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THINGS
TO KNOW
ABOUT
E SS I LO R
Essilor has built its success on a unique,
agile and purpose-driven business model
that makes it possible to envision the future
with confidence. Here’s why.

7.4 billion people on our planet need
to take care of their eyes. Essilor
wants to help them. Help them to learn,
to study and to work. Help them
be safe, independent and successful.
And, in the process, help local communities
and the global economy to prosper.
For almost 170 years, the Group
has dedicated all its efforts to tackling
this huge challenge. Through the
commitment of the 64,000 people
who innovate, manufacture and distribute
our products, and thanks to a clear strategy
that consistently delivers strong growth,
Essilor’s impact increases each day as it
expands its capacity to fulfill its mission of
improving lives by improving sight.

10 things to know

Mission

Improving lives
by improving sight
Essilor is the world leader in ophthalmic
optics. Its mission is to protect and
correct the eyesight of each individual
in the world by designing,
manufacturing and distributing quality
vision care solutions. To promote
its mission, Essilor invests in raising
awareness of the importance of good
vision, supports eye care professionals,
invents new technologies, products
and business models, and supports
philanthropic initiatives to ensure
that as many people as possible enjoy
the right to healthy vision.
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Passion

64,000
employees united
by shared values

In a growth industry, Essilor is expanding
its field of activities at a rapid pace.
Driven by technological innovations
that meet consumer needs, strengthened
by partnerships and acquisitions
on every continent and in every sector,
the Group’s performance reflects
the passion and commitment of
its 64,000 employees, all united around
a common mission and core values.

Expertise

World leader in the
optical industry
To fully achieve its mission
and accelerate growth, Essilor has
broadened its global activities
to every aspect of visual health:
corrective lenses, sun lenses,
reading glasses and equipment.
As the inventor of Varilux® progressive
lenses, Essilor continues to deliver
major innovations, such as the E-SPF®
index, Crizal® Prevencia® coating,
Eyezen™ lens range, Eye Protect
System™ lenses or Transitions®
photochromic lenses. Partnering
with more than 350,000 eye care
professionals, the quality of
Essilor’s products and services
are internationally recognized.

Innovation

More than

500
researchers
worldwide

Innovation is at the heart
of Essilor’s culture, which
is why the Group has been
named six years running
by Forbes as one of the
world’s 100 “Most Innovative
Companies”. Today, Essilor
continues to enter new
territories and push the
boundaries of the optical
solutions and in-store
services it offers.
The Group’s researchers
collaborate closely with both
eye care professionals
and consumers to identify
changing vision health needs
and to remain at the
forefront of technological
developments that help
people see more clearly
and more comfortably.

Partnership

Over

250

acquisitions
in 10 years
Partnerships are essential
to Essilor’s growth strategy:
they enable the Group
to establish itself in new markets
or to expand its presence
in existing markets around
the world. In an evolving industry,
they are one of the cornerstones
of the Group’s development.
In addition to local business
partners and R&D partnerships,
Essilor works with more than
250 organizations, ranging from
development agencies to NGOs,
all of whom share the same
ambition to provide access
to vision care for all.
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Brands

A portfolio of global brands
With globally recognized brands such as Varilux®, Crizal®,
Eyezen™, Transitions®, Costa®, Foster Grant® and Bolon™,
Essilor has today garnered the confidence of more than
1 billion consumers. Brand recognition – underpinned
by targeted media investment and by the expertise of eye
care professionals – supports Essilor’s strategy to educate
consumers on the importance of visual health.
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Proximity

523

production sites in the world
To be closer to consumers and respond to evolving demand, Essilor
continues to grow worldwide. The Group is present on each continent,
with products that are distributed in more than 100 countries. Essilor’s
customer proximity is made possible thanks to more than 600 subsidiaries
and partners, mobilized each day around the same mission.

Distribution

A multichannel
distribution
strategy
To facilitate consumer access
to vision care solutions,
Essilor distributes its
products through various
channels. A historical
and valued partner of eye
care professionals
throughout the world,
the Group is today
expanding its distribution
through online channels.
It has also created over
4,000 primary vision care
providers in underserved
regions where networks
of professionals are limited
or do not exist, through
inclusive business models
such as Eye Mitra™ opticians
or Vision Ambassadors™.

Impact

A dedicated strategy to improve
access to vision care for all
Essilor’s ambition, mission and strategy all converge towards
providing the 7.4 billion inhabitants of our planet with better
vision. The Group is today accelerating its initiatives targeting
the staggering one-third of the planet who do not have
the visual correction they need, notably through the scaling up
of new inclusive business models. These are helping improve
access to affordable eyeglasses in developing countries, while
contributing to creating the next generation of consumers.

Responsibility

A long-term
commitment to
sustainable growth
A signatory of the United Nations of
Global Compact since 2003, Essilor was
the first company in the French CAC 40
to incorporate a corporate social
responsibility committee within its
Board of Directors’ Committees. The
Group’s efforts to continuously improve
its sustainability approach – and
to create shared value for all its
stakeholders – are spearheaded by
committed employees across the world
and have been recognized by the most
demanding non financial rating
agencies, including the Dow Jones
Sustainability Index World & Europe.

