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Essilor is the world leader in ophthalmic optics, with an operating presence 
in more than 100 countries and 50,700 employees.

The success of the Group is the result of a strategy that has been driven by 
innovation for more than 160 years. From design to manufacture, Essilor 
develops extensive ranges of lenses to correct and protect eyesight.
The Group also develops and markets equipment for prescription laboratories, 
as well as instruments and services for eye care professionals. Since its acquisition 
of FGX International in 2010, Essilor is also the North American market leader in 
non-prescription reading glasses.

Our mission is to enable as many people as possible to 
see better in order to live better. Of the 7 billion people on earth 
today, 4.2 billion have problems with their sight, but only 1.7 billion have the visual 
correction they need. 2.5 billion people around the world still have no access 
to visual correction. The Group is doing everything it can to ensure to off er exactly 
the right product to every individual.

The Group shares and promotes the key values of: 
diversity, respect and trust, entrepreneurial spirit, 
innovation and working together.
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THE 
GROUP 
IN 2012  

€161.9M
RESEARCH AND INNOVATION BUDGET 

3
INNOVATION AND 
TECHNOLOGY CENTERS 

50,700
EMPLOYEES IN 56 COUNTRIES 
ON 5 CONTINENTS 

400+
PRESCRIPTION LABORATORIES 
AND EDGING FACILITIES 

 €4.989
BILLION OF REVENUE 

 €584
MILLION OF PROFIT ATTRIBUTABLE 
TO EQUITY HOLDER 

2010 2011 2012

€506M

€462M

€584M

REVENUE FROM LENSES AND OPTICAL 
INSTRUMENTS BY REGION 

18.6%
Asia, Oceania, 

Africa,
 Middle East 

39.1%
North 
America 

35.1%
Europe

7.2%
Latin 

America  

22
PRODUCTION PLANTS WORLDWIDE

232
NEW PRODUCTS IN 2012  

REVENUE BY BUSINESS 

4.0%
Equipment 

89.1%
Lenses 
and Optical 
Instruments 

6.9%
Readers
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INTERVIEW 

Hubert Sagnières, whenever you talk 
about Essilor, you always begin by referring 
to the company’s mission. Why?

HUBERT SAGNIÈRES: Even though 
Essilor has commercial objectives, 
its mission is public health. We are 
committed to helping as many people as 
possible worldwide to live a better life as 
a result of good vision. Throughout the 
history of our company, we have worked 
to protect and improve people’s vision by 
off ering products tailored to every need 
and pocket. It’s a huge challenge, because 
impaired vision is a global issue. Of the 7 billion 
people on earth today, 4.2 billion have 
problems with their sight. Unfortunately, 
2.5 billion still suff er from poor vision simply 
because they have no access to the right type 
of correction. These are the people that 
Essilor is committed to helping. Given the 
very high economic and social impact 

imposed by vision problems, our mission 
is absolutely essential. Estimates suggest that 
these problems are responsible for 810 million 
children struggling with their schoolwork and 
for lower workplace productivity and safety 
levels for around 1.1 billion people of working 
age. Poor vision costs the global economy 
a staggering $269 billion every year in lost 
productivity. So striving to provide individuals 
with good vision is therefore a mission 
of responsible citizenship. This ambition 
and responsibility are shared by all our 
employees, and drive the commitment of our 
teams worldwide in their daily activities. 

Essilor has also been engaged in socially-
supportive initiatives to make visual 
correction available to the maximum number 
of people for some years now, hasn’t it? 

H.S.: Yes, indeed. One of the organizations 
we work with is Lions Clubs International, 

PERSPECTIVES 
ON ESSILOR AND 
ITS YEAR IN 2012

How is the global market for 
ophthalmic lenses performing, 
and what are its challenges? 
How does Essilor rank in that 
market and what is its strategy 
for maintaining its leadership relative 
to its competitors? How did the 
Group perform in 2012, and how 
does it assess the year? Group 
Chairman and CEO Hubert 
Sagnières and his two Chief 
Operating Offi  cers - Paul du Saillant 
and Laurent Vacherot - give us 
their perspectives.

Hubert 
Sagnières 
Chairman 
and CEO

Paul du Saillant 
Chief Operating 
Offi  cer

Laurent Vacherot 
Chief Operating 
Offi  cer
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and together we have set up 
an eyeglass dispensary in Madagascar. 
In 2007, we also established the Essilor Vision 
Foundation in the USA to detect and treat 
vision problems in children. In overall terms, 
our goal is to reach out to those who would 
otherwise have no access to eyecare, 
by off ering free vision defect screening 
sessions, as well as free lenses to the most 
underprivileged in society. We see this as 
a natural extension of our central mission.   

Laurent Vacherot and Paul du Saillant, 
what makes Essilor special in its market?

LAURENT VACHEROT: I’d say that Essilor is 
special in a number of ways. First of all, it’s 
the only pure player in the ophthalmic optics 
market. Throughout its history, the company 
has focused exclusively on its mission by 
developing its skills and knowledge with 
the single aim of improving people’s vision 

as a way of giving them a better quality of life. 
This mission was enshrined in the Group’s 
founding agreements back in 1972. It still 
guides the actions of Essilor worldwide today, 
and will continue to do so in the future.

PAUL DU SAILLANT: Our corporate culture is 
another clearly distinctive feature. It’s based 
on entrepreneurial values of shared trust, 
respect for others, recognition of the 
diff erences that make us unique, and 
encouraging initiative. The fact that our 
employees are also Essilor shareholders is 
an integral part of Group culture and identity. 
At Essilor, we believe that success is for 
everyone, which is why we place such 
importance on employee shareholding. 
Nearly a quarter of our people now own 
shares in the company.

L.V.: Another signifi cant feature is that Essilor 
is Number 1 in its market. That’s important 

because the ophthalmic optics market 
is highly fragmented, and the manufacturers 
in this industry need a strong leader in order 
to progress.  A leader that is innovative in 
terms of products, services and training… 
and a leader capable of advancing and 
developing the entire market.   

Paul du Saillant, how important is innovation 
to the Essilor growth strategy?

P.D.S.: It’s absolutely central. Innovation in 
terms of products, services and technologies 
has always driven the growth of Essilor 
throughout its history. It’s what underpins 
the relationships we have with our customers, 
and the satisfaction of the consumers who 
ultimately use our products. It’s no accident 
that two of the most important inventions in 
the ophthalmic optics market - organic lenses 
and progressive lenses - are both Essilor 
developments! Innovation is what allows 

04

1 million lenses are sold 
every year around the world 
by Essilor to 500,000 people.

5,600 At the end 
of 2012, the Group held more than 
1,000 families of patents worldwide 
- representing 5,600 patents.

INTERVIEW 
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the Group to adapt successfully to global 
markets, deliver its mission, continually grow 
its expertise and become even more 
adaptable. In terms of numbers, Essilor can 
rely on more than 500 researchers working 
in three Innovation and Technology Centers in 
Europe, America and Asia. The Group is also 
strengthening its innovative capabilities all the 
time by working with an expanding network 
of academic and industrial partners. In 2012, 
it devoted €161.9 million to research and 
innovation, engineering and the development 
of new processes. Nearly 45% of our 
revenue is generated from products less 
than three years old. We now hold around 
5,600 patents, so you can see that innovation 
is absolutely essential for Essilor. I should add 
that innovation in ophthalmic optics naturally 
involves responding constantly to the 
challenges posed by optical design, fi ltration, 
materials and lens coatings. But as far as we 
are concerned, it’s never a real innovation 

unless there is a direct benefi t for the 
individual. That’s why the person who wears 
our glasses is the central focus of everything 
we do in research and development.   

Laurent Vacherot, would you say that its 
international presence is the other driving 
force behind the growth of the Group?

L.V.: Defi nitely: it is the second cornerstone 
of our strategy. Essilor now employs nearly 
51,000 people in 56 countries, and has an 
operating presence in around 100 countries. 
Its success is closely linked to the way in 
which it has established that presence around 
the world and built strong networks to 
respond eff ectively to the specifi c needs 
of local markets. The Group pursues an active 
policy of acquisition and partnership to grow 
its market shares, and to continue its policy 
of respecting local diff erences wherever 
it operates. At the same time, it has 

“Given the very high economic and social 
impact imposed by vision problems, our mission 
is absolutely essential.”

05

INTERVIEW 

RAES012_02-11_GB_BAT.indd   05 24/05/13   13:04



ESSILOR

developed a highly sophisticated 
supply chain that begins with its 22 production 
facilities, passes through 400 prescription 
laboratories and 400,000 retail stores, 
and ends with the person who wears the 
glasses. Regardless of where they may 
be located, this structure gives opticians and 
their customers a guarantee of top-quality 
products and services that are delivered 
in a quick and reliable manner.  

Paul du Saillant, how was the Essilor 
innovation strategy interpreted and 
applied in 2012?

P.D.S.: 2012 was a year packed with innovation, 
during which we launched 232 new products 
into all segments of the market. Some of those 
will set new standards. I’m thinking particularly 
of Crizal UV, a new generation of lens that 
delivers protection against harmful UV rays 
refl ecting off  the rear surface of the lenses. 

