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Introduction

Partnership has been at the very heart of Specsavers since it was founded
in 1984.
Though no one at that time could have predicted the success of
Specsavers, there was a clear belief in what mattered: a business that
would provide local practitioners with exceptional support services; sharp
customer focus to deliver the very best price, service, quality and choice;
and an unrelenting drive for results, keeping it simple, getting it done and
delivering on our promises.
The Specsavers Partnership has flourished because roles are clearly
defined. Specsavers provides support to each store by delivering worldclass product via an agile supply chain, award-winning marketing, reliable
IT systems and a wealth of training and development. This frees up store
teams to focus on what matters most – providing the very best clinical
care and service to customers.
Audiology and optical staff work as one team to create a seamless journey
for customers, whether they are visiting one of our stores about their
eyes, ears or both. Audiology has become a part of everything
we do at Specsavers and we are just as passionate about getting it right
each time as we are with optical care.
In our audiology businesses, we can make a huge difference to our
customers’ lives. Acknowledging hearing loss can be a challenging and
emotional experience, and we support our audiology partners and store
teams to ensure they are set up to guide the customer through that
journey. The right environment, product choice and aftercare are all
critical to this part of our business.
Today, Specsavers is the number one provider of audiology services in the
UK and Republic of Ireland, and the number one optical retailer in eight of
our 10 markets.
Our global success story continues. Contact us today to discuss how
you can be part of our Australian audiology adventure.
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Partnership

The growth of Specsavers around the world is in large part
down to the way the Partnership works.

Stability and growth
The Specsavers Partnership has seen increased revenue year
after year. Specsavers’ core strategy of value for money and
outstanding customer service has allowed us to continue to
deliver revenue growth despite ever-fiercer competition and
a turbulent global economy.
Standing still is not an option for us. To protect and build
on our success, the Partnership remains vigilant about the
competition and strives to continue to grow in all markets.

Business support
A variety of support services is on offer to partners to help
them make their store a success. See pages 18 to 19 for
more information.

Protecting partner profits
Specsavers places a priority on maximising long-term store
profitability and the value of each and every business.
This means that, as one of the largest retailers in many of
our markets, we are in a position to make significant cost
savings in a number of critical areas (for example, product
purchasing and marketing), which are passed on to our joint
venture partners.

Specsavers’ global joint managing director John Perkins addressing
more than 600 partners at the 2017 Australia and New Zealand
Partnership Seminar in Sydney - the biennial event that sets out
the strategic plans and activities for the business in a series of
presentations and interactive discussions.

Specsavers is the
world’s largest private
optical retailer and
now offers audiology
services in four of the
10 countries in which
it operates

Purchasing and distribution
Specsavers purchases hundreds of thousands of
hearing aids each year. This enables our audiology
businesses to obtain product at very competitive
prices, so they can profitably provide the best value
to customers, for which Specsavers is renowned.

Customer focus
We want Specsavers customers to be customers for
life, which means building their trust and offering
the very best in value – not just low prices but firstclass quality, great service and exceptional care.
At the Specsavers Partnership, we are passionate about
best value for everyone. There are now around 30 million
registered customers worldwide – a fantastic endorsement
of Specsavers’ retail offer.

Our ‘green blood’ culture
Specsavers is an entrepreneurial business with partnership
at the centre of the way we work. We are part of a fastpaced industry and, to stay ahead of the
competition, we must anticipate challenges, act
quickly and never become complacent.
The Partnership is based on trust, understanding and
mutual respect, working together to achieve shared goals.
Our new business wear, designed with input
from store teams and worn by store staff in
Australia, New Zealand and the rest of the
Specsavers world.