Improving lives
by improving sight.

64,000 employees united
by shared values.

World leader
in the optical industry.

Message

Hubert Sagnières
Chairman and Chief Executive Officer
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“Improving the lives of 7.4 billion people
by improving their sight:

for 170 years this ambitious
and vital mission has been at the heart of everything we do. It is a unique
responsibility that drives our innovation and guides our business. And for
each of our 64,000 employees around the world, it’s a daily source of pride
and inspiration. Whatever our role in the company, we are all aware of the
impact of our efforts. Because we know that a simple pair of glasses can
change someone’s life. This year, our unique mission has enabled us once
again to remain competitive, despite the slowdown in some of our markets.
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Our ability to innovate was demonstrated not only by new products
and new solutions, but also by new inclusive business models and new
partnerships that have strengthened our geographic presence. All these
initiatives confirm Essilor as a leader in the optical industry with an
increasingly global footprint.
Our mission has also pushed us to go further in our sustainability commitments, recognized this year by the Group’s inclusion in the Dow Jones
Sustainability Index and by other non financial rating agencies. A recent
assessment(1) confirms that Essilor’s mission and sustainability workstreams contribute to 13 of the 17 United Nations Sustainable
Development Goals. We are intensifying our mobilization around this
commitment in 2017 with the introduction of a specific incentive for
Group managers, and through the strengthening of our employee shareholding. This alone illustrates the strong values of trust, entrepreneurial
spirit and diversity that are shared by all Group employees, contributes
to the Group’s unique governance, and helps to unite our teams even
further behind one common goal: Essilor’s continued growth.
Finally, it is this mission that has inspired some changes in our Board of
Directors and internal organization: in 2016, we strengthened the diversity
of background and expertise within our Board with the appointment of
two new Directors from Germany and the United States. This year, we
have in addition appointed a new director from Singapore, Jeanette
Wong(2). I also decided to entrust Laurent Vacherot with the responsibilities of President and Chief Operating Officer. He now manages the
Group’s worldwide business activities, whilst I, as Chairman and CEO, will
focus on steering our growth strategy, talent management and the
Group’s mission.
I am both proud and happy to see our Group enter 2017 with a
stronger governance and a streamlined operational organization to better
capture the growth opportunities of the broader optics market. We are
in a more robust position today to focus on the execution of our strategic
priorities. We can offer all our talents more opportunities to develop and
evolve professionally. And through the proposed combination with the
Luxottica Group, and the particularly exciting prospects it opens up, I am
confident that we can tomorrow offer our trade customers and consumers
worldwide an even broader range of innovative products that will help us
continue to fulfill our mission: improving lives by improving sight.”

“Everyone should
have the right to
good vision.
Wherever the
7.4 billion
inhabitants of this
planet need vision
correction and
vision protection
– we must be there.”
Hubert Sagnières

Hubert Sagnières
Chairman and Chief Executive Officer
To get more information:
essilor.com/en/annualreport2016.

(1) Contribution to The Sustainable Development Goals Report.
(2) Co-opted by the Board of Directors on March 22, 2017. Appointment to be submitted for ratification
by the General Shareholders’ Meeting on May 11, 2017.
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Top picture: Hubert Sagnières, Chairman and CEO of Essilor, and his team
in the United States at the Special Olympics™ World Games.
Bottom picture: Hubert Sagnières, Chairman and CEO of Essilor,
in China on World Sight Day.
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“Growth perspectives intact
for continued sustainable
and profitable development”

LAURENT VACHEROT
PRESIDENT AND CHIEF OPERATING OFFICER

After another year of growth in 2016, for the
President and Chief Operating Officer of Essilor,
Laurent Vacherot, the Group has everything in place
to meet its expected performance in 2017.
What have been this year’s highlights?
L. V.: In 2016, the Group continued to provide an
ever-growing number of solutions for unmet visual
needs by widening its scope of activity in prescription lenses, sunglasses and online sales. Let’s remember that our strategy is to expand in industry
segments that are growing faster than average. With
this in mind, this year we have forged promising new
partnerships, with 18 majority shareholdings in companies across all continents, strengthening our positions in China and in online sales. Another significant
advance has seen us focus our innovation on consumers, targeting the efforts of research and market-
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ing teams on large categories of people such as
young people, the “millennials” or the middle class in
high-growth countries, including presbyopes and
seniors. Thus, we are able to cover all needs for prevention, protection and correction at all ages of life.
The innovations launched in 2016 illustrate this
approach with lenses for connected life, driving and
photochromic lenses that combine style and
protection.
Another highlight of this past year was the new operational governance adopted by the Group at the end
of 2016 to support Essilor on the execution of its
strategy and its mission and to grow its talent pool.
How would you describe
the Group’s performance in 2016?
L. V.: With a turnover of €7.1 billion, up 5.9% and net
profit up 7.4%(1), our 2016 performance has been
quite satisfactory. While our performance in North
America was mixed during the year, our 7.6% increase
in revenues excluding currency effects reflects our
strong performance in high-growth countries and in
Europe, boosted by our 18 new partnerships which
represent a cumulative turnover of approximately
€304 million(2). In terms of sales, highlights this year
included the worldwide deployment of the new
Eyezen™ lens category for people in their connected
lives and the launch of the Eye Protect System™
lenses in the United States and Europe – our latest
advance in protective lenses against harmful blue
light. The Equipment division also performed well
throughout the year, demonstrating the demand of
many optics industry players for new technologies in
lens manufacturing. Finally, 2016 saw strong growth
in our online business, reinforced by two significant
acquisitions, Vision Direct™ and MyOptique Group.
The Sunglasses & Readers division saw a mixed