And then there is the Varilux S Series, today’s 
most eff ective visual solution in progressive 
lenses, which gives long-sighted users a level 
of visual comfort very close to that of natural 
vision. It really is a revolutionary product, 
and has been developed out of three major 
innovations protected by 15 patents! 
The Group also continued to pursue its 
360° innovation strategy throughout the year, 
bringing forward new developments in 
equipment, sales support resources, eye care 
professionals services and the supply chain. 
At the beginning of 2013, Essilor even ventured 
beyond ‘core business innovation’ to off er 
a completely new breakthrough called Crizal 
Prevencia. It creates a totally new category 
of photoselective and photoprotective lenses 
that fi lter out harmful blue light that can 
damage the eye. It marks the culmination 
of years of research and experimentation 
conducted in conjunction with the Paris Vision 
Institute. These new lenses give consumers 

“2012 was a year packed with innovation, 
in which we launched 232 new products 
into all segments of the market.”
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the opportunity to protect themselves from 
exposure to blue light throughout their lives. 
For Essilor, it marks the fi rst venture into a new 
fi eld of research and development: preventive 
care and visual health.  

Back to you, Laurent Vacherot, how did the 
Group extend its international presence in 2012?

L.V.: We pressed ahead with our acquisitions 
program during the year, with the signature 
of 24 partnerships, including 14 in fast-growing 
markets, which together represent full-year 
revenue of €171 million. We also established 
a presence in fi ve more countries: Ivory Coast, 
Laos, Sri Lanka, Togo and Tunisia. All fi ve are 
new to the Group, and we will be bringing 
with us our commitment to off ering a better 
quality of vision to everyone in those 
countries. At the same time, we continued 
to deploy our multi-network growth strategy 
in all countries in which we are already 

operate, which is allowing us to speed up 
distribution of all our brands. We also 
announced new partnerships with local 
market leaders in high-potential countries. 
So in Colombia, where we opened a sales 
offi  ce in 2011, we have signed an agreement 
to acquire a majority shareholding in Servi 
Optica during the year. Servi Optica is the 
Colombian market leader in ophthalmic 
lens distribution, and one of the largest 
prescription laboratories in South America. 
We will be using the company as the base 
for our growth into the Andean countries 
of Peru, Venezuela, Ecuador and Bolivia, 
where we have yet to establish a direct 
presence.  

Hubert Sagnières, is this strategy delivering 
good results?

H. S.: Without a doubt, because between 
2008 and 2012, Group annual revenue grew 

from €3 billion to €5 billion, our labor force 
expanded from 34,320 to nearly 51,000, 
and our market capitalization is up from 
€7.1 billion to €16.3 billion. We grew our 
revenue by 19.1% in 2012 alone. Essilor’s ability 
to build partnerships with local leaders in the 
ophthalmic industry, at the same time 
as continuing to generate strong organic 
growth, gives us every reason to believe 
that we will achieve our target of generating 
€1.5 billion of annual revenue from high-growth 
countries by 2015. 

Laurent Vacherot, how do you see the 
ophthalmic optics market developing?

L.V.: I’m optimistic about the market. Demand 
is growing all the time, including in mature 
markets, driven largely by the aging profi le of 
the population. As a result, the global market 
is increasing by between 3% and 4% year-on-
year. By 2030, the world’s population 

THE INCREASING 
CONTRIBUTION FROM 
FAST-GROWING MARKETS €597 million in free 

cash flow: an increase of 28.9%. 
2011

€664 M
15.9%*

2012

€911 M
18.3%*

Contribution from operations:

17.9% 
of revenue.

07
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*  Percentage of the Group 
revenue
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will have reached 8.3 billion. Of those 
8.3 billion, 5.4 billion will need vision care, but 
fewer than 3 billion will be wearing glasses. 
In fast-growing countries, middle-class living 
standards are rising, which opens up new 
opportunities in the midrange segment, and 
changes the scale of the overall market very 
signifi cantly. At the same time, Essilor continues 
to stimulate early-stage demand upstream 
of its production business through awareness 
campaigns, screening initiatives and the 
supply of equipment to regions of the world 
where access to vision care is problematic. 
We therefore have everything we need to 
develop our business and gain real ground 
in the global fi ght against vision problems.  

Turning fi nally to you, Hubert Sagnières, how 
do you see the coming decades for Essilor?

H. S.: With the distinct advantage of a proven 
growth model, the Group has what it takes 

to build a solid future for the ophthalmic 
optics industry by responding to the 
increasing demand for visual health. 
As part of that, we must expand our off er 
to include every segment of the market. 
We must also press ahead with responsibility-
based initiatives like the Vision Impact 
Institute set up at the beginning of 2013 
to improve our knowledge of the socio-
economic impact of vision problems. 
And naturally, we will be continuing to drive 
forward innovation in products, technologies 
and services by thinking long term. 
When it comes to innovation, the best 
is yet to come. By launching products like 
Optifog, Crizal UV and Crizal Prevencia, 
we have triggered a process of acceleration 
that only technological evolution can deliver. 
Our goal now is to produce lenses that 
are increasingly adapted to the specifi c 
needs of individuals, who vary very 
signifi cantly in terms of their vision 

problems, age, geographic location 
and lifestyle. We therefore look forward 
to the future with confi dence and enthusiasm. 
Whatever challenges the future may hold, 
all our teams are fully committed 
to overcoming them and confi dent in 
their ability to do so. •  

810 million children 
suff er from uncorrected 
vision problems*.

$269 billion: the estimated 
annual cost of productivity lost as a result 
of uncorrected vision defects*. 
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GOVERNANCE  

BOARD OF DIRECTORS AT DECEMBER 31, 2012

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-Aff rique*
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

Mireille Faugère*
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
Europe Supply Chain Director, 

Essilor and Chairman of the 

Valoptec Association

Olivier Pécoux*
Executive Committee Chairman, 

Rothschild et Cie

Michel Rose*
Former Chief Operating Offi  cer, 

Lafarge

* Independant directors **Subject to shareholder approval at the May 16, 2013 Annual Meeting  

The unique Essilor governance model is a direct refl ection of its growth ambitions. 
The Executive Committee oversees the operational aspects of the business throughout the world. 
The Board of Directors provides a clear statement of strategy and monitors the management 
of the company. It is assisted in its work by fi ve topic-specifi c committees. Executive 
Committee and Board members are selected and appointed on the basis of their personal 
attributes and skills. The internal shareholder base - the largest Essilor shareholder grouping - 
promotes dialog and involves employees in all the major decisions taken by the Group.   

09
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EXECUTIVE 
COMMITTEE

A MULTICULTURAL MANAGEMENT TEAM

At the heart of our corporate governance structure, the Executive Committee oversees 
and manages business operations worldwide. Its 23 members contribute a broad wealth 
of experience from an equally broad range of nationalities and cultures: American, Brazilian, 
Canadian, English, French, German and Indian. 

10
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1   Hubert Sagnières 
Chairman and Chief Executive Officer 
2  Paul du Saillant   
Chief Operating Officer, 
3   Laurent Vacherot 
Chief Operating Officer, 
4  Tadeu Alves   Senior Vice 
President, Latin America, 
5  Éric Bernard   President, 
Essilor China, 
6  Jayanth Bhuvaraghan   
Chief Corporate Mission Officer*,
7  Carl Bracy   Vice President 
Marketing and Business Development, 
Essilor of America,
8   Jean Carrier-Guillomet   
President, Essilor of America, 
9  Patrick Cherrier   
Président Amera Region**, 
10  Lucia Dumas   Senior Vice 
President Corporate Communications, 
11  Bernard Duverneuil   
Chief Information Officer, 
12  Marc François-Brazier   
Corporate Senior Vice President, 
Human Resources, 
13  Norbert Gorny   President 
Satisloh, Equipment and Consumables,
14  Réal Goulet   President, 
Essilor Laboratories of America, 
15  Éric Léonard   
President, Europe Region, 
16  Éric Perrier   Corporate Senior 
Vice President, Research 
and Development,
17  Géraldine Picaud   
Chief Financial Officer, 
18  Patrick Poncin   Corporate 
Senior Vice President, Global 
Engineering,
19  Thierry Robin   Digital 
Surfacing Strategic Opportunity 
Project Director, 
20  Bertrand Roy   
Senior Vice President of Strategic 
Partnerships and Key Accounts, 
21  Kevin Rupp   Chief Financial 
Officer and Executive Vice President 
Finance & Administration, Essilor of 
America, 
22  Éric Thoreux   Corporate 
Senior Vice President, Strategic 
Marketing, 
23  Carol Xueref   Corporate 
Senior Vice President, Legal Affairs 
and Development. 

11

7 923 20 3 155 212 6

*Previously President, Southeast Asia, 
ASEAN, Operations & IT - AMERA. 
**AMERA: Africa, Middle East, Russia, Asia. 
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BOUNDLESS 
VISION
3-way commitment
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A RESPONSIBLE 
VISION OF 
OUR MISSION 
P. 15

A LONG-TERM 
VISION THROUGH 
INNOVATION  
P. 23

A BROAD 
VISION OF 
OUR MARKETS 
P. 33

1 2 3

ESSILOR
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Because diffi  culties at school can often be 
the result of vision problems, Essilor has a worldwide 

commitment to providing children with the 
optical correction they need. This mission is also 
a duty closely linked with the Group’s voluntary 
commitment to play its part in building a better 

future for everyone.

