE MADE IT 

SUCCESSFUL.”

28
NEW PARTNERSHIPS 

IN 2013
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A MULTI-LOCAL 
APPROACH TO BETTER 

SERVE OUR CUSTOMERS

The Group’s development strategy is built around four essential strengths: 

innovation in terms of products, services and technologies; worldwide development of 

all market segments, stimulation of demand, and lastly, its partnership and acquisition-based 

growth model. Built around a network of largely autonomous partners, this model allows 

Essilor to grow faster, at the same time as responding better to the needs of consumers 

and market structures, which vary from country to country.

Interview with Lena Henry, Chief Strategy Offi  cer

MULTI-LOCAL

WHY  HAS THE GROUP ADOPTED THIS MULTI-LOCAL 
DEPLOYMENT STRATEGY?
For economic, legal and cultural reasons, all countries are 
different. Even neighboring countries, such as France and Spain, 
have different correction requirements and market structures. 
However, we have many global lines of development, such as sun 
and photochromic lenses, and mid-range offers with enormous 
worldwide potential. But to be effective, we have to address each 
of these according to local specificities. The secret of Essilor’s 
success lies in its global management of a strategy that 
takes account of all these specific local features.

PARTNERSHIPS ARE INTEGRAL TO THE ESSILOR 
DEVELOPMENT MODEL, BUT HOW STRONG A FACTOR FOR 
GROWTH ARE THEY?
One of the major strengths of Essilor in the global market is 
its ability to create value with its partners, whilst safeguarding 
their entrepreneurial spirit, their distinctive management and 
leadership styles, their customer relationships and knowledge of 
their own markets. This accelerates the pace of growth, because 
it allows us to establish a leading presence in selected countries 
quickly. As a Group, we contribute our technological innovations, 
marketing resources, technical support and investment. In many 
cases, we also help our partners to secure the long-term future 

of their companies. In this, we work in a multi-local model, 
because all partners are different. At the same time, our working 
principles and value requirements remain the same and we are 
currently in the process of formalizing them. It is this combination 
of locally autonomous partners, the entrepreneurial attitude 
of our teams, and the international power of the Group 
that makes us so strong.

WHAT IS YOUR STRATEGY FOR THE COMING YEARS?

We intend to continue basing our growth on this model, by 
including new partners to expand our markets and establish 
ourselves in new countries, especially those in Africa, the 
Middle East and Latin America, which offer significant growth 
opportunities. Consumers differ so much that to continue our 
progress, we must analyze their needs, and the needs of the local 
eye care professionals who are our customers, and do so in even 
greater detail. We have yet to extract the maximum benefit from 
the amazing asset represented by our diversity. 
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MULTI-LOCAL

Costa, a valuable addition 
in the sun market

COSTA INC. IS AN 
AMERICAN MARKET 

LEADER IN PERFORMANCE 
SUNGLASSES, AND THE 

BRAND OF CHOICE 
FOR WATER SPORT 

AND MOUNTAIN 
SPORT USERS.

€1770m 
IN ANNUAL 
REVENUE*

11 314 
EMPLOYEES*

Revenue rose slightly in 2013 (+0.5%) 
on a like-for-like basis. The Group extended 
its presence with the acquisition of 
12 prescription laboratories, including 
Classic Optical in the USA, Riverside 
Optical, and a network of laboratories 
in the Canadian provinces of Quebec 
and Ontario.

ON FEBRUARY 3, 2014, 
ESSILOR FINALIZED ITS 
ACQUISITION  of all 
outstanding shares in Costa 
Inc. Created in 1983 and based 
in Lincoln, Rhode Island, USA, 
Costa is a US market leader in 
performance sunglasses 
marketed essentially through 
eye care professionals and 
sports stores under the Costa 
and Native brands. Costa 
polarizing sunglasses set the 
benchmark for the market with 
their patented 580 technology, 
which off ers high contrast and 
optimum visual acuity. 
Manufactured in Florida, they 
come with a lifetime guarantee. 
Their exceptional comfort and 
long life make them the 
sunglasses of choice for water 
sports and demanding users, 
whilst Native brand sunglasses 
are targeted at consumers who 
prefer the mountains. Although 
the majority of its sales are 
currently concentrated in 
the south-eastern USA, the 
company plans to capitalize on 
the reputation of its products 
and an eff ective brand and 

 USA 

NORTH 
AMERICA

distribution strategy to 
accelerate its geographic 
growth. Furthermore, the 
potential off ered by prescription 
sunglasses, which currently 
generate only 5% of revenue, 
is another lever for growth, and 
something that the expertise 
of Essilor can leverage further. 