performance, with improved momentum during the
second half of the year.
What is your approach going into 2017?
L. V.: The global optical market is constantly growing
and continues to offer very good prospects. To further accelerate development and better meet both
eye care professional and consumer expectations, we
will increase deployment of our innovations over the
next eighteen months by launching several important
products in our three key lenses brands of Varilux®,
Crizal® and Transitions®. We will go faster and further
in sun and in online sales strengthening our geographic expansion. We are going into 2017 with a
stronger management and operational structure in
order to capture growth opportunities even more
effectively.

“The global optical market
is constantly growing and
continues to offer very good
prospects.”
Laurent Vacherot

(1) Net Group share.
(2) On an annual basis.

P. 5

Board of Directors
Composed of 15 members representing 6 nationalities(1),
Essilor’s Board of Directors steers the strategy and oversees
the company’s management.

6

nationalities
represented(2)

Hubert SAGNIÈRES

Philippe ALFROID

Chairman and Chief
Executive Officer

Former Chief Operating
Officer of Essilor

Antoine
BERNARD DE
SAINT-AFFRIQUE
Chief Executive Officer
of Barry Callebaut

Maureen
CAVANAGH
Vice President Retail
Director representing
employee shareholders

Juliette FAVRE
Head of Lab 4.0
program, Equipment
division (Satisloh)
President of Valoptec
Association
Director representing
employee shareholders

Henrietta FORE
Chairman of the Board
of Directors and Chief
Executive Officer of
Holsman International

(1) Subject to the vote of the General Shareholders’ Meeting on May 11, 2017.
(2) German, American, Canadian, Chinese, French, Singaporean.
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15

members

including 6 women

Louise FRÉCHETTE
Member of the Board
of Global Leadership
Foundation

Franck
HENRIONNET

Yi HE
Chairman of Essilor
(China) Holding
Company
Director representing
employee shareholders

European Service
Center Manager at the
Instruments Division
of “La Compasserie”
Director representing
employees

Annette MESSEMER

Bernard HOURS

Divisional
Board Member,
“Corporate Clients”,
Commerzbank AG

Former Chief
Operating Officer
of Danone

Marc ONETTO
Former Senior
Vice President
Worldwide Operations
and Customer Service
at Amazon

NEW BOARD MEMBERS
Jeanette Wong(3)

Laurent Vacherot(4)

DBS Group Executive

President and Chief
Operating Officer

Olivier PÉCOUX
Chief Executive Officer
of Rothschild & Co.
Group

(3) Co-opted by the Board of Directors on March 22, 2017. Appointment to be
submitted for ratification by the General Shareholders’ Meeting on May 11, 2017.
(4) Appointment as Director, subject to the vote of the General Shareholders’
Meeting on May 11, 2017.
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Management Committee
Since January 1, 2017, a 10-member Management Committee has replaced the Executive
Committee. This tightly-knit team supports Hubert Sagnières, Chairman and Chief Executive
Officer of Essilor, and Laurent Vacherot, President and Chief Operating Officer of the Group,
in their reflection on Essilor’s long-term strategy, financial balance and HR policy.

10 members in charge of the strategy
and the management of the Group

Hubert Sagnières
Chairman and Chief Executive
Officer

Laurent Vacherot
President and Chief Operating
Officer
Jayanth Bhuvaraghan
Chief Mission Officer
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Jean Carrier
Chief Operating Officer
Frédéric Mathieu
Corporate Senior Vice President,
Human Resources

Bernhard Nuesser
President Online

Paul du Saillant
Chief Operating Officer

Géraldine Picaud
Chief Financial Officer

Jeremy Teo
Chief Strategy Officer

Éric Thoreux
President Sun,
Readers and China
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Sustainable economic
performance
In 2016, Essilor accelerated its growth in all of its activities and geographies thanks
to the work of all its teams to accomplish its mission: improving lives by improving sight.

64,000
employees
in 69 countries

8,065

350,000

patents

clients (eye care professionals,
buying groups and chains)

A CONTINUALLY INCREASING NET RESULT(1)
In million euros

€7.1
billion revenue
in 2016

757

813

642

+ 7.4%

+5.9%

2014(2)

2015

2016

(1) Group share.
(2) Adjusted.