Our Vision To passionately provide best value eyecare and hearing
care to everyone, simply, clearly and consistently, exceeding customer
expectations every time.
Our Values Treat people as we would like to be treated ourselves.
Passionate about:
• Our customers – the lifeblood of our business
• Our people – supporting our staff to be the best they can be
• Partnership – at the heart of everything we do
• Communities – giving back to and working with our local communities
• Results – keep it simple, get it done, deliver on our promises
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World-class product

Hearing aids, like many other electronic
products, have developed at a great
pace since the 1990s, because of the
rapid expansion of digital technology.
Specsavers forms strategic relationships
with some of the very best hearing
aid manufacturers to provide product,
technology distribution and support
in all our operational territories.
Our own brand, Advance, provides
market-leading value-for-money across
a range of prices and is the leading
hearing aid brand in the UK. The brand
is manufactured for Specsavers by a
number of leading suppliers, and is a
labelled version of their product.
We also sell well-known manufacturer
brands that deliver professional credibility
and reassurance of quality in a market
that has traditionally hidden pricing.

‘Partnership has really
opened my eyes up to
the excellent prospects
within Specsavers. As an
experienced audiology
professional, you will
profoundly benefit from
becoming a partner with
Specsavers Audiology.’
Jake Tyers, Partner at Leicester
Audiology, UK

Advance
Manufactured
for Specsavers by a
number of leading
supplers.

The Specsavers supply chain
Our hearing aid suppliers are approved to ISO 9001,
with all products CE-marked and guaranteed for seven
years from the time of manufacture.

Ethical trading policy
Our ethical trading policy demands high standards of
suppliers, often exceeding the requirements of local law.
Suppliers globally are regularly audited by an external
company on a range of issues from management
of industrial processes to minimising impact on the
environment, to living and labour conditions for staff.

Specsavers has
almost 30 million
registered customers
in ten countries
(as at the end of February 2017)
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Championing
professionalism

PAC035

“Do everything you can
to experience Specsavers
culture first-hand. Visit a
store, talk to the partners,
mystery shop if you like.
Research your options but
do it now. The symbiosis
of professional care
and retail excellence is
brilliantly represented in
the Specsavers model.”
Chris Papatheodorou
Castle Hill store, NSW, Australia

Customer satisfaction
among our UK audiology
customers is at 97%
(as at the end of February 2017)

As a business founded by registered practitioners,
we are proud of our reputation for professional and
clinical excellence. We recognise that customers’ needs
differ but we aim to deliver the same high standards
of clinical care to all, through a commitment to continuous
improvement.

Pushing the agenda
Specsavers is well represented on major optical
and audiology bodies in its various markets. From
Optometry Australia’s State Divisions, the Centre
for Eye Research Australia (CERA) and Victoria’s
renowned Eye and Ear Hospital to the UK’s British
Society of Hearing Aid Audiologists and the National
Community Hearing Association, our goal is always
to be a major contributor to industry debate and
decision-making. In Australia and New Zealand, we
aim to quickly become a leading voice in the ongoing
work to develop professional standards in audiology.

Professional development
Our annual Specsavers Clinical Conference is one
of the key dates in Australia and New Zealand’s

optometry calendar, while its UK counterpart is the
largest event of its kind in Europe - and has recently
been adapted to include an audiology track. Our deep
commitment to clinical advancement means that our
audiology partners in Australia and New Zealand will
have a significant CPD and professional development
calendar of events to choose from, giving audiology
professionals the chance to hear from leading
industry experts as well as to network with peers.
In addition, our online news and professional
development website, audiology-anz.com includes
news and relevant clinical features, updated constantly.
It features audiology case studies and specially
commissioned articles from working practitioners.

The tools of the trade
We understand that good equipment is an investment, not
an expense. Standards of care in audiology and optometry
are rapidly changing – as is the technology to support this
change. With the aid of experienced procurement teams,
we offer stores the ability to access the best and latest
clinical equipment at competitive prices.