$100m
ANNUAL REVENUE 

OF APPROXIMATELY 
100 MILLION 

* Lenses and Optical Instruments only.
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THE GROUP HAS 
STRENGTHENED ITS 
PRESENCE  in the low vision 
segment with the acquisition 
of a majority stake in 
Humanware, the world leader 
in the design and distribution 
of electronic aids for people 
with low vision. Founded 
in 1988 and based in 
Drummondville, Quebec, 
Humanware develops a broad 
range of equipment, the 
majority of which is marketed 
through vision rehabilitation 
clinics. In 2013, the company 
launched Prodigi, a hybrid 

device that helps people with 
low vision at home and on 
the move. In September 
2013, Prodigi Duo received 
a Top Prize at the Silmo 
optics tradeshow in Paris. 
Humanware equipment will 
complement and extend 
the range of specific products 
(filtered lenses, magnifiers 
and optical systems) already 
marketed by Essilor to eye 
care professionals. Going 
forward, the research teams 
of both companies will 
combine their expertise 
in optics and embedded 

only 5%
OF PEOPLE WITH LOW VISION     
HAVE SUITABLE EQUIPMENT 

 CANADA 

Advertising campaign for Xperio UV

The acquisition of Humanware allows Essilor 
to expand its global low vision off er

TO DEMONSTRATE THE 
SUPERIORITY OF XPERIO UV 
LENSES, Essilor launched 
a major national advertising 
campaign in the USA during 
2013. This multichannel 
campaign involving press, 
radio, TV, online and social 
network advertising was 
designed around practical 
examples selected to boost 
consumer awareness of the 
brand. Xperio UV is the only 
polarizing lens brand in the 
market today to off er an E-SPF 

 USA 

index of 50+, guaranteeing 
perfect protection against the 
dangers of UV. Echoed on the 
xperiouvusa.com website 
created specifi cally for the 
purpose, this educational 
campaign has increased 
public awareness of how 
important it is to wear quality 
sunglasses. Adopted by more 
than 4,000 points of sale, the 
campaign has signifi cantly 
boosted sales of Xperio UV 
lenses throughout the country.

electronics to design and 
develop new user-friendly 
and highly mobile equipment.  
That is a significant challenge 
in itself, since the absence of 
affordable, readily-accessible 
products means that only 
5% of the 140 million people 
with low vision around the 

world have equipment 
that could help them. 
Demographic forecasts 
suggest that 400 million 
people will be affected 
by low vision by 2050.
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MULTI-LOCAL

A new partnership model for 
continued delivery of our mission

DESPITE BEING THE 
WORLD’S THIRTEENTH 
LARGEST ECONOMY, 
MEXICO REMAINS A 
STARKLY UNEQUAL 
SOCIETY. When 
it comes to vision correction, 
there is still a great deal 
of progress to be made. 
For example, only 8% of 
the country’s 18 million 
presbyopes use progressive 
lenses. With a strong presence 
in Mexico via a series of 
prescription laboratories and 
its own production plant in 
Chihuahua, Essilor embarked 
on a new type of partnership 
in 2013 with Salud Digna. This 
private non-profi t institution 
founded in 2003 now operates 
21 clinics in Mexico and the 
USA, which together treat 
more than two million 
low-income patients every 
year. With a commitment 
to developing new resources 
for action to promote vision 
correction, Salud Digna and 
the Essilor team in Mexico 
have got together to create 
an optics laboratory capable 

of off ering patients quality 
lenses at aff ordable prices. 
The laboratory will open in 2014, 
thanks to Essilor’s provision of 
lens manufacturing machines 
and of a six months’ training 
for the technicians who will 
use them. In return, Essilor will 
become supplier of lenses 
to this organization. This new 
responsible economic model 
is one of the 2.5 New Vision 
Generation program initiatives, 
at the core of the Group’s 
mission.50 million

PEOPLE IN MEXICO NEED 
VISION CORRECTION

18 million
OF THEM ARE 
PRESBYOPES

 MEXICO 

€351m
IN ANNUAL 
REVENUE*

5 321  
EMPLOYEES*

LATIN 
AMERICA
The Group continued its rapid growth in this 
region during 2013. In addition to the major 
acquisitions made in Colombia and Chile, it 
was able to report revenue growth of 9.7% on 
a like-for-like basis. This performance refl ects 
the success of new products, led by the 
Varilux S series and the new-generation 
of Crizal UV lens. *Lenses and Optical Instruments only.

SALUD DIGNA 
AND ESSILOR HAVE GOT 
TOGETHER TO SET UP AN 

OPTICS LABORATORY 
CAPABLE OF OFFERING 

QUALITY LENSES AT 
AFFORDABLE PRICES.
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Chilean market leader 
Megalux joins Essilor

Kodak lenses 
arrive in Brazil

A market with high growth 
potential

IN 2013, THE GROUP 
ESTABLISHED A PRESENCE 
IN CHILE BY SIGNING A 
PARTNERSHIP AGREEMENT 
WITH MEGALUX. With a market 
share of around 20%, Megalux is 
the largest manufacturer of 
corrective lenses in Chile, 
supplying more than a thousand 
eye care professionals around 
the country. Founded in 1987, 