A GROUP WITH INTERNATIONAL RECOGNITION FOR ITS INNOVATION
AND COMMITMENT TO SUSTAINABLE DEVELOPMENT
The group is featured for the sixth
year in a row in American magazine
Forbes ranking of the world’s 100 most
innovative companies.

Essilor International enters the extra-financial
international reference Dow Jones Sustainability Index,
World and Europe. This ranks Essilor among
the world’s best performing companies in terms
of sustainable development(1).

(1) Issued by RobecoSAM, an investment firm incorporating CSR performance into its performance measurement models.
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33

490

production
plants

prescription
laboratories

distribution
centers

Essilor distributes
its products in more than

18

100

new acquisitions
and partnerships
in 2016

COUNTRIES

10%

7%

Sunglasses & Readers

Latin America

3%

Equipment

18%

Asia, Pacific,
Middle East,
Africa

16

Breakdown
of revenue
by geography(1)

Breakdown
of revenue
by business

28%
Europe

87%
47%

Lenses and optical instruments

North America
(1) Including all activities.
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A POWERFUL
CONSUMER-CENTRIC
S T R AT E G Y

Whether it’s helping a
myopic schoolgirl preserve
her vision, educating
the "millennials" about
the impact of screen usage
or informing seniors about
the need to protect their
eyes from UV, across the
world Essilor listens
carefully to consumers to
drive its innovation and
fulfill its mission.

A P OW E R F U L C O N S U M E R - C E N T R I C S T R AT E GY

“Innovation only makes sense
if it reaches the consumers’ needs”

JEAN CARRIER, CHIEF OPERATING OFFICER
ÉRIC THOREUX, DIRECTOR SUN, READERS AND CHINA
JEREMY TEO, CHIEF STRATEGY OFFICER

Essilor’s innovation can only truly meet the vision
health needs of people today and tomorrow if we
put consumers first.
Why is listening to consumers so important
in a business like Essilor’s that is largely focused
on innovation and technology?
Jean Carrier: Innovation only makes sense if it reaches
consumers’ needs. Even though poor vision is the
world’s most widespread disability, consumers are still
largely underinformed about the impact of not seeing
well and the solutions that exist or could exist in the
future to remedy this. Listening to needs, understanding uses and observing behaviors allows us to anchor
our innovation in the daily lives of future eyeglass
wearers and to continue building awareness with the
general public. Eye care professionals, opticians,
optometrists, ophthalmologists are our key allies in
listening to the consumers.
Jeremy Teo: Anticipating needs also means taking into
account new geographical balances and in particular
the needs of high-growth countries. We are very atten-

“Interacting with consumers
is the key to future
innovations which will
increasingly be co-created
with consumers.”
Jean Carrier
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tive to what is happening in Asia, Latin America and
Africa, where only one in 10 people is equipped. This
is where the consumers of tomorrow are. To accompany the emerging middle classes in these countries,
our innovation now extends to offering high-quality
and accessible mid-range products. And we are not
stopping there. We also have a dedicated team innovating to bring affordable eyewear to low-income
consumers in underserved regions of the world.
Éric Thoreux: In the sunglasses segment, consumer
choice is mainly guided by design, brand image and
price. As a result, we focus closely on consumer
expectations. We are seeing the emergence of new
brands all over the world. Our own sunglasses brands
of Bolon™, Costa®, Ossé™ or Foster Grant® are already
worn by millions of people and we want to ensure
they develop internationally. It’s essential for Essilor
to keep up with trends to offer consumers frames and
lenses whose performance and tints are matching
each one’s vision need and lifestyle.
What are some of needs you are responding to?
Jean Carrier: Myopia is a major challenge: it’s estimated that there will be 5 billion myopic people in the
world by 2050(1), many of them in Asia. How can we
slow down its evolution, bring optimal visual comfort
in everyday situations, as myopic people are statistically more prone to various visual health problems
than other categories. Our teams are working on all
these topics. Another public health issue is population
aging and the need to take into account the specific
vision problems of people over 65 years of age. For
example, it’s an age group not accustomed to wearing
sunglasses yet is a part of the population that has
even more need than others to protect their eyes.
How do you work on these different challenges?
Jean Carrier: The physiology of the eye and our
behaviors evolve throughout life. To imagine innovations that are of value to all ages, we have developed

2016 ANNUAL REPORT

different Roadmaps and are encouraging our teams
to think differently. To that end, in 2016 we created
Innovation Labs where our teams, in all their diversity,
can ideate and incubate with one overarching goal:
to innovate usefully.
Éric Thoreux: We also launched in 2016 the first
online innovation communities dedicated to vision.
Thanks to our two Sharing Views™ websites, one in
China and the other in the United States, we now hear
directly from consumers aged 18 to 45 years old.
Drawing on these two independent communities,
each with 2,000 members, not only gives us an
extremely rich base of information but also provides
a great platform for cocreating and testing new products. The future of consumer proximity is undoubtedly online. It is an extremely powerful channel for
bringing our innovations to market.
(1) Source: 2016 study from the Brien Holden Vision Institute™, the University
of New South Wales (Australia) and the Singapore Eye Research Institute.
(2) Source: OECD Observer.