Partner communication
and feedback

‘Once you get the Specsavers bug, you don’t lose it. Seriously, the whole offer is brilliant:
a great selection of products combined with fantastic support from the centre. In
2002 I took a Saturday job in the Zwolle store. Part-time became full-time and
the next thing I knew, the Zwolle store partner encouraged me to get qualified. The
next challenge followed soon after – my own business. I find it hugely rewarding to
manage such an enthusiastic team. I am proud of them and the success we have
made of the business together.’
Bianca van der Weerd, Kampen store, the Netherlands

Continuing partner involvement ensures that stores
remain close to customer needs and can react quickly
to changes in the market. Our partners’ insights,
thoughts and views on what happens in store are
absolutely critical to the Partnership’s ongoing success.
Regular regional meetings are offered to partners
in all our markets to share updates and discuss new
initiatives. These meetings give partners the chance to
network, share best practice, discuss product, marketing
and training issues, and have their say on the direction
of the Specsavers Partnership through brainstorming
and feedback sessions. Every year an annual plan
presentation meeting is also held, bringing together
partners for an invigorating day of presentations,
strategic updates, hot topics and interactive sessions.
To maintain regular feedback on specific aspects of
store business, regular user groups are also held with
a cross-section of partners. Whether it be discussions
about new product or retail initiatives, IT infrastructure

or business wear, the user groups are an effective
forum for feedback and an invaluable sounding board
for new ideas and strategies. In addition, surveys are
also conducted on a regular basis with partners to find
out what is working well in the partnership and what
could be improved.
Customer feedback
Our customer research system, MAZE, enables each
store to receive online feedback from its customers
within 24 hours of their visit.
The insight from MAZE is incredibly important. It allows
partners to discuss the customer feedback with their
store team, and contact any customers who were not
completely satisfied with their experience in store, to
help build closer relationships between each business
and its customers. At a wider level, MAZE offers a true
understanding of what matters to customers, helping
the development of the retail offer and customerdriven initiatives.
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Passionate about people

Audiology fast becomes an integral
part of each store team discussion.

Our people set us apart from the competition. In an
increasingly competitive market, it is absolutely critical
that partners recruit and retain the best staff in their
stores, and invest in their development to keep driving
forward their businesses.
Our Specsavers support offices offer a variety of services
to assist partners in hiring the right people for all their
roles in store. Services available to partners include a
careers website and placing recruitment ads in trade,
local and national press. Our recruitment specialists
also offer guidance to partners on recruiting their store
staff, including advice on the interview process and
market salary rates, and resources such as template job
descriptions and recruitment documentation.

In most of our markets, regular courses are available
for partners to attend, on both technical and
management skills, such as customer service, product
knowledge, staff recruitment and assessment, and
financial management. There are also workshops on
business leadership and how partners can drive their
store’s profits. Spotlight, a development program
offered to partners globally, explores how strong
leadership skills can influence the business for
the better, particularly in the current, challenging
economic environment.

The right plan of action
Effective development is rarely achieved through a ‘one size fits all’
solution. Specsavers’ support teams are available to work with partners to
assist them in developing a plan that is right for their store and all of the
people within their store – one that links directly to their business goals.
This planning process can be backed up with regular store visits by
support team members to underpin progress and advise on next steps.
Through this consultative approach, we support partners to develop highperforming businesses so that they can continue to provide great customer
service and stay ahead of the competition.
Keeping store teams and partners informed
Good communication is key to running a successful business.
In addition to a range of printed publications and audiology-anz.com,
operational and business news is regularly posted on our intranet alongside a
wealth of information and support on all things Specsavers. The intranet also
allows partners to share their views and ideas by adding comments.