IN 2013, THE GROUP 
EXTENDED ITS NETWORK 
OF PRESCRIPTION 
LABORATORIES WITH 
THREE NEW PARTNERSHIPS 
to provide access to two more 
states: Minas Gerais and Distrito 
Federal (Brasília). This expansion 
was made possible by the 
dynamic growth in sales of 
Varilux S series and Crizal UV 
lenses, following an extremely 
rapid rollout. At the end of the 
year, the Group also introduced 
Crizal Prevencia to the premium 
end of the market, as well 
as Kodak branded lenses to 
complement its benchmark 
off er in the mid-range. 
Launched with the backing 

COLOMBIA, WHERE ESSILOR 
OPENED A DISTRIBUTION 
ENTITY IN 2012,  is now the 
Group’s second most important 
country in the region, following 
its acquisition of a 51% equity 
stake in Servioptica, the largest 
prescription laboratory in South 
America, and the leading 
distributor of ophthalmic lenses 
in Colombia. Servioptica will 
be able to leverage on the 
expertise and technological 
input of the Group to accelerate 
its growth in a market with huge 
potential: more than a third of 
all those who need vision 
correction in Colombia do not 
have it. In 2013, the Group 
stepped up the pace of 

€29m
THAT’S THE ANNUAL REVENUE 
GENERATED BY SERVI OPTICA 

 CHILE 

 BRAZIL  COLOMBIA 

the company is based in Santiago 
and operates from five locations to 
serve its customers nationwide. 
It generates annual revenue of 
approximately $7 million. With 
the benefi t of Essilor’s cutting-
edge technologies, Megalux 
opened the country’s most 
advanced optics laboratory in 
2013, consolidating its leading 
status in the Chilean market. 

marketing for its Varilux S and 
Crizal UV lenses with E-SPF. 
Servioptica will also play a role in 
developing the Andean 
countries (Peru, Venezuela, 
Ecuador and Bolivia), where 
the Group has yet to establish 
a presence. Another highlight 
of the year was Essilor’s launch 
of Nikon lenses on the 
Colombian market.

of an ambitious advertising 
campaign, these lenses have 
been developed in response 
to growing demand from the 
emerging Brazilian middle class. 
The Kodak range will be built 
around single vision lenses 
and new progressive lenses.
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MULTI-LOCAL

UniVerres, a BBGR product 
range designed exclusively 
for the Optic 2000 chain

LAUNCHED ON NEW YEAR’S 
DAY 2014 FOLLOWING A 
PREVIEW IN THE FINAL 
QUARTER OF 2013, UniVerres 
is a premium range of 
progressive lenses designed 
by BBGR to complement the 
range of Optic 2000 private 
label lenses. Having partnered 
the chain for more than 
10 years, Essilor subsidiary 
BBGR has provided it with a 
new and uniquely distinctive 
product. The UniVerres 
progressive lens adapts to the 
gender-related morphology of 
the wearer and whether he or 
she is left-handed or right-
handed. Detailed measurement 
options maximize visual 
comfort for the consumer. 
In order to provide eye care 
professionals with on-site 

support, a sales promotion kit 
has been off ered alongside this 
new progressive lens since 
its launch. One of the most 
powerful components of the kit 
is an iPad app demonstrating 
the benefi ts of this lens. The 
UniVerres lens carries the OFG 
(Guaranteed French Origin) 
label, and looks like being a 
huge success in 2014 with the 
support of a sales challenge 
designed to motivate eye care 
professionals during the fi rst 
half of the year.

ORIGINE FRANCE 
GARANTIE 

IS THE LABEL CARRIED BY 
UNIVERRES PROGRESSIVE LENSES. 

IT GUARANTEES THAT THE 
PRODUCT IS ‘MADE IN FRANCE’

 FRANCE 

THE UNIVERRES 
PREMIUM PROGRESSIVE 
LENS RANGE DESIGNED 

BY BBGR ADAPTS 
TO GENDER-RELATED 

MORPHOLOGY 
AND RIGHT/LEFT 

HANDEDNESS. 

€1 572m  
IN ANNUAL 
REVENUE*

10 265
EMPLOYEES*

EUROPE
Revenue from Europe rose slightly 
in 2013 on a like-for-like basis (+0.5%), 
refl ecting the success of product 
innovations, despite low demand as 
a result of the economic environment 
and increasingly intense competition.

*Lenses and Optical Instruments only.
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Essicard: a new credit solution 
for optics purchases

A campaign to raise awareness 
of the hazards of UV

AS PART OF MAKING 
GLASSES MORE ACCESSIBLE 
TO CONSUMERS, Essilor Spain 
has introduced Essicard as a 
distinctive sales aid for its eye 
care professional customers. 
Essicard is designed to off er 
consumers free credit to help 
them pay for their own optical 
needs, and those of their 
families. This solution delivers 
benefi ts at every level, since 

IN POLAND, ESSILOR HAS 
LAUNCHED A MULTI-
NETWORK EDUCATION 
CAMPAIGN in partnership 
with national organizations 
to raise professional and public 
awareness of the hazards 
posed by UV, and the need 
for eye protection. Many 
awareness initiatives have 
been implemented to awaken 
public interest, including 
fi tting yellow-framed 
sunglasses (yellow is the 
campaign color) to a dozen 
statues in Warsaw, Wroclaw 
and Poznań. Endorsed by a 
renowned ophthalmologist, 