“Consumers are unaware
of the harmful effects of blue
light mainly emitted by the
screens they use every day,
or the risks of UV. We need
to inform them and provide
effective solutions.”
Éric Thoreux

“By 2030, the middle classes
will account for more than half
of the world’s population(2).
We’re anticipating this change
in order to bring the best visual
health solutions to the greatest
number of consumers.”
Jeremy Teo
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INNOVATING FOR
AND WITH CONSUMERS
To meet the world’s visual health needs both today
and in the future, Essilor has made consumers the central driving
force behind its teams’ creativity.

I

nnovation has always been part
of Essilor’s DNA. But how can
we ensure that everyone really
benefits from new research
advances in the fields of sun
protection or myopia? How can
we guarantee that new products
or services developed by Essilor
teams will effectively meet wearer

More than

50%

of the global population
will suffer from myopia by 2050(1).
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needs today and into the future?
To make this happen, the Group
puts the consumer at the heart
of its innovation process and
leverages new working
approaches to stimulate creativity.
Accelerating pace
Driven by multidisciplinary teams,
Essilor’s “Innovation” Roadmaps
have been created to better
understand needs and devise
solutions that aim to satisfy all
consumers at every stage of their
lives. These Roadmaps also seek
to accelerate the pace of
innovation through the adoption
of new creative tools, such as
“Design Thinking” or optimization
processes such as the “Stage
Gate Process” that provides

a systematic way to test the
potential of each innovation.
Adapting to needs
Each Roadmap has its own
specificities. The “Young Adults”
Roadmap for example is based
on an extensive ethnographic
survey conducted in 2016 in the
United States and China among
19 to 44 years old. This study
allowed the team to observe

consumers in their daily lives and to
uncover their unexpressed needs.
A number of areas of focus were
identified, from well-being and style
to visual needs related to digital
device usage: these, in turn, have
fed the process of ideation led by
the team working on this Roadmap.

(1) Source 2016 study from the Brien Holden Vision
Institute™, the University of New South Wales (Australia)
and the Singapore Eye Research Institute.

Sharing Views™, in conversation
with consumers
What would be your
ideal pair of sunglasses?
At what time of the
day do you suffer from
visual fatigue and
which solutions do you
use? How and where
do you buy your
glasses? Essilor
can now ask these

questions directly to
4,000 young American
and Chinese adults on
its community platform
Sharing Views™.
Whether they wear
glasses or not,
consumers registered
on the site will be
regularly invited to

respond to different
themes and participate
in forums or
quantitative surveys.
From the buying
experience to intense
daily screen usage,
all views are welcome!

“Organizing our approach by Roadmap helps
us to be more efficient. I rely on a core team
of 10 people from R&D, Global Marketing
and IP. We also ask people from other areas
of expertise, such as Industrial Operations,
Instruments or Sales team, to join us for specific
workshops. Our goal is to generate new ideas
very quickly, by stimulating creativity through
a design thinking approach. In ten to twelve
weeks we are now able to develop a complete
cycle of innovation, from identifying a need
to demonstrating the relevance of the proposed
idea for end-users.”
Alexandra Roos
Consumer Innovation Director Young Adults
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Product
innovations in 2016
#FLASHFRAMES™
Inspired by images
What if you used photos instead of keywords? From
this idea, which came out of internal brainstorming
challenge Digistorm™, an Essilor team came up with a
completely new approach to online shopping, a firstof-its-kind in the world of optics. The concept behind
Flashframes™? Finding a pair of frames using a photo
taken in the street, a selfie or from a picture found
online. Thanks to visual search technologies and
image recognition algorithms, an online shopper can
quickly and intuitively see a range of glasses similar
to the image he uploaded.

marketing
our innovations
#EYE PROTECT SYSTEM™
Transparent protection
The latest Essilor innovation in lenses that protect
against harmful blue light, Eye Protect System™ lens
filters UVA and UVB rays, providing up to three times
more protection than standard lenses against blueviolet light. It is aesthetically clear and does not alter
color perception. Designed to be integrated across
all ranges, this Essilor innovation was launched in 2016
in the United States and in Europe and is now being
deployed in Asian markets.

“Consumer marketing is a strategic lever
for the Group’s development. We invested
€209 million this year to inform the general
public of our major innovations. It’s an
essential step in developing the reputation
of our flagship brands.”
Agnès Dewidehem
Global Consumer Brands
Vice President, Paris
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#TRANSITIONS®
The collection Style Colors and Flash
to Mirror™ activated by Transitions®
– style and protection
Essilor continues to innovate in photochromic lenses
to expand the appeal of this category to new types
of wearers. 2016 saw two launches – the new Style
Colors collection for Transitions® Signature® VII with
four new shades and Flash to Mirror™, activated by
Transitions® with a variable tint offering a unique style
to wearers. These launches demonstrate a new cycle
of innovation, with the development of technologies
adapted to typologies of wearers and the ambition
to extend photochromic technology to other optical
products.