“Partnership has given me an extensive understanding of the business
and retail side of Specsavers and how I can implement the Specsavers
culture and brand into my new audiology business. Along the way, I have
made some personal discoveries about my own behavioural, leadership
and conflict styles, what my strengths are and how I can work on my
weaknesses as an audiology joint venture partner. The insights that the
joint venture partner induction have given me have shown me how I can
drive change in my business to impact the financial outcomes. All the
way through, I have been offered fantastic business support and I feel I
have learnt from the best. I would strongly recommend anyone wanting
to progress in Specsavers Audiology to get their conversation started
about partnership.”
Deepna Mistry, Loughborough Audiology business, UK.
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An award-winning brand

‘It was an immediate success and the first day was really crazy.
Specsavers is a really well known brand among the non-Spanish here
in Mallorca, but also we were really surprised because we welcomed
a lot of Spanish as well who didn’t know the brand but were attracted
by the marketing, publicity and all the promotion. It’s really been great.’
Andrés Román Romero, Mallorca store, Spain

Our success is closely linked to the public’s perception of
Specsavers as a trusted name. We have worked hard to
build up the reputation of the Specsavers brand, a brand
which today is strongly associated with value for money,
choice and great customer service.
The facts speak for themselves: Specsavers was voted
ninth for customer service out of 100 big UK retail
brands by the British public (source: Which? magazine)
while Readers Digest surveyed the New Zealand public
to identify Specsavers as the best at customer service in
retail optics. Our brand awareness exceeds 90% in all our
markets and we have received extraordinary recognition
in Australia and New Zealand – being named Australian
Retailer of the Year, both Australian and New Zealand
Franchise of the Year, as well as Best Retail Training
Organisation in the Asia-Pacific. A host of marketing and
innovation awards add to the endorsements and we are
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incredibly proud to have been named Retail Employer of
the Year, twice – and all since 2013.
Hitting the mark
Specsavers probably conducts more market research
than any other optical or audiology business, to ensure
that our customer offer remains compelling
and competitive.
But it is not just the market research that tells us
we are getting it right. Specsavers’ marketing and
creative teams have won award after award for
their work, whether TV or radio commercials, press
advertisements, digital solutions or integrated
campaigns. Our strapline ‘Should’ve gone to
Specsavers’ has become so rooted in British, Australian
and New Zealand culture that it is often quoted on TV,
in press headlines and in social media.

Every year, we deliver more
than 100 million door drops and
30 million recall letters, send
three million SMS reminders to
audiology and optics customers
Marketing expertise
Our in-house marketing teams produce campaigns across the full
range of marketing channels – TV and radio commercials, digital
marketing, point-of-sale, direct mail and press ads. Partners can also
take advantage of a range of local marketing activities tailored to
their store’s needs in addition to the national marketing program.
The Specsavers website not only promotes our products and latest
offers but also provides important information for the customer,
such as advice on health matters and what they can expect when
they enter one of our stores. Each individual store has its own page
with contact details, opening hours, location map and an online
booking service.
Customers are also reminded of our retail offer through recall and
relationship marketing programs, and through customer magazines.
Raising Specsavers’ profile
Specsavers has PR teams in each market, dedicated to raising the
profile of our brand at a local and national level.
A coordinated network of press agencies within each market means
that every store has access to local PR while also benefiting from a
range of national campaigns – raising awareness about health issues
and promoting community involvement and fund-raising activities.
A strong professional presence in the optical and audiology
professions is maintained through regular features in the trade press
and through the production of tailor-made educational publications.
Ultimately, all this helps us drive new customers to our stores –
and to ensure they return.

Marketing and promotion—a core strength at Specsavers.

From humble beginnings on a table-tennis table in
a spare bedroom, to the billion-pound multinational
business that it is today, Specsavers has achieved a
considerable amount in its relatively short history.

Partners gathering for the first
ever UK Partners Seminar.