Seeing the world better for… 
Li, school student in Ura (Bhutan)
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Seeing the world better for…
Stephen, taxi driver (Miami)

Nearly a quarter of the world’s drivers have problems 
with their sight, and poor vision may contribute to 

more than half of all road traffi  c accidents. 
Essilor is engaged in providing universal 

access to better visual protection to make 
every day a safer day.
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 SOCIAL COMMITMENT  In January 
2013, Essilor was included for the fi rst time in 
the Global 100 Most Sustainable Corporations 
in the World rankings.

This inclusion marks offi  cial recognition 
of the Group’s commitment to sustainable 
development. That commitment is absolutely 
central to its mission. Everything Essilor 
does is focused on protecting and improving 
vision. So what is its ambition? It is quite 
simply to enable as many people as possible 
to see better in order to live better. 
The mission of the Group is supported 
and accompanied by delivering the levels 
of quality and innovation worthy of the 
challenges involved. It is facilitated by the 
essentially human spirit and focus of Essilor. 
Originally formed as a workers cooperative, 
the Group today still retains this spirit 
of participative governance through employee 
shareholding. This in turn encourages its people 

to adopt its strategy, and makes a signifi cant 
contribution to their very high level of involvement 
in corporate responsibility initiatives. 
The primary responsibility of Essilor is to 
develop its range of products and services, 
and distribute that range as widely as possible 
for the obvious benefi ts it brings to people 
around the world. Added to that, its status as 
market leader gives it a number of special 
responsibilities, including leading by example 
in terms of professionalism and market conduct. 
These are the reasons why the Group has set up 
the Vision Impact Institute, launched in March 
2013. The creation of this Institute was based 
on one simple fact: there is a crucial lack of 
knowledge and understanding about the socio-
economic impact of vision problems. By 
contributing credible and reliable data on these 
issues, this completely independent Institute 
of global experts will be able to demonstrate 
the correlation between good vision and social 
and economic development.

 A RESPONSIBLE VISION 
OF OUR MISSION

“For Essilor, enabling 
access to visual health 
for as many people as 
possible worldwide is 
both an ambition and a 
responsibility to which 
all its teams contribute 
every day.” 
Hubert Sagnières

15

MISSION 
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The long-term growth of Essilor is 
achieved within the framework of a global 
policy that is simultaneously economic, 
human and environmental. This commitment 
was formalized in 2002 by the introduction 
of a Sustainable Development Department. 
Sustainable development is a totally cross-
disciplinary function within the Group. 
Independent external evaluation over many 
years has demonstrated the extremely positive 
contribution to Essilor’s performance made 
as a result of applying sustainable development 
criteria. In fact, all the company’s researchers 
are trained in eco-design and eco-effi  ciency.

A highly standardized management system 
enables the Group to control risks in terms of 
quality, environmental issues and occupational 
health and safety. For example, every one of the 
Group’s upstream production facilities has held 
ISO 14001 environmental certifi cation since 2005, 
and the Group has implemented a series of 

practical initiatives to reduce its ecological 
footprint, from the use of recyclable packaging to 
lower energy consumption. At the end of 2011, the 
BBGR facility at Sézanne in France installed a new 
system that recycles up to 70% of the wastewater 
it produces using a biological treatment 
technology. As is so often the case, environmental 
benefi ts are accompanied by economic ones, 
since experience of this technology gives the 
Group a competitive edge, especially in countries 
where water is in short supply or its use is 
restricted. Essilor also encourages good practices 
of all types through the annual awards presented 
to the best projects submitted by its employees 
with the aim of giving Group operations an 
economic, environmental or social edge. In 2012, 
the judging panel assessed 64 of these initiatives. 
Teams from 11 countries, including Canada, Brazil, 
Poland, India, China and The Philippines, received 
awards. Essilor also strengthened its commitment 
even further by introducing a responsible 
purchasing charter during the year. 

16

-10% the reduction 
in energy consumption 
achieved by Essilor over 
the last three years. 

2.5 billion 
people around the world have 
problems with their sight, but have 
no access to vision correction.  

STRENGTHENING 
OUR COMMITMENT 
WITH A STRATEGIC 
APPOINTMENT 

Jayanth Bhuvaraghan was 
appointed Chief Corporate Mission 

Offi  cer in April 2013. This appointment 
refl ects the Group’s ambition to 
introduce a cross-disciplinary social 
responsibility program linked directly 
to Group strategy. The creation of this 
unique appointment also embodies 
Essilor’s commitment to deliver 
vision improvements for all. Jayanth 
Bhuvaraghan has twin missions. 
The fi rst is to raise public awareness 
of the importance of good vision and 
to provide information about the 
worldwide socio-economic impacts of 
poor vision. The second is to implement 
initiatives designed to benefi t the 
2.5 billion people worldwide who have 
no access to eyecare, and yet need 
corrective lenses. Jayanth Bhuvaraghan 
will as such be responsible for the 
Vision Impact Institute and Essilor 
Vision Foundation.  

 

MISSION 
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IMPAIRED 
VISION

23%
OF  DRIVERS  WORLDWIDE 

HAVE VISION PROBLEMS

59% OF ROAD TRAFFIC
ACCIDENTS MAY BE RELATED

TO POOR VISION

30%
OF  CHILDREN  HAVE EYESIGHT PROBLEMS 

THAT COULD IMPACT  NEGATIVELY ON: 

THEIR HEALTH THEIR 
PROGRESS 
AT SCHOOL

THEIR 
INTEGRATION 
INTO SOCIETY

THESE PROBLEMS COULD
REDUCE THEIR PROFESSIONAL
PERFORMANCE BY UP TO 20%

33%
OF  WORKING  PEOPLE 

HAVE VISION PROBLEMS

POOR VISION INCREASES
  THE RISK OF ELDERLY 

 PEOPLE  FALLING 
BY A FACTOR OF 7

X 7

BILLION GET IT
1.7 2.5

BILLION DO NOT

* Source: Vision Impact Institute™
@ visionimpactinstitute.org

OF THE 7 BILLION PEOPLE
IN THE WORLD TODAY

4.2 
BILLION NEED A VISUAL CORRECTION 
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59%
OF ROAD TRAFFIC 

ACCIDENTS-�20�%

MISSION 
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120,000 
American children have been screened for vision 
defects and provided with corrective lenses thanks 
to the work of the Essilor Vision Foundation.

18

 A MORE HUMAN VISION OF 
THE FUTURE  The Group’s readiness to 
reach out to those with no access to eyecare 
is another aspect of social commitment.

Essilor implements many socially benefi cial 
initiatives, including screening for sight defects 
and programs to make visual correction 
accessible to as many people as possible. Since 
2003, the Group has partnered with the Special 
Olympics, an international organization whose 
work promotes the social integration of 
mentally challenged athletes through sport.

Over the last nine years, the Opening Eyes 
program to improve the eyesight of athletes 
competing in the Special Olympics has 
involved the Group in providing more than 
100,000 prescription lenses. The 2007 creation 
by Essilor of the Essilor Vision Foundation in the 
USA is another major social initiative. The 
foundation has developed a series of programs 

to correct poor vision in children. Kids Vision 
for Life off ers the partner social organizations 
and volunteer employees of the Group an 
information module, sight tests and advice 
designed specifi cally for school students. 
Mobile clinics bring teachers, nurses and 
children together to off er free screening 
sessions. The foundation also off ers free lenses 
to children from the most disadvantaged 
families. Many of the Group’s US employees 
have also ‘adopted’ a local school. As a result 
of this program, more than 100 schools 
in 20 states have received practical help in 
addressing vision problems. Lastly, Essilor is 
involved in many initiatives alongside the Lions 
Clubs International, which does a great deal of 
work to promote visual health. Having worked 
together to set up an eyeglass dispensary in 
Madagascar, the partners went on to do the 
same in two African eye hospitals in 2012. •

SCREENING, IN INDIA

Working in partnership with 
Shiva opticians, Essilor 

conducted a month-long screening 
program to identify vision defects 
amongst Bangalore traffi  c police 
offi  cers and their families. It seemed 
the right way to thank them for the 
work they do on a daily basis to 
maximize road safety. A total of 
1,610 police offi  cers received sight 
tests, which identifi ed a visual 
problem in 482 of them.  

MISSION 
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“Universal access to visual health is 
a fl agship challenge for international 
development.”

C
lear sight through 
visual correction is 
not a luxury. On the 
contrary, it is a key 
factor for personal 
development. 