#EYEZEN™+
A new perspective
To offer even more comfort and protection to
consumers in their connected lives, Eyezen™+ lens
combines two new features from Essilor research:
Eyezen™ Focus technology which reduces visual
fatigue and makes it easier to read small print and the
new Eye Protect System™ technology which filters
blue-violet light without altering color perception.

#LENSES FOR DRIVERS
Seeing well at the wheel
Drivers often face difficult conditions, especially at night
with the glare of car headlights or urban lighting. Essilor
regularly develops new designs and coatings
to address these issues.
In September 2016,
Essilor Germany launched
a communication
campaign via a dedicated
website on the benefits
of Essilor Streetlife™,
a solution that benefits
from EyeDrive™
technology. During the
last Silmo, BBGR unveiled
Night Drive Boost™
technology which offers
optimal day and night
vision. Another
innovation from Novacel,
a Group subsidiary in France, is NeODrive™ lens, a range
combining a new design with an antireflective coating
to relieve fatigue, improve intermediate and distance
vision, and reduce glare.
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ON THE ROAD
TO THE FUTURE TOGETHER
At the heart of an open innovation ecosystem,
Essilor has remained an agile player, despite its size, recognized
by many as a partner of reference.

T

o ensure that innovation
remains a major
differentiator and driver
of growth, the Group relies not
only on the excellence of its
own research teams, but also
on a scientific, technological and
academic ecosystem of long-term
partnerships.
In tune with regional realities
The geographic location of Essilor
research and innovation reflects
the Group’s international presence
and diversity. Essilor has five

P. 2 0

research centers worldwide,
including three Innovation and
Technology Centers (CI&T) located
at the heart of its major markets
in the United States, France and
Singapore. Each brings together
marketing, R&D and global
engineering teams to meet
the specific needs of regional
customers. Each CI&T has
developed a unique expertise
developing relationships with
local scientific and technical
communities. The centers also
detect the most promising

research teams or start-ups for the
various research areas of the Group.
Long-term partners
Essilor has established more than
twenty partnerships with
universities and public research
organizations around the world:
Paris Vision Institute, CNRS,
École polytechnique of Montréal,
Shanghai and Wenzhou
universities in China.

Smart technology: incredible applications for vision
Innovation for Essilor also means
working on longer-term solutions,
notably on what we call “smart
eyewear” or connected glasses.
These intelligent devices incorporate,
for example, sensors to measure
the evolution of luminosity during
the day and to automatically
adjust the tint of lenses to these
variations.
Such glasses can also connect
to a Smartphone. With its project
WLVA (Wearable Low Vision Aid)
Essilor has the ambition to put

augmented reality at the service
of the severely visually impaired.
Developed with partners,
five prototypes have been tested
at the Vision Institute, in Paris.
The frames integrate a camera
that takes pictures and magnifies
the image for daily use.
Are connected glasses the future
of good vision?
That’s the conviction of Essilor’s
Research and Innovation teams
who are working on four principal

functionalities that could be
embedded in our lenses in the future:
frames connected to applications
for measuring, analyzing and sharing
personal data;
lenses whose tint is controlled
electronically to adapt quickly to all
light conditions;
lenses that make it possible to
adapt correction according to
different situations;
lenses capable of displaying images
to improve the wearer’s life.
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INVESTING IN RAISING
AWARENESS
Often considered a fashion accessory, glasses are technological
products that enable good vision and improve life.
This is the message Essilor wants to pass on to millions
of consumers around the world.

I

nforming consumers is the first
step towards better visual health
for all. This conviction underpins
the Group’s consumer marketing,
which focuses on providing
information on the importance of
protecting and preserving eyesight
at all stages of life. This year, Essilor
invested €209 million in end-to-end

media campaigns that were
amplified by the Group’s network
of partner eye care professionals.
This comprehensive approach
focuses campaigns on consumers
and involves high profile brand
ambassadors to strengthen public
information and highlight the
technological innovations of

The Varilux® campaign in Spain
with Andreu Buenafuente
In Spain, brand recognition
for Varilux® increased from
64% to 84% in 2016. Among
the key ingredients of this
successful campaign
was a television series
“The Varilux® Modern
hero” presented by
Spanish media star,
Andreu Buenafuente.
Three programs were
broadcast in July,
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featuring heroes such
as international scientist
Dr. Bonaventura Clotet
who conducts research
to find a cure for AIDS.

Essilor’s various brands. In France,
a campaign around “the Varilux®
Modern hero” was broadcast on
television and radio. On French
screens for eighteen weeks, the
campaign reached 94.2% of the
French population aged 35 and
over, which represents close to
34 million people.

A brand ambassador for Bolon™
“This campaign
illustrates Essilor’s
desire to strengthen
the attractiveness of
flagship brands while
accelerating growth in
strategic markets such
as China and southeast
Asian countries.
Bolon™ is a brand that
inspires people to

express their personal
style and that seeks to
reflect the uniqueness
of every woman and
every man in the
sunglasses and
corrective glasses
they choose to wear.
That’s the ‘My Style,
My Bolon™’ story. Anne
Hathaway, our brand

ambassador, embodies
perfectly those
values for billions
of consumers. The
campaign also
supports our strategy
to communicate
internationally
on the quality of our
products.”