Our success story
Husband and wife Doug and Mary Perkins, both
optometrists, sold a small optical chain in the south-west
of England in the early 1980s. They moved to Guernsey
in the Channel Islands, where Mary’s parents lived, and it
was from there that they opened the very first Specsavers
store, on Bristol’s Bond Street, on 14 February 1984.
That store has since been joined by more than 1900
businesses in the UK, the Republic of Ireland, the
Netherlands, Sweden, Norway, Denmark, Finland, Spain,
Australia and New Zealand. From just two staff working at
that table-tennis table there are now more than 30,000
people working within the Specsavers Partnership around
the world.
Back in 1984, Doug and Mary realised that for optical
professionals to really be part of the business, they
had to have a stake in its ownership and profits and
so they developed the ground-breaking joint venture
partnership model.
In the early 1980s, the UK Government made the
unprecedented decision to let professional service providers
advertise their products and services. This transformed the
market. That first Specsavers store offered value-for-money,
quality eyecare and clear pricing. The price tag on the
frames included the cost of standard lenses and additional
options were clearly displayed. This meant that customers
knew exactly what they were going to pay before they got
to the till. Our 2 for 1 offer - two pairs of glasses for one
low price - has helped people to see glasses as a fashion
accessory, not just a necessity. 2 for 1 was revolutionary in
the optics market when introduced by Specsavers in 1990.
Today the Specsavers Partnership is the world’s largest
private optical group and the market leader in eight of the
10 countries in which we operate. We are the retail market

leader in contact lenses in the UK, NZ and Australia and the
largest provider of home delivery contact lenses. Our retail
roll-out in Australia was possibly the fastest ever for the
market, at its peak opening 100 new stores in 100 days.
Specsavers Audiology, which already operates in the UK,
the Republic of Ireland and the Netherlands, is now doing
for audiology what we have already achieved in optics –
offering customers dramatically reduced prices and waiting
times while also making audiology more accessible for
everyone. The launch of Specsavers Audiology in Australia
is set to make waves for customer choice and accessibility
in Specsavers’ second largest market by volume.
The Specsavers Group remains family-owned, with the
Perkins family still heavily involved.

‘Having owned a UK Specsavers store in
the ’90s, I was one of the first to get on
board when Doug Perkins announced
he was coming to Australia in 2007. The
sales growth at Broadbeach continues
to surprise me every month and the
volume of people coming into our store is
astounding and relentless.
My advice for anyone contemplating a
Specsavers practice: do it now. Plan big,
work hard and Specsavers will help you
gain all the rewards for your efforts.’
Luke Mathers, Broadbeach store, Queensland, Australia
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1984

1988

Opens first Specsavers Opticians in
Bristol, England, followed by Guernsey,
Swansea, Bath and Plymouth

Opens 100th store

2004
2005

Expands into hearing care, opening first
Specsavers Hearing Centres in the UK
Expands into Sweden as Specsavers
Blic Optik, after acquiring the Blic
optical group

Launches in Norway as Specsavers
Optikk and buys the Louis Nielsen
chain in Denmark

2006

Introduces PENTAX lenses with all glasses

Opens in Spain as Specsavers Opticas

2010
2011
Becomes market
leader in Australia
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2012

Becomes market leader
in New Zealand

Opens 1,500th optical store
Specsavers Hearing Centres wins all 25 contracts
offered by the NHS to date, to be a ‘qualified provider’
of hearing care for NHS patients in the UK

1996

1997

Opens contact lens centre
in Plymouth, England

Opens first international
store in Haarlem,
the Netherlands

1999
Opens flagship store in
Tottenham Court Road,
London, England

2003

2002

Becomes an official ‘Consumer
Superbrand’ (source: Superbrands)

Voted most trusted brand of opticians by
Reader’s Digest, an accolade that we go
on to win 11 years in a row

Opens 500th store
Launches ‘Should’ve gone to
Specsavers’ strapline in the UK

2007

2008

Opens first hearing centres in the Netherlands

Launches in Australia as Specsavers
Optometrists, with 150 stores opened by the
end of the year

Sets up a supply chain in Australia, supplying independent
optometrists with frames and lenses
Arrives in Finland as Specsavers Optikko
Mary Perkins is made a Dame Commander of the Order
of the British Empire and wins Most Outstanding Business
Woman at the National Business Awards in the UK

2013
Acquires UK domiciliary eyecare
business Healthcall

Opens 1,000th store
Opens first Specsavers Optometrists store
in New Zealand

2009

THE FUTURE...