Impaired vision puts individuals 
at a disadvantage from the very 
beginning, and causes problems 
in school, because learning and 
education rely so much on sight. 
This in turn can cause problems in 
fi nding a job and reduce personal 
effi  ciency for those who do fi nd 
work. And then, of course, there 
are the problems of social 
interaction within the family and 
society as a whole. Impaired vision 
also has an impact at the 
macroeconomic level. The World 
Economic Forum is currently 
working on an indicator that will 
evaluate the human capital of 
companies, and the experts 
involved in this work are paying 

very close attention to the 
percentage of people with vision 
problems in these companies. 
Proof then, that there is a clear link 
between vision and economic 
development.

The fact that the issue of poor 
vision is also being addressed by 
the largest international bodies 
is another refl ection of its 
importance. The WHO has given 
its seal of approval to the rollout of 
an action plan designed to provide 
universal access to visual health. 
That’s very good news, because 
there are so many threats to the 
health of populations around the 
world, and there is always a risk 
that some issues take precedence 
over others. Added to that, 
although we have made progress 
in combating sight problems, the 
aging profi le of world populations 
and changing lifestyles mean that 

the number of people exposed 
continues to increase. The need 
for action is therefore urgent.

If we are to act eff ectively, then 
cooperation between everyone 
involved is essential. Everything 
has to begin with local initiatives, 
because visual health is an issue for 
specialists: it’s all about delivering 
the right solutions to specifi c 
problems. That said, the 
establishment of networks that 
bring together everyone involved 
- from governmental and non-
governmental organizations to 
national and supranational bodies, 
and the public and private sectors 
- is crucial. It is therefore by 
developing exchanges of good 
practice that we will generate the 
large-scale involvement needed 
to bring a global dimension to the 
fi ght against impaired vision. 

Serge Resnikoff  
Président de l’Organisation pour la prévention de la cécité

VU 
PAR…

19

AS 
SEEN 
BY… Serge Resnikoff  

President of the Organisation for the Prevention of Blindness

MISSION 
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2

Essilor implements many socially benefi cial initiatives, 
including screening for sight defects and programs to make 
visual correction accessible to as many people as possible. 
Here are just a few of those initiatives.

ESSILOR VISION 

FOUNDATION

 “A 
Better Life through Better Sight’…” that’s 
the slogan of the Essilor Vision Foundation 
(EVF). The foundation has built many 

partnerships around the world with vision 
professionals to improve screening for visual 
problems amongst children and provide correction 
for the most underprivileged. Between 2007 and 
the start of 2013, the foundation had provided nearly 
127,000 screening sessions and distributed more 
than 37,000 corrective lenses. That dynamic 
performance is one that the EVF intends to continue 
and build on, with the aim of distributing 100,000 
more ophthalmic lenses over the next three years.

A SPECIAL 

DAY

October 11, 2012 saw Essilor employees 
once again devote their time and 
commitment to support World Sight Day. 

Many volunteered to ‘Help the World See Better’ 
by organizing many events, such as eye tests, 
in 22 countries. The aim of all these events was 
to raise awareness amongst local people of the 
importance of prevention and care in ensuring 
good eyesight.

THE GLOBAL BURDEN 
OF IMPAIRED VISION

The impact of impaired vision is substantially 
underestimated, in terms not only of the 
number of people aff ected (2.5 billion), 

but also of the cost (annual productivity losses 
estimated at $269 billion). The Vision Impact 
Institute was set up to create awareness of the 
global economic impact of vision problems. Under 
the guidance of a Consultative Committee of 
independent experts, it collects and disseminates 
survey data on these issues. It also aims to put in 
place measures designed to reduce the impact 
of impaired vision and the number of people 
who suff er from it. 
The website: www.visionimpactinstitute.org

AN ENERGETIC 
PARTNERSHIP

On December 19, 2011, Essilor renewed 
its partnership with Special Olympics 
for a further three years via its 

foundation. Its aim is to promote the social 
acceptance and integration of 2.25 million 
mentally challenged children and adults 
in more than 150 countries. The Group is 
involved as the exclusive global distributor 
of corrective lenses under the Healthy 
Athletes program, which off ers free health 
examinations to athletes as part of improving 
the eyesight of those with mental disabilities.

1  Essilor Vision Foundation
2  Special Olympics
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Polar explorer and geophysicist Eric Brossier, 
his wife and their two young daughters wear 

glasses specially adapted to this extreme climate 
and intense brightness.

Seeing the world better for…
Éric, explorer and scientist

21
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The innovation that is Optifog lets Yves see more 
clearly and do his job better. The integral anti-fogging 

properties of his lenses allow the chef to run 
his business without the steam of his kitchen 

clouding his judgment.

Seeing the world better for… 
Yves, chef at Bistrot Urbain
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 A 360° VIEW OF INNOVATION  
Innovation in every part of the business has 
been central to the Essilor growth strategy 
from the very beginning.

It is innovation that enables the Group to 
deliver its mission of allowing as many people 
as possible to see better in order to live better. 
Innovation is also the basis of the Group’s 
expertise and adaptability, and allows it to 
maintain its status as the global leader in 
ophthalmic optics. Essilor is also the originator 
of two major inventions in this market: organic 
lenses and progressive lenses, both of which 
were launched in 1959. Its ability to drive 
innovation has allowed Essilor to establish 
a strong presence in every lens category, 
with global brands like Varilux progressive 
lenses, Crizal lenses with their antirefl ective, 
anti-smudge, anti-static coating, Optifog 
anti-fogging lenses, Xperio polarizing lenses 
and Transitions variable-tint lenses. Every year, 

it devotes a substantial proportion of its 
revenue to innovation, including R&D, 
engineering and the development of new 
processes. In 2012, the Group invested €161.9 
million in boosting its ability to deliver high-
technology solutions and innovative products 
and services. 

Essilor develops and concentrates the best 
expertise available in the world today. 
This research and development activity is 
structured into three core areas: optics, physics 
& chemistry and disruptive technologies. 
In 2011, the Group took the decision to bring all 
its innovation assets (fundamental research, 
applied research, development, engineering 
and marketing) together into three Innovation 
and Technology Centers (ITCs) in the USA 
(Dallas), Asia (Singapore) and - soon - France 
(Créteil). The goals behind this structural 
change were to boost synergies by encouraging 
multidisciplinary collaboration, to optimize 

 A LONG-TERM VISION 
THROUGH INNOVATION

“Innovation is one 
of the driving forces 
of Essilor, because it 
allows us to create a 
dynamic relationship 
with our customers, 
and, of course, deliver 
satisfaction for the 
consumers who 
ultimately use our 
products.”
Paul du Saillant

23

INNOVATION 
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processes, and to deliver a more eff ective 
response to the expectations of customers 
and the specifi c needs of individual markets. 
The fi rst practical implementation of this global 
project was the offi  cial opening of the Dallas 
ITC in 2012. But at Essilor, innovation also 
means shared intelligence. In many areas, 
including materials, coatings and digital 
technologies, the Group works closely with 
universities, manufacturers, leading 
corporations and innovative SMEs. This 
approach enriches its own specialties by 
drawing on the best new developments from 
other areas of expertise. In 2012, the Group 
extended this policy of partnership through 
a series of initiatives, including getting 
together with the Polytechnique Montréal 
and six other industry partners to inaugurate 
the Multisectorial Industrial Research Chair in 
Coatings and Surface Engineering in Canada. 
During the year, it also renewed its partnership 
with Shanghai University for a shared research 

center whose research programs on high-
performance, multifunctional nanomaterials 
will add additional value to its future products. 

 SO MANY ACHIEVEMENTS IN ONE 
YEAR  In 2012, Essilor launched some 
232 new products across all market segments; 
a performance that illustrates how its 
innovative capabilities are accelerating.

During the year, the Crizal range of 
antirefl ective lenses was expanded with 
the launch of Crizal UV. This new generation 
of lenses is the fi rst in the market to off er 
protection against ultraviolet rays refl ecting off  
the back surface of the lenses, off ering a 
unique level of protection against the sun’s 
rays. Crizal UV refl ects the commitment of 
Essilor to reach beyond visual acuity and vision 
comfort to develop new areas of visual health, 
and has been very well received by opticians. 
The Varilux range was also extended in 

24

45% of the products 
marketed by Essilor were intro-
duced within the last three years. 

70 patents on average 
have been fi led by Essilor 
every year since 2005. 

REINVENTING 
VISUAL COMFORT

The Varilux S Series lens is the 
culmination of eighteen months 

of collaboration between all Essilor 
teams worldwide. To produce it, 
the Group has developed the new 
Nanoptix and SynchronEyes branded 
technologies that enable production 
of extremely high-quality retinal 
images with a minimum level 
of aberration. Equipment capable 
of achieving fi ve times the accuracy 
of traditional systems has also been 
developed. As a result, the Group 
Intellectual Property teams have been 
able to fi le 14 new patents. 

World  Forbes 
ranks Essilor 
amongst the World’s 
30 Most Innovative 
Companies for the 
second consecutive 
year.

MOST
INNOVATIVE
COMPANIES

INNOVATION 
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“The person who wears the glasses is the 
central focus for our commitment to innovation: 
it all begins and ends with that person.” 