139
AFFILIATED EYE CARE 

PROFESSIONALS

10
HIGH-PROFILE MONUMENTS 
IN WARSAW, WROCLAW AND 

POZNAŃ WORE YELLOW-
FRAMED SUNGLASSES TO RAISE 

AWARENESS OF THE 
HAZARDS OF UV

278
CREDIT PURCHASES IN 2013

 SPAIN 

 POLAND 

it responds to the need of 
consumers for fi nance, at 
the same time as guaranteeing 
a sale for the eye care 
professional that will often 
involve premium products. 
Launched to around a hundred 
eye care professional members 
of the Essilor Spain loyalty 
program in 2013, Essicard is 
delivering extremely 
encouraging results, with nearly 

the campaign was 
complemented in eye 
care professional training 
institutions, by instructional 
initiatives focusing on the 
harmful eff ects of UV, and 
a competition on national 
radio to mark World Sight Day. 
The campaign attracted 
widespread media coverage 
and a high level of interest 
amongst consumers 
interested in fi nding out more 
about the importance of UV 
eye protection in daily life.

300 credit purchases authorized 
during the year. Extension of the 
scheme to a broader network 
of eye care professionals in the 
fi rst half of 2014 should enable 
many more consumers to 
purchase the products 
they need.
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MULTI-LOCAL

Signifi cant growth 
potential going forward

IN 2013, THE ESSILOR GROUP 
STRENGTHENED ITS 
PRESENCE IN WEST AFRICA 
WITH THE ESTABLISHMENT 
OF ITS FIRST ESSILOR 
NETWORK SUBSIDIARY 
IN ABIDJAN, IVORY COAST.  
This new subsidiary 
complements the three entities 
that joined the Group under 
the terms of its partnership 
with the Tunisian subsidiary Sivo, 
which had an existing presence 
in Ivory Coast, Cameroon 
and Togo. French-speaking 
sub-Saharan Africa is home 
to around 270 million people, 
and its population – 40% of 
which is aged under 15 – is 
forecast to double by 2050. With 
its various networks, the Essilor 
Group has set two signifi cant 
and ambitious goals for this 
region. The fi rst is to grow its 
mid-range and premium lens 
business by working more 
closely with its customers, 
so that consumers can benefi t 
from the same services and 
innovative products as their 
counterparts in mature markets. 
The second relates directly 
to the Essilor mission, because 

it involves providing access 
to good vision for the most 
underprivileged in society, who 
represent a large proportion of 
the population. To achieve that, 
the Group is working closely with 
non-profi t organizations, 
conducting screening 
campaigns, and off ering 
products tailored to the needs 
and budgets of local consumers. 
The Group is also helping to raise 
professional standards in the 
optics market, for example by 
holding regular training sessions 
for eye care professionals and 
students on technical issues 
and patient care. In Cameroon, 
Sivo Central Africa is also 
working alongside architects 
to off er its customers expert 
advice on store layout and 
furnishing. In 2014, Essilor will 
continue to grow its business 
on the continent of Africa by 
supporting the new local teams 
from its regional head offi  ce 
in Morocco.

270 million
THAT’S HOW MANY PEOPLE LIVE IN 

FRENCH-SPEAKING SUB-SAHARAN AFRICA: 
AN ENORMOUS POTENTIAL MARKET FOR 

VISION CORRECTION

 WEST AFRICA  

€812m  
IN ANNUAL 
REVENUE*

26 237
EMPLOYEES*

AMERA
Revenue for the Asia-Oceania - Middle East - 
Russia - Africa region grew by 4.2% in 2013. 
This performance refl ects continued sustained 
growth in domestic markets, especially 
China and India, thanks to the launch of new 
products, such as Crizal UV and Varilux S series 
lenses, which had the eff ect of off setting 
reduced exports and business activity in the 
developed countries of the region.

*Lenses and Optical Instruments only.
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Essilor strengthens its position 
in the sunwear market with the 
Bolon brand 

Two new production plants

XIAMEN YARUI OPTICAL, THE 
CHINESE MARKET LEADER 
IN MID-RANGE SUNGLASSES, 
DESIGNS AND MARKETS 
ITS NON-PRESCRIPTION 
SUNGLASSES under a range of 
brands, the best known of which 
are Molsion and Bolon. Operating 
in the fast-growing mid-range 
market, the company sells the 
majority of its products to eye 
care professionals and major 
retailers operating around 
30,000 points of sale. The 
Chinese sunglasses sector is 
estimated at more than 
50 million pairs per year, and its 
double-fi gure growth shows the 
potential of a market that is 