Specsavers Optical Group
celebrates 25 years in business

Specsavers Audiology launches in Australia

First-class business support

Partners can be assured of first-class support from
the moment they join their business. This is at the
heart of the Specsavers Partnership – combining
entrepreneurial professionals with a broad and
expanding range of business support services and a
successful international brand.
These support services include:
• Product, supply chain and procurement including a
world-class range of hearing aids, spectacle frames
and ophthalmic lenses and Specsavers contact
lenses; a broad range of optical and audiology
equipment at the best prices
• Marketing services including TV, radio, press and
online advertising, direct mail and recall, public
relations, point-of-sale materials and regular local
door drops to millions of homes
• IT and in-store systems including software
development and ongoing software support
• Training and development services including a prelaunch training program and ongoing professional
development for all team members
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• Accounting and administration services, including
weekly payroll and accounts payable service for each
store, monthly management accounts, preparation
of annual financial statements, quarterly GST
compliance and profit distributions
• Face-to-face Communication Meetings four times
each year to ensure that all store partners have the
opportunity for two-way consultation on all new
initiatives in their own region

We believe passionately in regular face-to-face
communication meetings between store partners and
our support teams. And we believe passionately in a
world-class ‘partnership’ philosophy. It is the passion
behind our partnership that gives us the leadership
position in community optometry and audiology.
Continuous improvement
The success of our unique ownership model speaks for
itself, with a total of more than 1900 Specsavers optical
and audiology businesses operating in 10 countries.

Passion
If one word – above all others – describes what the
Specsavers Partnership is all about, it is ‘passion’. We
have a passionate belief in providing affordable clinical
services to all. As a leading primary healthcare provider,
we have a passion for professionalism.
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The joint venture partnership model

‘I have to say that my initial reaction was “Where’s the
catch?” I now know there isn’t one. I have since trained
in optics and haven’t looked back. Quite simply this is
the best move that I have ever made. My only regret is
that I didn’t make it sooner.’
Mark Walker, Bristol store, UK

So just what is the partnership opportunity with
Specsavers Audiology in Australia and New Zealand?
Simply put, if you are a commercially minded audiology
professional, it’s an opportunity for you to take control
of your own business future; it’s an opportunity to build
the profits of the business you operate, while growing
an asset as you look forward to life after work.
Before you take the necessary steps to apply for a joint
venture partnership with Specsavers, it’s important you
understand what is involved – the structure, the benefits
and the costs. Importantly, every Specsavers business is
established as a joint venture between the participating
audiology partner/s (including you) and Specsavers.

The joint venture partnership model
Each audiology business is a separate, registered
company. Because of this, the performance of one
Specsavers store does not directly affect another.
When the new company is formed, two classes of
shares are issued - ‘A Class’ and ‘B Class’ shares.
A Class shares are profit-earning shares, and are divided
between the audiology professional partner/s and
Specsavers Pty Ltd. These shares are the audiology
professional partners’ ‘equity-builder’ and will have a
value for each outgoing audiology professional partner
when they sell their shares on departing their business.
B Class shares are issued soley to Specsavers Pty Ltd,
as the franchisor. As B Class shareholder, Specsavers
is responsible for providing a range of support