“This campaign illustrates Essilor’s desire to
strengthen the attractiveness of flagship brands.”
Sivlaing Chao
Director of International E-commerce and Digital
Marketing of Bolon™ and Molsion™

A consumer-first approach
“Ensuring consumers
understand the
benefits of premium
lenses is essential to
our success in the
United States. Our
approach is to guide

consumers on their
journey to consult an
eye care professional.
Using a multimedia
approach we can
provide essential
information in advance

of their visit. This helps
eye care professionals
and consumers find
the ideal vision
solution and facilitate
the patient
experience.”

“Our approach is to guide consumers on their
journey to consult an eye care professional.”

Sherianne James
Vice President Consumer Marketing
Essilor of America
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#EYEZEN™ CHALLENGE

Raising awareness among
digital natives

Wrap-up
of the year

How do you convince a
generation of young Internet
users, who spend up to
eight hours a day in front of a
screen, to better preserve their
vision? By partnering with Fnatic,
one of the best E-Sport teams in
the world and organizing the
Eyezen™ Challenge in April 2016.
The challenge: an immersive
digital experience that allowed
everyone, by simply using their
eyes, to take on one of the world’s
E-sports stars, Martin “Rekkles”
Larsson, equipped with Eyezen™
glasses from Essilor. The event
attracted players from all corners
of the globe and met with great
success: nearly 266,000 games
were played. The highest
participation rates were recorded
in France, Germany, the United
States, the Philippines and the
United Kingdom.

€209 M
invested in media
campaigns.

#SILMO D’OR

Going for gold

Essilor received a Silmo d’Or
2016 for Eye Protect System™,
an innovation in eye protection.
The Group also won the Silmo
d’Or this year in the “Low Vision”
category, for the MyEye™ device.
Incorporating artificial
intelligence, this visual aid allows
people with impaired vision to
read text and recognize faces.

More than

20

R&D partnerships.
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#FOSTER GRANT®

The brand Foster Grant®
launches online sales for
nonprescription Eyezen™
lenses

# AWA R D S

In the ranks of innovation
champions

In 2016, for the sixth consecutive
year, Essilor was ranked among
the most innovative companies
in the world. Produced by Forbes
magazine, this ranking lists
publicly traded companies
identified by investors as present
and future leaders in innovation.

More than

7,200
registered trademarks
in the world.

Foster Grant®, a leading brand
of FGX International, was one
of the first of the Group’s online
sites to market Essilor’s latest
innovation for connected life,
Foster Grant® Eyezen™ lenses.
This range includes a selection
of nonprescription lenses that are
sold online at www.fostergrant.com
and www.amazon.com as well
as on stores in the United States,
Mexico and Canada.

More than

€200 M
invested in research
and innovation.

# TA I LO R M A D E

Solutions for out of the
ordinary visual needs

Essilor’s SL Lab creates highly
individual solutions for people
with complex visual needs.
This year a Slovak photographer,
Jan Miskovic, received from
Essilor a pair of glasses with
–108.00 diopter cylinder
6.00 lenses. A new world record
for the Group! A baby was also
equipped with +22 diopter lenses
to see clearly, following operations
on congenital vision defects.

More than

8,000
patents.
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A GLOBAL
R E AC H
T H AT E X PA N D S
E AC H Y E A R

From independent opticians to
major distribution chains, Essilor
tailors solutions to each of its
customers' needs worldwide thanks
to a unique supply chain, local
partners with an intimate knowledge
of their markets, and a multichannel
distribution strategy.

A G LO B A L R E AC H T H AT E X PA N D S E AC H Y E A R

“In an increasingly complex environment,
agility and capability are key”

PAUL DU SAILLANT, CHIEF OPERATING OFFICER
GÉRALDINE PICAUD, CHIEF FINANCIAL OFFICER
BERNHARD NUESSER, PRESIDENT ONLINE

Essilor is organising itself to serve more eye
care professionals, distributors and consumers
everywhere in the world.
Why is Essilor’s supply chain critical for the Group’s
growth today?
Paul du Saillant: Until 2013, Essilor mainly manufactured and sold prescription lenses through a relatively
simple ecosystem consisting of production sites, laboratories and distributors. Our field of activity is constantly expanding. By collaborating more closely with
local entrepreneurs, the Group can establish or
strengthen its footprint in many mature or highgrowth markets. As a result, we have a much more
diversified presence across geographic areas, product
segments and distribution channels. In addition, our
customers are looking to us for more than just the