ESSILOR STRENGTHENS ITS 
LOCAL INDUSTRIAL 
NETWORK with two new 
production plants in Asia. 
The fi rst, in Laos, manufactures 
fi nished polycarbonate 
lenses to meet demand that 
is growing by 4 - 5% year-on-
year, and the second in 
Vietnam to manufacture 
fi nished and semi-fi nished 
high-index single vision lenses, 
in partnership with Chemiglas. 
The Savannakhet production 
unit in Laos also benefi ts from 
the technical expertise of the 
Group’s largest plant, which 
opened in Bangkok, Thailand 

30 000  
POINTS OF SALE STOCK 

THIS BRAND

80%+
THAT’S THE AWARENESS 

RATE FOR THE BOLON 
BRAND IN CHINA

 CHINA 

 LAOS AND VIETNAM  

growing at twice the rate of 
corrective lenses worldwide. 
Together with others, this new 
partner allows Essilor to 
accelerate its growth in the 
sunwear market, and underlines 
its commitment to visual health 
protection.

in 1990. This project embraces 
people development as much 
as industrial development. 
Essilor has set up a professional 
training center in Savannakhet, 
to help local working people 
develop the skills required for 
the needs of today’s industry.
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MEN AND WOMEN 
AT THE HEART OF 

OUR SUCCESS

HUMAN

At Essilor, our pioneering spirit, our opening up to the world and, above all, our commitment 

to putting the human factor at the heart of everything we do, is what unites our 55,000 employees. 

Listening, dialog, open-mindedness, respect for others and shared trust are 

the fundamental human values which inform all our actions. 

Interview with Frédéric Mathieu, Corporate Senior Vice-President Human Resources

WHAT MAKES THE HUMAN FACTOR ONE OF ESSILOR’S 
GREAT STRENGTHS?
It is the legacy of our unique history, which developed out of 
a merger between two companies, including an association of 
craftsmen with a unique business model built on entrepreneurship. 
The Group then grew by acquiring and integrating other companies, 
each of which retained its own identity and sense of responsibility, 
and all sharing the same spirit of trust, initiative and entrepreneurship. 
We have succeeded in retaining that spirit, as our high level of 
employee share ownership shows. The human factor is central to 
all our developments, and it is truer than ever today that our mission 
is both noble and socially benefi cial. Our people are therefore one of 
our key competitive advantages.  It is strengthened by the added 
commitment of everyone in the business, because we all feel part 
of it, and have a personal and collective interest in it. 

WHAT ARE THE KEY HUMAN VALUES THAT CHARACTERIZE 
THE GROUP?
They are listening, dialog and open-mindedness, which together 
favor the mutual exploration of constructive ideas and make it 
possible for us to learn from and respect each other. At Essilor, 
everyone has the opportunity to suggest, defend and develop 
ideas into successful projects.

WHAT DOES THAT ACTUALLY MEAN IN PRACTICE?
Ensuring that Essilor retains its distinctive character and protects 
its values is an important challenge for our human resources policy, 
especially given the rapid growth and global development of the 
Group in a complex and constantly changing external environment. 
The structure of our employee shareholder base and the fact that 

it is the Group’s leading shareholder are good examples of how we 
are succeeding in that. The general policy of the company and its 
human resources policy are voted on by the Valoptec Association, 
which now has 7,000 members. Valoptec is also represented on 
the Board of Directors, and enjoys a permanent close working 
relationship with the executive management team. This operating 
structure is unique in a Group of our size. We also aim to provide 
enhanced career support for everyone in the business to 
encourage internal mobility, and therefore meritocracy: examples 
include our improved organization of skills sectors. Lastly, we place 
great importance on personal initiative. In this respect, I would like 
to take the opportunity to congratulate the hundreds of company 
people who once again gave their commitment to World Sight Day.

HOW IS IT POSSIBLE TO CONVEY AND IMPLEMENT THESE 
VALUES IN A GROUP THAT GROWS BY INTEGRATING 
SO MANY DIFFERENT PARTNERS?
That’s an important point. Word-of-mouth is involved, of course, 
but there are also ongoing eff orts to embed these values – 
entrepreneurship, respect and trust, innovation, working together 
and diversity – in all our developments. We have published 
the Essilor Principles and Values brochure in 30 languages so 
that everyone in the business can learn and adopt the Group’s 
underlying values. But that is not all. Dialog and regular discussion 
with the managers and employees of companies joining the Group 
is how to ensure that these values are properly conveyed, shared 
and experienced. 
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47 ESSILOR

55 129
EMPLOYEES

25% 
OF EMPLOYEES 

ARE SHAREHOLDERS

 OUR PEOPLE 
ARE OUR PRIMARY

COMPETITIVE 
ADVANTAGE.”

5
VALUES  MAKE UP 

OUR DNA

RAES013_46a51_GB_BAT.indd   47RAES013_46a51_GB_BAT.indd   47 23/05/14   17:3823/05/14   17:38



482013 ANNUAL REPORT

HUMAN

ROBERT HALL
Ophthalmic Lenses Representative 

and Consultant at Essilor of America

 VOLUNTEERING FOR WORLD SIGHT DAY 
MADE ME REALIZE THAT WE’RE GIVING 

PEOPLE NOT ONLY BETTER SIGHT, 
BUT ALSO A BETTER QUALITY 

OF LIFE.”