services (listed over the page) to the business and is
also responsible in this role for developing the brand.
B Class shares are not profit-earning shares.
Partners are employed by and paid a salary
from their business entity and are entitled to
their share of the business’s profits.
The full benefits and obligations associated with A
Class and B Class shareholders are detailed in the
joint venture agreement and can be discussed in
detail with the Specsavers Audiology team.
Getting started – costs, fees and charges
There are a range of set-up costs involved in the foundation
of a new Specsavers Audiology business, while buying
into an existing business involves the purchase price
of A Class shares from a departing audiology partner.
The quantum of these costs depends on either the size,
scale and location of a new business or on the operating
profits of the business being bought into. The Specsavers
Audiology team is painstaking in its approach to taking
all partnership candidates through the financial models
underpinning every Specsavers Audiology business.
There are several fees and charges that all potential
partners need to be aware of as they consider the
opportunity to become a joint venture partner:
Partner loan – for a new business, a partner loan of
$10,000 is required from each incoming partner. This
assists the working capital of the business and is payable
back to the partners over a period of three years.
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Support fees – all joint venture businesses pay
agreed monthly fees to Specsavers Pty Ltd to perform
the B Class shareholder role. The following itemises
what support services we supply in that capacity:
• Management Fee:
• IT & Software Support Fee:
• Health Fund Relationship
Management Fee:
• Accounting Fee:
• Training Fee:

8% of gross monthly revenue
1.5% of gross monthly revenue
0.5% of gross monthly revenue
1.5% of gross monthly revenue
1% of gross monthly revenue

The range of support services provided under each
of these fees goes far beyond what most franchise
businesses provide to their franchisees. When discussing
the partnership opportunity with a member of the
Specsavers Audiology team, you will have the opportunity
to review the depth of support provided under each
listed fee. In addition, all charges payable to Specsavers
are set out clearly in the joint venture agreement.

22 / 23

Marketing fund contribution – 6.5% of gross monthly
revenue. Specsavers is a marketing led business
and all Specsavers businesses contribute to the
Marketing Fund. This fund is owned by the partners
and administered by the Specsavers marketing
team, to drive customers into Specsavers stores.
Host store fee – 15% of gross monthly revenue. Each
audiology business is hosted within one or more Specsavers
optical stores, piggy-backing on the optical store-owners’
shop-fit, rent, team and general infrastructure, not to
mention its hard-won customer database. In exchange
for this, each Specsavers Audiology business pays their
host optical store a flat rate of 15% of monthly sales.

“We opened our doors in the first wave of Australian stores in March 2008. We had
two consulting rooms and just 18 months later we had grown out of our 90 square
metres of space. Fast forward to 2016 and we are onto our third store location in
the same shopping centre, with a 270-square metre store with capacity for six
consulting rooms.
Where I thought annual sales of $2 million was a real stretch nine years ago, I
know that $6 million plus is more than realistic now for next year. I’ve experienced
business at Specsavers as a smaller store and a larger store, and both have the
scope to provide great profits if you are motivated to work hard and, just as
importantly, follow the Specsavers recipe for success.”
Leanne Dodd, Ringwood store, Australia

Joining the Partnership

If a partnership with Specsavers sounds like the right opportunity for you, it’s time to begin
your journey.
We believe Specsavers partners are the best in the business. As such, all prospective partners
undergo a rigorous assessment and selection process before being approved for partnership.

We look for individuals with:
• strong leadership qualities
• great people management skills
• the ability to demonstrate financial awareness
• the drive to make it happen – a focus on results
• the passion to be an ambassador for the Specsavers brand

The selection process
The first step is to email your interest to anz.audiology@specsavers.com. We will
acknowledge receipt of your email, after which a member of the Specsavers Audiology team
will contact you to discuss the opportunity and the process.
Your next step thereafter will be to take part in an initial but formal telephone interview. This
will provide you with the information you need about partnership with Specsavers and will
assess your suitability for such a role. If the initial assessment is positive, you will be invited
to attend a comprehensive interview and assessment - at which you will take part in a series
of selection exercises and tests. A successful outcome will see you approved for joint venture
partnership.
Once approved in this way, we will together actively work to identify the right Specsavers
Audiology partnership location.

For more information on becoming a joint venture partner with Specsavers,
contact the Specsavers Audiology team by email on anz.audiology@
specsavers.com or contact Mike Protopsaltis, Head of Retail – Audiology,
on 0416 923 297.
Regular updates on Specsavers Audiology are available at audiology-anz.com
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520 Graham Street
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