A
t Essilor, innovation 
is a dynamic 
commitment with 
ophthalmic lens 
wearers as its 
central focus. We 

operate a global R&D organization 
structured around three Innovation 
and Technology Centers 
strategically located in Europe, 
America and Asia. That means 
we are working in our markets, 
and that gives us a very clear 
understanding of what consumers 
expect. Every research program 
begins by gathering a very large 
body of data from wearers. 
We then use that data to identify 
problems and start the process 
of modeling potential solutions. 
Only the best of those are retained 
and used as the basis for creating 
prototypes for wearer testing. 
As part of these tests, wearers 
evaluate three products: a neutral 
product, the best product 
currently available in the market 
and the innovative product 
designed by our teams. If, at the 
end of these tests, our innovation 

is not rated as delivering real 
added value, then we repeat the 
design and evaluation process 
until we do achieve a positive 
outcome. We use the same 
evaluation loop for optical design 
and lens treatments. 

This commitment to using 
consumer needs as the starting 
point is what guides our key 
research programs today. The fi rst 
of these is characterizing the 
parameters that will become 
essential for the future of 
ophthalmic lenses. For example, 
we are researching how people 
read mobile phone and tablet 
screens, the postures they adopt 
when reading, etc. Another 
addresses the high-growth 
markets of Asia, India and South 
America, where there is colossal 
demand, but that body of demand 
must be segmented in great detail 
if we are to provide users with the 
right solutions for their needs. In 
an enormous country like China, 
there is an equally enormous 
spectrum of ethnic and social 

diff erences. If we are to deliver the 
right responses, we must identify 
those segments of the population 
that may share the same criteria, 
and in our case, we are paying 
particular attention to myopia in 
children. Our third major focus 
at the moment concerns our 
commitment to reaching the 
2.5 billion people who still do not 
have access to visual health care. 
Achieving that will demand 
innovation and the ability to adapt 
our value chain from production 
through distribution in ways that 
will enable these people to access 
visual correction. 

 Éric Perrier
Corporate Senior Vice President, Research and Development

25

INNOVATION 

AS 
SEEN 
BY…
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2012 with the addition of a revolutionary 
lens: the Varilux S Series. This innovation 
received a Gold Award at the Silmo optics 
tradeshow in Paris. This lens leaves behind the 
traditional compromise between a wide fi eld of 
vision and the swim eff ect; in traditional lenses, 
limiting the eff ects of one always worsens the 
eff ects of the other. The Varilux S Series off ers 
consumers a perfect balance between motion, 
wide-angle vision and shorter adaptation time. 
These lenses also provide a level of visual 
comfort very close to that of natural vision. 
What better way of improving the daily 
lives of nearly 2 billion long-sighted people 
worldwide. 

Every part of the Group is involved in its 
commitment to innovation. Shamir Optical, 
the Israeli company in which Essilor acquired 
a 50% stake in 2011, introduced one of the most 
striking innovations of 2012: in Touch is a new 
progressive lens developed specifi cally for 

smart phone users. The Defi nity 3 range, whose 
progressive surface is shared by both sides 
of the lens, was also developed in synergy 
with the R&D teams at Shamir. 

 A WIDER FIELD OF VISION  
Innovation in 2012 was not restricted solely 
to Essilor corrective lenses. 

For example, the teams of the Group’s 
Equipment Division developed the Box-coater 
1200-MPX, a high-effi  ciency antirefl ective 
coating applicator, and the ‘microlabs’ designed 
specifi cally for small manufacturers requiring 
access to digital surfacing technology. 
The Group also introduced a series of new sales 
support resources for opticians. Its Instruments 
Division launched M’Eye Fit, a range of 
measuring systems that complement the 
Essilor range designed to promote eyewear 
personalization in all market segments. 
The extensive catalog of optician 

2013 sees the launch of 
new-generation Transitions 
Signature VII variable-tint lenses 
and the new generation of Optifog 
long-term anti-fogging lenses. 

Innovation as 
a guide for 
consumers / Essilor 
has created the 

E-SPF index to accompany 
the introduction of UV 
protection for its entire Crizal 
range, including clear lenses. 
This index measures the 

protection off ered by a lens 
against ultraviolet rays, and 
has been developed by the 
Group to raise awareness 
of the need for UV protection. 
Its aim is to set a standard for 
the market, similar to those 
already used in the cosmetics 
and skincare industry. 

INNOVATION FOR 
GREATER PROTECTION

2013 sees the launch by 
Essilor of Crizal Prevencia, 

the new preventive lenses 
that provide selective protection 
against harmful blue light and 
UV; both are risk factors for 
the degeneration of retinal cells 
and the appearance of cataracts. 
As the outcome of four years 
of ambitious research conducted 
jointly by Essilor and the Vision 
Institute, Crizal Prevencia marks 
a major advance in ophthalmic 
optics. These irreversible visual 
pathologies must be combated 
in all sectors of the population, 
but most importantly amongst 
the world’s 1.3 billion children 
and 1.9 billion people aged over 
45 who are now the most 
vulnerable groups in terms 
of exposure to blue-violet light.

INNOVATION 
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SELECTIVE LIGHT FILTER 
TO IMPROVE EYE PROTECTION

2012 ANNUAL REPORT

INNOVATION 

AS 
SEEN 
BY…

INVISIBLE VISIBLE

Risks exist even 
in cloudy weather 
(40%). Damaging 

to skin and cornea. 
Crystalline-lens 

opacity.

UV

UV BLUE

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

BLUE-VIOLET LIGHT 435 nm

280 nm 380 nm 500 nm 780 nm

T
raditional innovation 
helps the Group to 
improve what it is 
currently doing, but 
disruptive research 
takes a much broader 

view. Our work is not confi ned 
solely to inventing the lenses of the 
future. We are changing our vision 
of the world in order to change 
the world. The basis of disruptive 
innovation is creativity, and that 
relies on the ability to project our 
minds into a world that is radically 
diff erent from the one we know. It is 
this type of innovation that allows 
us to achieve the kind of paradigm 
shift required to change the value 
chain, or the way in which we 
consume, produce or distribute. But 
disruptive innovation takes longer 
to become reality, because it draws 
on technologies that are not yet 

mature and may require external 
biological or clinical validation. By 
associating traditional innovation 
with disruptive innovation, the 
Group ensures that its R&D portfolio 
is properly balanced in terms of 
timescale. It means that it can drive 
innovation in the short, medium and 
long terms. Disruptive innovation 
requires a lot of ideas and the will to 
stick with them, rather than kill them 
off  too early. But it’s also about 
a much greater level of interaction 
with other worlds, like the 
neurosciences, microelectronics or 
pharmaceuticals. Naturally, there 
have to be some boundaries and 
constraints. Our research work 
is always related to vision or its 
associated sciences. That said, 
we take a very open approach. 
For example, we are working with 
the Vision Institute on age-related 

eye disease. We’ve been working 
together on an in-vitro experiment 
with retinal cells to study 
accelerated aging of the macula 
(the part of the retina at the back 
of the eye where visual acuity is 
highest) in relation to exposure 
to light. This experiment is the fi rst 
of its kind in the world, and has 
allowed us to identify the toxic 
wavelength within the blue/violet 
part of the spectrum, which is 
essentially harmful light because 
it contributes to macular 
degeneration. As a result, Essilor is 
now able to off er a new category of 
photoselective and photoprotective 
lenses with the ability to eliminate 
exposure to this toxic light 
throughout the lifespan of the 
wearer. It’s a totally new approach 
to prevention.  

 Denis Cohen Tannoudji 
Essilor Vice President Disruptive R&D

PROFESSOR JOSÉ-ALAIN SAHEL 
Director of the Vision Institute 

“This type of research is opening the way to many preventive 
solutions for visual health. That means we will be able to 
incorporate fi lters into lenses that will eliminate the maximum 
amount of exposure to toxic light wavelengths.”

RAES012_21a30_GB_BAT.indd   27 24/05/13   13:16



ESSILOR28

service packages was also extended 
with a number of new innovations. 
These include an e-learning program rolled 
out globally, serious gaming programs to 
provide interactive sales training, and the 
Virtual Store, which allows opticians to rethink 
the layout of their retail spaces to improve the 
consumer experience. As in previous years, 
this 360° innovation policy was supported 
and strengthened by a very active intellectual 
property policy. At the end of 2012, the Group 
held approximately 5,600 patents worldwide. 

The supply chain also delivers innovation 
through its logistics and marketing 
partnerships with leading chains. One 
excellent example is the Eyebiz project, where 
Essilor has extensively redesigned the logistics 
production chain to deliver an improved 
response to consumer expectations. 
The moment an order is placed in-store, 
the process from lens production to delivery 

begins to ensure that the customer receives 
satisfaction in the shortest-possible time. 
Another example is the unique program 
launched by Essilor in association with Kodak 
for independent eyecare professionals, which 
capitalizes on the popularity of the Kodak 
brand amongst consumers. The principle 
is based on the fact that independents own 
their stores. They commit to make an agreed 
volume of purchases from Signet Armorlite, 
which holds the exclusive distributorship for 
Kodak lenses worldwide. In return, they can 
display the Kodak brand in their point of sale 
and benefi t from a broad range of services 
and products for installing and promoting their 
off er. There are currently 25 stores of this type 
in Germany, Holland and the UK, and the 
concept is generating great interest amongst 
the profession. •

1-hour production of 
antirefl ective lenses 
One hour is all it takes 
to produce lenses in-store 
to a level of quality that 
meets customer 
expectations in full: that’s 
the promise LensCrafters 
makes to its customers.  
And since 2012, that 
promise holds good for 

antirefl ective lenses too. 
Products and equipment 
(especially the Satisloh 
SP-200) by Essilor make it 
possible for LensCrafters 
to bring consumers the 
benefi ts of these ultra-new 
technologies. 