COMMITMENT
ROBERT HALL HAS WORKED 
AT ESSILOR OF AMERICA 
FOR EIGHT YEARS.
In 2013, he took part in World 
Sight Day for the fi rst time as a 
volunteer for Essilor Vision 
Foundation, that promotes 
access to good vision through 
eye screening and the provision 
of corrective glasses to 
schoolchildren in socially 
deprived communities. Like 
the thousands of volunteers 
from the Group who gave up 

their time to help on this special 
day in 28 countries, Robert Hall 
found it to be a rewarding and 
meaningful experience: “I was 
amazed to see just what a 
positive eff ect our initiative 
could have on the lives of the 
children we met. Most of them 
didn’t know that they had an 
impaired vision until the day 
they were given glasses for the 
fi rst time and saw the world 
in a completely new way! This 
awareness also had its eff ect 

on families and teachers, who 
fi nally realized that poor sight 
was the cause of these 
children’s learning problems.” 
That revelation brought home 
to Robert Hall the true value of 
the work he does at Essilor.
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YANCHUN ZHAO
Chief Financial Officer of Wanxin Optical 

(China) and member of the Valoptec 
Association 

BECOMING A SHAREHOLDER 
GIVES ME A GREAT OPPORTUNITY 

TO PARTICIPATE IN THE DEVELOPMENT 
OF ESSILOR. IT’S ALSO RECOGNITION 
OF THE WORK I DO AND OF MY ROLE 

IN THE COMPANY.”

PARTICIPATION

YANCHUN ZHAO HAS 
WORKED AT WANXIN OPTICAL 
FOR TEN YEARS, AND JOINED 
VALOPTEC AND THE SHARE 
PURCHASE PROGRAM 
LAUNCHED FOR COMPANY 
MANAGERS IN 2013.
Wanxin Optical joined the Group 
as a joint venture with Essilor in 
January 2011. Employing more 
than 2,000 people and 
manufacturing around 35 million 
lenses every year, Wanxin Optical 
is amongst the leaders in the 
Chinese ophthalmic optics 
market. Its mid-range products for 
the domestic and export markets 
have an enviable reputation 
amongst eye care professionals. 
Essilor believes that including the 
employees of its partner 
companies around the world in its 
employee shareholding scheme 
is a powerful way of integrating 

people into the Group and 
encouraging them to adopt its 
values. In a Group where a quarter 
of all employees are shareholders, 
the Valoptec Association has 
more than 7,000 members 
(current employees, retired 
employees, partners and former 
employees).  This association is 
Essilor’s leading shareholder with 
its members holding 6.5% of 
equity capital and a valuable 
partner in the governance of the 
Group. Through this, Valoptec 
ensures a healthy balance 
between company progress and 
respect for human values.
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HUMAN

PROGRESSION
ALINE DA SILVA KELLY IS 
AN ANALYST IN THE 
HUMAN RESOURCES 
DEPARTMENT OF THE 
ESSILOR GROUP IN BRAZIL. 
In 2013, she was responsible for 
national implementation of the 
LOFT (Learning Organization 
For Tomorrow) multi-network 
internal training program 
designed to develop technical 
expertise and encourage the 
exchange of good practices 
within the teams of the Group’s 

prescription laboratories and 
production facilities in more 
than 40 countries. What 
impressed her most about the 
challenge was the high level 
of commitment shown by the 
teams, including those from 
diff erent networks and partners, 
and the opportunity it gave 
everyone to share their ideas 
on boosting laboratory 
performance. LOFT is based 
on an original approach 
involving a community of 

more than 1,200 volunteer 
trainers and coaches, and a 
series of online collaborative 
working systems designed 
to encourage interaction. 
In fi ve years, more than 
14,000 employees around the 
world have received training, 
signifi cantly improving quality 
levels across all job functions. 
In 2013, the program also won 
Essilor a Human Capital Award 
in the ‘Training as a tool for 
corporate transformational 

change’ category. This French 
award recognizes best initiatives 
designed to foster the 
development and involvement 
of employees committed to 
corporate transformational 
change.

ALINE DA SILVA KELLY 
Human Resources Analyst responsible 

for LOFT program implementation 
at Essilor Brazil

 THE KEY STRENGTH OF THE LOFT 
TRAINING PROGRAM IS THAT IT UNITES THE ENTIRE EMPLOYEE 

COMMUNITY AROUND A SHARED PROJECT.  EVERYONE HAS 
THE OPPORTUNITY TO SUGGEST IDEAS THAT COULD HELP 

THE LABORATORY BOOST ITS PERFORMANCE.”
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ÉRIC BROSSIER
Scientific Explorer

AT THE NORTH POLE, GOOD SIGHT 
IS AN ISSUE OF EVERYDAY SAFETY. BEFORE THIS 

TEST, I HAD NO IDEA THAT IT WOULD BE POSSIBLE 
TO SEE SO MANY DIFFERENCES BETWEEN LENSES. 

GOOD LENSES HAVE BECOME ABSOLUTELY 
ESSENTIAL FOR US.”

ÉRIC BROSSIER LIVES WITH 
HIS PARTNER, FRANCE, AND 
THEIR TWO YOUNG 
DAUGHTERS ON A SAILBOAT 
MOORED INSIDE THE ARCTIC 
CIRCLE IN THE FAR NORTH OF 
CANADA. He makes scientifi c 
measurements for researchers 
around the world. A meeting with 
Hubert Sagnières led him to test 
Essilor lenses under extreme 
conditions. Six months of total 
darkness with temperatures as low 
as -50°C, followed by six months of 
intense daylight puts eyes to the 
extreme test! Four premium 
products suitable for all aspects of 

daily life were tested and compared 
with standard solutions: Xperio 
polarizing lenses, the Optifog 
anti-fogging solution, Crizal Forte 
UV non-refl ective lenses and 
Essilor Anti-Fatigue lenses. 
All passed the tests successfully. 
But the adventure isn’t over yet, 
because in 2014, Éric and France 
will be testing more innovations. 
“Essilor has become a true partner 
which supports our expeditions 
and improves our daily lives with 
the eyewear we test.”

SURPASSING 
ONESELF
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Share overview

THE ESSILOR SHARE WAS INCLUDED IN THE CAC 40 INDEX IN 2005, 
AND JOINED THE EURO STOXX 50 IN 2012

The Essilor share is included in the following socially responsible investment indices: 
FTSE4Good / Ethibel Excellence / ECPI® Ethical EMU Equity / ECPI® Ethical Europe Equity / 
STOXX® Global ESG Leaders Indices. Essilor is also included in the 2013 Corporate Knights 

Top 100 ranking of the world’s most responsible companies.

DIVIDEND
To mark its confi dence in the 
future of the Group, the Board 
of Directors asked the Annual 
Meeting of Shareholders held on 
May 7, 2014 for approval to 
distribute a dividend of €0.94
per share, refl ecting an increase 
of 6.8% versus the previous year. 

A dividend increase for the 21st consecutive year Market capitalization
at December 31, 2013

BILLION
€16.6

€0.94

Essilor
CAC 40*

2009 2010 2011 2012 2013

40

60

70

50

80

*CAC 40 rebased to 
the Essilor share price 
at January 1, 2009.

Relative performance of the Essilor share versus the CAC 40 index
Over 5 years
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Shareholder structure by investor Institutional investors by region

An international shareholder base
Estimates at December 31, 2013

Average annual share performance over 5 years: +18%
in euros

54.7% 

24.8% 

31.5% 

27.3% 22.2% 

13.9%

5.1%

Rest of 
the world

Rest of 
Europe

North 
America

United 
Kingdom

France

Non-French institutional investors

2.1%Treasury stock

French-resident institutional investors

8.4%Employee, retiree 
and partner shareholders

Retail investors 10%

2013 2012 2011 2010 2009

HIGH 89.7 78.00 57.75 51.17 42.00

LOW 72.00 54.86 46.00 40.84 26.08

DECEMBER 31 CLOSING PRICE 77.28 76.02 54.55 48.17 41.75

12-MONTH TREND +1.70% +39.4% +13.2% +15.3% +24.4%

MARKET CAPITALIZATION 
AT DECEMBER 31 (€BILLION) 

16.59 16.32 11.67 10.20 9.00

DIVIDEND PER SHARE 0.94* 0.88 0.85 0.83 0.70

Financial 
communication 
and investor relations 
department
Véronique Gillet, Senior 
Vice-President, Investor Relations 
& Financial Communications
Sébastien Leroy, Financial 
Communications Manager
Ariel Bauer, Asia Pacifi c Investor 
Relations Manager
Julien Brosillon, Financial 
Communications Coordinator
Phone: +33 (0)1 49 77 42 16 
E-mail: invest@essilor.com

FINANCIAL INFORMATION
www.essilor.com, “Investors” 
and “Press” sections.

* Subject to shareholder approval at the May 7, 2014 Annual Shareholder’s Meeting.
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Financial results

In € millions 2013 2012 2011 2010 2009�(a)

RESULTS

Revenue 5,065 4,989 4,190 3,892 3,268

Gross margin(1) as a % of revenue 56 55.8 55.4 55.5 56.1

Operating expense as a % of revenue 37.9 37.9 37.6 37.4 37.9

Contribution from operations(2) 917 893 748 705 593

Contribution from operations as a % of revenue 18.1 17.9 17.9 18.1 18.1

Operating profi t 843 831 683 618 550

Net profi t attributable to equity holders of Essilor International 593 584 506 462 391

Net margin as a % of revenue 11.7 11.7 12.1 11.9 11.9

CASH FLOWS

Net cash fl ow from operating activities 843 840 668 619 510

Property, plant & equipment and intangible investments, gross 297 241 205 140 125