Optimum measurement with EyeMio  
As part of improving its service to 
opticians even further, Essilor subsidiary 
BBGR developed its EyeMio touchscreen 
tablet app in 2012. Precise, user-friendly 
and easy to use, this solution has been 
specially designed to deliver optimal 
measurement accuracy. It means 
that opticians can now off er their 
customers the most advanced level 
of personalization.

ENHANCING UNDERSTANDING 
OF MATERIALS

Thanks to initiatives like the 
inauguration in 2012 of a 

Multisectorial Industrial Research Chair 
in Coatings and Surface Engineering at 
the Polytechnique Montréal in Canada, 
the ongoing partnership with Shanghai 
University on Materials research, and the 
dedicated teams involved in the Nikon 
Essilor research joint-venture in Japan, 
Essilor researchers have exceptionally 
advanced expertise and resources when 
it comes to materials. The ability to use 
unique resources (like subatomic 
microscopes, mass spectrometers, 
high-resolution chemical imagery of 
surfaces and interfaces, and nuclear 
magnetic resonance) enables our R&D 
teams to model and build the totally 
unprecedented technical solutions 
(substrates, varnishes, thin-layer 
coatings, etc.) that pave the way for 
tomorrow’s innovations. 

INNOVATION 
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IN THE 
FIELD

THE LENSES OF 
THE FUTURE, 
ARE HERE! 
As part of enhancing its innovative capabilities, 
Essilor took the decision to bring all its 
fundamental research, applied research, 
development, engineering and marketing teams 
together in three Innovation and Technology 
Centers (ITCs) in France, the USA and Singapore. 

The Créteil ITC in France is scheduled to open in 2013.
The future center will provide a shared facility 
for 900 Essilor employees working in research 
and development, engineering, purchasing, 
logistics and operations. It will be the largest 
privately owned ophthalmic research center in 
the world. With HQE (High Quality Environmental) 
and BREEAM (Building Research Establishment 
Environmental Assessment Method) certifi cation, 
the new building is also very special in terms of 
its innovative design and energy performance. 
It will have 700 m2 of photovoltaic solar panels 
and a geothermal heating system. Its third and 
fourth fl oors will generate more energy than 
they consume.

1  Architectural render of the Créteil Innovation 
and Technology Center. 2  The coverage of the 
3 Innovation and Technology Centers. 

1

2

ANNUAL REPORT 2012

INNOVATION 

RAES012_21a30_GB_BAT4.indd   29 29/05/13   12:18



ESSILOR

THE LENSES OF THE 
FUTURE ARE HERE! 

The US Innovation and Technology 
Center in Dallas was offi  cially opened on 
October 4, 2012, bringing the Group’s 
marketing, research and development, 
operations and engineering teams 
together on a single site for the fi rst time. 
All of these teams can also rely on support 
from Essilor of America, which was already 
based in Dallas. In practical terms, this new 
center will promote and enable a more 
productive level of collaboration between 
teams, as well as accelerating research 
program outcomes and providing greater 
fl exibility of transition to the 
manufacturing phase. Operationally, 
it will deliver effi  ciency gains and greater 
competitiveness by providing a clearer 
forward view for investment, equipment 
and processes. 

In 2012, Essilor expanded the teams 
working in its Singapore research center, 
which opened in 2008.
This center serves the whole of Asia and 
works closely with the Group engineering 
center in Bangkok. It is also at the heart of 
an extensive network of public and private 
partnerships. Perhaps the most high-
profi le of these are its partnership with 
Shanghai University and the Nikon-Essilor 
International Joint Research Center. 

3 �The Dallas Innovation and 
Technology Center.

3

30
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Because they off er promising and dynamic new 
markets, Essilor has taken the decision to establish 

a presence in the world’s emerging countries. 
The acquisition of Optic Kenya in Nairobi, for example, 
gives the Group the opportunity to address the vision 
problems of the African continent from a local base.

Seeing the world better for… 
Faharis, market trader (Nairobi)
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Essilor decided to establish a presence in the Colombian 
ophthalmic optics market in 2012. By supporting 5,500 local 
opticians and helping them to take maximum advantage of 
its latest innovations, the Group is continuing its policy of 

expanding into new markets and delivering its commitment 
to improving vision worldwide.

Seeing the world better for… 
Alyssa, teacher (Bogotá)

32
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 A GLOBAL POLICY OF LOCAL 
PRESENCE  As part of delivering its 
mission and ensuring continual growth, 
Essilor combines a policy of sustained 
innovation with a strategy of conquering 
new markets. 

The Group serves the high-end and mid-
range market segments in the mature 
countries of the world, where technical 
expectations are high. At the same time, 
it establishes an operating presence 
in fast-growing markets. In both cases, 
it has substantial advantages over its 
competitors: the quality of its products 
and innovation, its dedicated teams who 
share the same values, a close relationship 
with the wearers of its products, and 
a broad range of products and services 
that provide the opportunity to target 
specific customer groups and serve every 
segment of the market.

In January 2012, Essilor opened a new sales 
subsidiary in Colombia to accelerate its 
growth in Latin America. Colombia is the 
second-largest ophthalmic optics market 
on this continent after Brazil. More than 
10 million lenses are sold here every year, but 
a third of all those who need visual correction 
do not have it. What makes this market even 
more attractive to the Group is that it is well 
advanced in terms of technology: a third of 
all lenses sold are polycarbonate, 20% have 
antirefl ective treatment, and sales of 
progressive lenses are rising.

This acquisition brings Essilor closer to optics 
professionals and local consumers, and is 
accompanied by a target to grow its revenue 
by a factor of six over the next fi ve years. 
To achieve this, the Group has hired 
23 employees and formed three teams. 
The fi rst of these provides training and 
support for Colombia’s 5,500 opticians. 

A BROAD VISION 
OF OUR MARKETS

“The success of Essilor 
is closely linked to the 
way in which the Group 
establishes its presence 
around the world and 
builds strong networks as 
the basis for responding 
eff ectively to the specifi c 
needs of local markets.” 
Laurent Vacherot

33
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€1,558.7M
or 35.1%

€828.6M
or 18.6%

€1,735.9M
or 39.1%

€322.1M
or 7.2%

34

AROUND 
THE 
WORLD

REVENUE FROM SALES 
OF LENSES AND OPTICAL 
INSTRUMENTS BY REGION 
(in millions of euros and as 
a percentage of the division, 
excluding Readers and Equipment)

 North America
 Latin America  
 Europe
  Asia-Oceania, 
Russia, Middle East 
and Africa

Equipment 

828
employees

Readers

1,464
employees

1 Innovation and 
Technology Center

12,150
employees 

163 prescription 
laboratories

3 distribution 
centers

4 production facilities

3,658
employees

31 prescription 
laboratories

1 production facility

2 distribution 
centers

1 Innovation and 
Technology Center

21,622
employees

161 prescription 
laboratories

13 production facilities

6 distribution 
centers

1 Innovation and 
Technology Center

10,946
employees

47 prescription 
laboratories

4 production facilities

5 distribution 
centers

MARKETS 
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22
PRODUCTION 

FACILITIES WORLDWIDE
Manufacture of semi-fi nished 

and fi nished lenses

402
PRESCRIPTION 
LABORATORIES
Surfacing and polishing
Application of surface 

coatings (antirefl ective, 
anti-scratch, anti-smudge 
and coloration coatings)

Edging on request
Up to a maximum 
of 60 operations 
on a single lens

Finished lens

Prescription lens

Semi-fi nished lens

1.7 BILLION
CONSUMERS 
WORLDWIDE

16
DISTRIBUTION 

CENTERS 
The largest are 

in the USA, 
Brazil, Thailand 

and France

The Essilor organizational 
structure is unique in the way it 
combines industrial production
with personalization. It enables 
the Group to respond to specific 
consumer requirements 
in record time.

Finished lens

Semi-fi nished lens

EYE CARE 
PROFESSIONALS
Opticians /optometrists

Buying groups
Cooperatives
Optical chains

    MARKETS 
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24 partnership 
agreements were signed 
by Essilor in 2012, of which 
14 are in fast-growing markets. 

€171 million 
is the additional revenue 
gained by the Group through 
its acquisition policy.

The second focuses exclusively on 
Instruments, and the third is working on a 
digital surfacing technology project with the 
region’s independent laboratories.
But Essilor is not relying solely on its 
subsidiary to exploit all the growth 
opportunities Colombia off ers. Its culture 
of sharing means that it can call on other 
Group entities, from a production site in Asia 
to an engineering facility in Brazil or the 
Instrument divisions in France and America. 
At the beginning of 2013, Essilor announced 
its signature of an agreement to acquire a 
51% equity stake in Servi Optica, one of South 
America’s largest prescription laboratories 
and the Colombian market leader 
in ophthalmic lens distribution. 