Financial investments, gross(3) 502 283 527 888 229
Dividends paid(4) 185 177 172 147 137

BALANCE SHEET

Equity attributable to equity holders of Essilor International 3,756 3,657 3,325 3,001 2,713

Intangible assets and property, plant and equipment, net 
(excluding non-current fi nancial assets)

4,206 3,709 3,420 2,900 2,085

Borrowings 1,174 916 916 688 365

Net cash -369 -237 -506 -296 93

RATIOS (as a %)

Return on Assets (ROA) 16.7 17.7 16.2 18.2�(5) 20.2

Return on Equity (ROE) 16 16.1 15 15.5 14.6

Net debt (cash) to equity -9.8 -6.5 -15.2 -9.9 3.4

PER SHARE DATA (in €)

Net assets(6) 19.22 18.64 16.57 14.58 12.97

Basic earnings per share 2.82 2.80 2.44 2.20 1.89

Diluted earnings per share 2.78 2.77 2.41 2.18 1.88

Net dividend 0.94* 0.88 0.85 0.83 0.70

OTHER

Employees 55,129 50,668 48,700 42,704 34,759

Number of shares at December 31(7) 214,699,498 214,724,040 214,038,296 211,655,342 215,509,972

(a) Adjusted for acquisition-related costs in accordance 
with IFRS 3 Revised.

* Subject to shareholder approval at the May 7, 2014 
Annual Shareholder’s Meeting.

(1) Revenue less cost of sales.

(2) Operating profi t before share-based payments, 
restructuring costs, other income/expense 
and goodwill impairment.

(3) Including share buyback

(4) Dividends paid out of prior-year profi t 
by Essilor International.

(5) Including FGXI and Signet Armorlite acquired in 2010.

(6) Equity including minority interests / Number of shares 
net of treasury stock.

(7) Including treasury stock.
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This document is published by the Corporate Communication Department.
Essilor would like to take this opportunity to thank all those who contributed to the production of this 

annual report through their personal accounts and by collating information.

Crizal®, Crizal Forte®, Crizal® Prevencia™, Varilux®, Varilux® S™ Series, SynchronEyes™, Nanoptix™, I-Relief™, 
E-SPF®, Xperio®, Xperio® UV, Optifog®, M’eye Fit™, Mr Blue® 2.0., M’Eye Sign™, Visioffi  ce®, Visioffi  ce® 2, 

Essilor® Anti-fatigue, Intuitiv™, Neva® Blue™, Neva® Max UV™, Crystal Vision®, Foster Grant®, MC-280-X™, 
Essilor Vision Foundation - Better Life Through Better Sight™, 2.5 New Vision Generation™ and Mieux voir 

le monde™ are registered trademarks of the Essilor Group.

Transitions®, Transitions® Signature™, Transitions® Signature™ VII and Chromea7™ are registered 
trademarks of Transitions Optical Inc. 

Prodigi™ and Prodigi Duo™ are registered trademarks of Technologies Humanware Inc. 
Shamir Autograph® III Eye-Point Technology III™, Natural Posture™, Worn Quadro™ and IntelliCorridor™ 

are registered trademarks of Shamir Optical Industry Ltd. 
Bolon™ and Molsion™ are registered trademarks of Xiamen Yarui Optical Co. Ltd. 

Kodak® is a registered trademark of Eastman Kodak Company. 
Polaroïd and Polaroïd & Pixel are registered trademarks.

Nikon®, SeeCoat Blue™ and SeeCoat Blue Premium™ are registered trademarks of Nikon Corporation. 
Costa® and Native® are registered trademarks of Costa Inc.

Univerres™ is a registered trademark of Groupement d’Achat des Opticiens Lunetiers.

Photo credits: Essilor International photographic library / Raphaël Dautigny / Richard Schroeder / 
Franck Dunouau / Gabo Morales / Getty / Corbis

Design and production:     

This document is printed on paper certifi ed by the Forest Stewardship Council.
FSC certifi cation guarantees compliance with the rules of sustainable forestry and monitoring 

through to the fi nal distributor.

www.essilor.com

2013
REGISTRATION 

DOCUMENT
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The 2013 Registration 
Document is available 
on request from 
Essilor headquarters 
and can be 
downloaded from 
www.essilor.com

IMPROVING
LIVES BY

IMPROVING 
SIGHT

2013-2014
Hightlights

2013-2014 
Highlights
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Essilor International
Compagnie Générale d’Optique

147 rue de Paris
94220 Charenton-le-Pont

France
Phone: + 33(0)1 49�77�42�24

www.essilor.com

Today, impaired vision 
affects 4.3 billion people around 

the world, but only 1.8 billion have 
the vision correction they need.
Our mission is to improve lives 

by improving sight.
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IMPROVING 
LIVES BY 

IMPROVING 
SIGHT

2013 
Annual report

A MODEL
that combines growth 
with social purpose

PIONEER, MULTI-LOCAL, 
HUMAN…
Journey to the heart of the Group

CHALLENGES 
Impaired vision is the world’s 
most common disability 
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