 FROM A PARTNERSHIP 
VIEWPOINT  Essilor also continued to 
pursue its acquisitions and partnerships 
policy in 2012. This policy is essential for 

conquering new markets, and is designed 
to address four goals.

The fi rst is to enhance the Group’s multi-
network strategy to provide comprehensive 
market coverage. This is the logic behind the 
agreement signed by Essilor with Işbir Optik, 
the Turkish market leader in ophthalmic lens 
distribution.

This partnership complements those already 
signed with Shamir in 2011, which already has 
a Turkish subsidiary, and with local distributors 
Ipek Optik and Opak Optik. These moves have 
strengthened the position of Essilor in a market 
that supplies 25 million lenses per year, and in 
which added-value products like high index 
lenses and progressive lenses off er impressive 
growth potential.

The second goal is to access new national 
markets. In 2012, Essilor arrived in Sri Lanka 

by taking a majority equity holding in Global 
Vision, a prescription laboratory and 
distributor generating annual revenue 
of nearly €1 million. It also established 
a presence in East Africa during the year, 
with the acquisition of Optic Kenya, 
a prescription laboratory based in Nairobi.

The third goal is to develop areas of the 
business that relate directly to the missions 
of the Group. The acquisition of FGX 
International in 2010 is an excellent 
illustration. This North American company is 
the global leader in the market for the non-
prescription, ready-to-use reading glasses 
known as ‘readers’. With 440 million lenses 
sold every year, this is a booming market 
in which sales are growing almost twice as 
quickly as those for prescription lenses. 
By bringing FGX International into the Group, 
Essilor has maximized its opportunities for 
growth in this fast-growing market that 

MARKETS 
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complements the market for its high-tech 
high added value lenses and often introduces 
consumers to the pleasures of clear sight. The 
growth potential for the Group in this market 
is very signifi cant, since take-up in the 
readers core market of over-45s is only 
14% in the UK, 10% in France and 7% in Italy. 
 
The fi nal goal is to lead the way in 
technology. As part of achieving this goal, 
the Group acquired Satisloh in 2008. 
This world leader in optical prescription 
equipment manufactures and markets digital 
surfacing technology. The combined research 
capabilities and expertise of the partners 
have delivered benefi ts for every player in the 
ophthalmic industry through the availability 
of a richer and more competitive range 
of products and services, and have also 
accelerated the launch of new manufacturing 
processes.

 A SHARED VISION OF THE FUTUR  
The pattern of Group acquisitions is 
developing all the time as a direct result of 
eff ective teamwork. The agreements involved 
are concluded only after a lengthy phase of 
dialog and discussion. The subsequent process 
of integrating new companies into the Group 
is based on a model that has become symbolic 
of the Essilor attitude. It’s all about 
relationships built on respect and trust. 
As a result, companies acquired by the Group 
retain a high degree of autonomy and their 
own identity, because Essilor relies on their 
experience to implement the most suitable 
strategies for their specifi c business 
environments. Conversely, new Essilor partners 
appreciate the fact that by joining the Group 
they are able to access new resources to 
develop the value of their own businesses.•

In China  Essilor has 
acquired a majority 
equity stake in Tianhong, 
the Chinese market 
leader in ophthalmic lens 
distribution.

In North Africa  Essilor 
has acquired a majority 
equity stake in Tunisian 
distributor Sivo and 
Moroccan distributor 
Movisia. 

Strong growth between 2008 and 2012  
During this period, Essilor built relationships with 
around a hundred partners and established a 
presence in 15 additional countries. This dynamic 
partnership policy is providing access to a potential 
186 million consumers and has already generated 
additional revenue of €600 million.

REACHING NEW  
CONSUMERS 
THROUGH READERS 

The acquisition of FGX 
International has given Essilor 

access to 80,000 new points of sale, 
including pharmacies and drugstores. 
Another advantage is that FGX has 
introduced this readers market to lens 
treatments like scratch protection, 
which had previously been available 
only for prescription lenses, thereby 
giving consumers access to signifi cantly 
more eff ective products. 

    MARKETS 
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SRI LANKA  “The Essilor Group is the only 
major corrective lens manufacturer with 
a presence in Sri Lanka. With its support, 
we believe that we can contribute to 
developing this market.” 
Janaka Fonseka, Head of Vision Care 

Around 2.5 million people in Sri Lanka need visual 
correction. Global Vision, which joined the Group 
in 2012, is the only local manufacturer of hard 
multicoated lenses. Its collaboration with Essilor 
has begun with surfacing, coating and distribution. 
Thanks to a laboratory upgrade, the company 
expects to generate revenue of €1.4 million in 2013.

AROUND 
THE 
WORLD

38

CAMBODIA  “Eye Care has built its 
reputation in Cambodia on guaranteeing 
top-quality service for its customers. Our 
partnership with Essilor gives us a superb 
opportunity to achieve our goals.”
Dipola Ung, Head of Eye Care

The Cambodian optics market is still young, with only 
around 300 stores in the whole of the country. With 
14 branches, Essilor partner Eye Care is the leading 
distributor in this market. The low purchasing power 
of the Cambodian population explains the popularity 
of entry range products from China. Nevertheless, the 
appetite for quality is growing measurably, and more 
than 30 optical retailers are now working with Essilor.

CAMBODIA  Total population: 15 million  
Economic growth: 4.7%  GDP per head of 
population: $897  Life expectancy: 62  
Demographic growth: 1.7% 

Sources: Foreign Aff airs Ministry and World Bank.

SRI LANKA  Total population: 21 million   
Economic growth: 8.2%  GDP per head of population: 
$2,835  Life expectancy: 75  Demographic growth: 1% 

TUNISIA  Total 
population: 11 million  
Economic growth: 2.4%   
GDP per head of 
population: $4,297  
Life expectancy: 75  
Demographic growth: 1.3% 

MARKETS 

RAES012_31a40_GB_BAT.indd   38 24/05/13   13:21



2012 ANNUAL REPORT

TUNISIA  “The closer partnership between 
SIVO and Essilor will allow us to off er 
high-quality products and superb service 
to our customers in Tunisia and Sub-
Saharan Africa.” 
Khaled Sellami, CEO of Essilor SIVO 

The relationship between Essilor and Tunisian distribution 
market leader SIVO took a major step forward in 2012 
with the creation of Essilor SIVO. The main objectives of 
this new venture were to inject greater expertise into the 
subsidiary company, at the same time as providing better 
access to innovations in the ophthalmic optics market. 
It’s a signifi cant challenge, because in Tunisia, an aging 
population, increased purchasing power and the low 
take-up of progressive lenses off er Essilor SIVO some 
excellent opportunities for growth. 

TURKEY  “Thanks to Essilor, we can now 
access a much greater level of expertise 
and achieve the most demanding 
international quality standards.”
Opak Optik, Kazim Agca, Chairman and CEO of Opak Optik 

“Essilor is helping us to gain a clearer 
understanding of the way this very 
promising market is evolving, and to 
target the expectations of our customers 
more eff ectively.”
Ipek Optik, Fuat Inak, Chairman and CEO of Ipek Optik 

With a population of 74 million and strong economic growth, 
Turkey has a key role to play in the Essilor development 
strategy for the countries of the Mediterranean rim. The 
Group has already formed partnerships with Shamir, which 
has a subsidiary here, as well as with Ipek Optik and Opak 
Optik. In 2012, it consolidated its positions in the Turkish 
market by signing an agreement to acquire a majority holding 
in Isbir Optik, Turkey’s leading distributor of ophthalmic 
lenses. These moves have strengthened the position of Essilor 
in a market that supplies 25 million lenses per year, and in 
which added-value products (like high index, progressive and 
photochromic lenses) off er impressive growth potential. 

TURKEY  Total population: 74 million  
Economic growth: 8.5%  GDP per head of 
population: $10,524  Life expectancy: 73   
Demographic growth: 1.5% 
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“Our partnership with Essilor 
Mexico gives us new prospects 
for growth.” 

W
ith a population 
of more than 115 
million, Mexico 
is the world’s 11th 
most populous 
country. Its 

projected increase in GDP over 
the next 10 years - estimates 
suggest between 4% and 5% per 
year - is likely to encourage the 
emergence of a true middle class. 
Combined with demographic 
growth, increasing purchasing 
power holds out strong potential 
for natural growth in this market, 
not only for Essilor Mexico, but 
also for its new ally Cristal y 
Plãstico. Forecasts suggest that 
the number of long-sighted 
patients is set to increase by 
40% over the next 10 years, to the 
point where it creates a target 
market of nearly 30% of the 
Mexican population by 2022.

Essilor Mexico is a key partner for 
Cristal y Plãstico, which joined the 

Group in March 2012. Since its 
formation in 2001, the company 
has established itself as a major 
player in the distribution of 
fi nished and semi-fi nished 
products in Mexico. Company 
revenue rose by 24% between 
2011 and 2012. Its Vision Center 
laboratory has benefi ted from 
an ambitious investment plan to 
become one of the country’s 
most modern and effi  cient.

Cristal y Plãstico employs 
200 people in two laboratories 
and off ers turnkey services for 
opticians, including leading 
Mexican chains, like Wal-Mart and 
Coppel. It off ers a diverse range 
of products and services that 
includes edging and in-frame 
delivery of the fi nished product. 
Its collaboration with Essilor is no 
recent thing, because Cristal y 
Plãstico has been distributing the 
Varilux range of products since 
the 1960s.

Essilor Mexico believes that this 
partnership with Cristal y Plãstico 
will give the Group an even more 
detailed understanding of the 
local market and how it is 
changing. Conversely, Cristal y 
Plãstico is enjoying a stronger 
competitive position and 
increased visibility as a result of 
its association with a premium 
group such as Essilor. The two 
companies have set up a joint 
strategy development committee. 
Their relationship is based on 
respect for each other’s specialist 
skills, the sharing and 
enhancement of expertise, and 
the dissemination of a shared 
culture founded on Essilor values. 
Such a strong partnership can 
only accelerate the joint growth 
of both partners. 

 Carlos Beccera
CEO of Cristal y Plãstico
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Delivering a 39.4% gain during 2012, the Essilor share signifi cantly 
outperformed the CAC 40 index (+15.2%).

 THE BENEFITS 
of a growth-driven strategy 

 ESSILOR JOINS THE EURO STOXX 50® 
On June 18, 2012, Essilor joined Euro Stoxx 50®, 
Europe’s leading Blue-chip index for the 
Eurozone. The Euro Stoxx 50® index covers 
50 stocks of supersector leaders in the Eurozone, 
as measured on the basis of free-fl oat market 
capitalization. Essilor joined the index with 
a ranking of 34. 

 ESSILOR WINS THE 3RD 
BOURSORAMA & MORNINGSTAR 
INVESTOR AWARDS. As part of an online 
survey conducted in May 2012, more than 
40,000 French private and institutional investors 
explained the criteria that infl uence their 
investment decisions, and voted for those listed 
companies and asset management companies 
that responded most eff ectively to their 
expectations. 

41% 
Total shareholder return 
in 2012.

€2.80
earnings per share.

RESULTS 
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8�th 
highest CAC 40 
performance 
of 2012.

20 
For the 20th year in 
succession, Essilor has paid its 
shareholders a higher dividend 
than in the previous year.

 REACHING OUT TO INVESTORS AND 
FINANCIAL ANALYSTS. Throughout the year, 
Essilor Senior Management and the Investor 
Relations Team met face-to-face with investors 
through a program of roadshows and conferences 
in Europe, North America and Asia. Financial 
analysts and asset managers were invited to visit the 
Group’s business activities in China as part of a fi eld 
trip between November 6 and 9, 2012. The visit 
included a presentation of the Essilor strategy 
for this fast-growing market by Essilor Senior 
Management and Asia Region senior executives. 
The fi nancial analysts and asset managers also 
visited the two partner production facilities 
at Danyang (Wanxin and Seeworld), as well as the 
Essilor production facility and export laboratory 
at Songjang, near Shanghai.

21
Leading international broker 
coverage of Essilor stock expanded 
considerably in 2012. Essilor stock is 
now covered by 21 sell-side analysts.

 ANOTHER YEAR OF OUTPERFORMING THE MARKET
Relative performance of Essilor and the CAC 40 index in euros

Euronext traded volumes of Essilor shares were 4.9% higher in 2012, whilst CAC 40 volumes fell by 
3.9% over the same period. The main reason behind the increase in stock liquidity was its inclusion 
in the Euro Stoxx 50 index.

80

50

Essilor

CAC 40

31/12/11 31/12/12

39.4%

15.2%

+ 24.2%

The CAC40 graph has been 
rebased to the Essilor share 
price at January 1, 2012
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 SHAREHOLDER STRUCTURE AT DECEMBER 31, 2012

SHAREHOLDER STRUCTURE 
BY INVESTOR TYPE

* Subject to shareholder approval at the May 16, 2013 Annual Meeting.

IN EUROS 2012 2011 2010 2009 2008
High 78.00 57.75 51.17 42.00 44.39

Low 54.86 46.00 40.84 26.08 26.87

December 31 closing price 76.02 54.55 48.17 41.75 33.57

12-month trend +39.4% +13.2% +15.3% +24.4% -23.1%

Market capitalization 
at December 31 (€billion) 16.32 11.67 10.20 9.00 7.08

Dividend per share 0.88* 0.85 0.83 0.70 0.66

 HISTORIC MARKET DATA

8.3%
Internal shareholders*

2%
Treasury stock

8.4%
Retail 

investors

 SHARE INFORMATION
The Essilor share is included in 
8 leading stock market indices:
Euro Stoxx 50® / CAC 40 / Euronext
100 / Euronext FAS IAS® / ASPI /
FTSE4Good / DJSI / Low Carbon 
100 Europe

Essilor shares are eligible for the 
SRD deferred settlement system. 
Main codes and symbols:
ISIN: FR0000121667
Reuters: ESSI.PA; Bloomberg: EI.FP

 AN EXPANDED FINANCIAL COMMUNICATION 
AND INVESTOR RELATIONS DEPARTMENT
Véronique Gillet, Senior Vice 
President, Investor Relations
Ariel Bauer, Asia Pacifi c Investor 
Relations Manager

Sébastien Leroy, Financial 
Communications Manager
Julien Brosillon, Financial 
Communications Coordinator

Tel.: +33 (0)1 49 77 42 16 e-mail: invest@essilor.com

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

* including employees, retirees and partners

54.8%
Non-French 
institutional 
investors

26.5%
French-resident 

institutional investors

INSTITUTIONAL INVESTORS 
BY REGION

27.4%
United Kingdom

32.8%
France

22.7%
North America

12.5%
Rest of Europe

4.6%
Rest of the world
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FINANCIAL RESULTS 

In € millions 2012 2011 2010 2009�(a) 2008

INCOME STATEMENT
Revenue 4,989 4,190 3,892 3,268 3,074

Gross margin(1) as a % of revenue 55.8 55.4 55.5 56.1 56.9

Operating expense as a % of revenue 37.9 37.6 37.4 37.9 39.0

Contribution from operations(2) 894 748 705 593 551

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

Operating profi t 832 683 618 550 515

Net profi t attributable to equity holders of Essilor International 584 506 462 391 382

Net margin 11.7 12.1 11.9 11.9 12.4

CASH FLOWS 
Net cash fl ow from operating activities 840 668 619 510 497

Purchases of property, plant and equipment and intangible assets 241 205 140 125 184

Financial investments(3) 283 527 888 229 570

Dividends paid(4)  177 172 146 136 129

BALANCE SHEET 
Equity attributable to equity holders of Essilor International 3,664 3,325 3,001 2,713 2,351

Intangible assets and property, plant and equipment, 
net (excluding non-current fi nancial assets) 3,709 3,420 2,900 2,085 1,974

Borrowings 916 916 688 365 650

Net cash -237 -506 -296 93 -112

Ratios (as a %) 
Return on Assets (ROA) 17.7 16.2 18.2�(5) 20.3 20.8

Return on Equity (ROE) 16.1 15 15.5 14.6 16.4

Net debt (cash) to equity -6.5 -15.2 -9.9 3.4 -4.7

PER SHARE DATA (in €) 
Net assets (6)  18.64 16.57 14.58 12.97 11.43

Basic earnings per share 2.80 2.44 2.20 1.89 1.85

Diluted earnings per share 2.77 2.41 2.18 1.88 1.81

Net dividend 0.88�* 0.85 0.83 0.70 0.66

OTHER 
Employees 50,668 48,700 42,704 34,759 34,320

Number of shares at December 31(7) 214,724,040 214,038,296 211,655,342 215,509,972 211,019,922

(a) Adjusted for acquisition-related costs 
in accordance with IFRS 3 Revised.
* Subject to shareholder approval 
at the May 16, 2013 Annual 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 buyback of treasury stock 
and OCEANE convertible bonds.

(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 of thanking all those who contributed to the production of this annual report through their personal accounts and by collating information. 
 
Crizal®, Crizal® UV, Crizal® Prevencia™, Varilux® S™ Series, E-SPF™, Xperio®, Nanoptix™, Synchroneyes™, Varilux®, Defi nity®, M’Eye Fit™, Optifog®, Satisloh® SP-200™,  Box-coater 1200-MPX™, 
EyeMio™ and Shamir In Touch™ are registered trademarks of the Essilor Group. Kodak® is a registered trademark of the KODAK Company.

Photo credits: Essilor International photographic library / Raphaël Dautigny / Éric Flogny / Getty / Epicturia / Photo courtesy of Special Olympics

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

2012 
REGISTRATION 

DOCUMENT

The 2012 
Registration 
Document is 
available on 
request from Essilor 
headquarters and 
can be downloaded 
from www.essilor.com

2012-2013  
HIGHLIGHTS

2012-2013
Highlights

Video 2012 
available on www.essilor.com
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