“Prescription lenses,
sunglasses, reading glasses,
online sales: we are present
across an increasing number
of product segments and
distribution channels. This
requires us to have a robust,
efficient and state-of-the-art
supply chain.”
Paul du Saillant
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provision of quality lenses. They increasingly seek
integrated services so we are essentially also a services company, equipped to support 350,000 eye care
professionals around the world to develop their
business.
What is the relationship between proximity
and growth?
Géraldine Picaud: We have a long history of partnerships or acquisitions that allows us to continue
strengthening our proximity to eye care professionals,
distributors of our products and consumers. In 2016,
Essilor invested in Vision Source and PERC – independent networks of optometrists in the United States. It’s
a way to reinforce our links with industry professionals
by offering new services, while strengthening our
multichannel strategy. Other transactions in 2016 in
Chili, in Russia and in China have enabled us to extend
our geographic coverage in these different high-potential markets. It’s another example of how we fulfill
our mission: improving lives by improving sight.
What role does online play in your strategy?
Bernhard Nuesser: Strengthening our relationship
with consumers also requires building our presence
in e-commerce which reached €325 million of revenue
in 2016. This provides a way for us to offer high-quality products to a greater number of people and at all
price points. But it’s also a way to further our mission
of raising awareness and educating consumers about
visual health. This year, we acquired MyOptique
Group, one of Europe’s leading online retailers of optical products, expanding our Internet coverage to
Central Europe while strengthening our online multicategory and multibrand approaches. Online sales
also allow us to innovate in new models as well as
services that support our eye care professional customers such as My Online Optical™ platform which
enables independents to develop their online business
to increase customer loyalty and satisfaction.
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Does this diversity in your business activities
bring greater complexity?
Paul du Saillant: Our business environment has many
value chains and distribution channels. We deliver
finished or semifinished products to our trade customers, but we also distribute products directly online
and work with optical chains that may also have their
own laboratories. Producing 508 million corrective
lenses and 135 million pairs of sunglasses and reading
glasses each year with a high degree of product personalization requires a flexible and robust supply
chain. We control our competitiveness and product
availability through a network of 33 plants and 16 distribution centers worldwide. Having 490 prescription
laboratories integrated into our supply chain is also a
tremendous asset. These enable us to propose a scalable product offering with a responsive and efficient
local service.

“In high-growth countries,
online sales facilitate access
to vision care solutions,
enabling us to further our
Group mission.”
Bernhard Nuesser

“Partnering with local
entrepreneurs is at the heart
of our strategy and is one of the
cornerstones of our growth.”
Géraldine Picaud
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HELPING OUR PROFESSIONAL
CUSTOMERS TO GROW
Each of our customers, whether independent opticians
or major retail chains, have unique needs. Essilor
seeks to innovate each day to deliver tailor-made solutions
that support their business development.

E

ssilor’s supply chain is the
backbone of the Group’s
unique ability to cater to
trade customers of all sizes, in all
geographies. Its teams manage
all of the Group’s global flows
of products and lenses from
production sites to the point of
sale through distribution centers
and prescription laboratories.
In addition, Essilor has continued

to create new services in 2016
designed to help its customers
grow.
Enhanced availability of Group’s
diversified product offer
In total, Essilor’s supply chain
manages more than 3,000 flows
and over 1 million product
references each day. Integrating
the flow of frames from supply to

point-of-sale delivery has enabled
Essilor to develop product offers
that combine lenses and frames
and associated services, and to
expand the distribution of sunwear
and optical collections to
customers of brands such as
Bolon™ and Costa® in Europe
and in the AMERA region. By
distributing all the Group’s product
categories through its local,

Essilor, an expert partner for Walmart
With over 11,000 stores
worldwide, Walmart is
the world’s largest
retailer. Nikon Eyes®
lenses, distributed to
3,500 Walmart Vision
Centers in the United
States, have been the

focus of a dedicated
program by Essilor
of America since 2008
to enhance this lens
offer. Seeing that
Walmart customers
were also attracted
to high-end, high-tech

brands, Essilor created
a clear and structured
range of lenses 100%
digitally surfaced along
with consumer
marketing support.

“This tailored approach has strengthened
our partnership with Walmart.”
Matthew Tackman
Vice President, Retail Key Accounts
for Essilor of America
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times more Nikon Eyes® lenses
sold in Walmart Vision Centers since 2010.

Side by side with independent opticians
Essilor’s support of
independent eye care
professionals is deeply
rooted in its 170-year
history and culture.
A large majority of the
Group’s business is
done with them and
Essilor is proud to
count among its clients
some of the best
industry professionals
across the world.
In a constantly evolving
and increasingly
competitive
environment, Essilor
once again focused
in 2016 on providing

solutions to help
independent practices
grow their business,
be it through premium
product innovation,
high-tech dispensing
technologies or new
programs to improve
in-store communication
and selling techniques.
“In the United
Kingdom, we have
created a training and
support program for
250 opticians that
has allowed them to
increase sales by 30%,”
explains Ernesto Diaz,
Senior Vice President

Essilor Europe. “And
for the launch of
Transitions® Style
Colors and Flash
to Mirror™ activated
by Transitions® in Italy,
we supported
independent opticians
with dedicated sales
offers and in-store
communication tools
to highlight the
advantages of
Transitions® lenses as
well as the new range
of colors,” adds
Ernesto Diaz.

regional or export network,
Essilor’s supply chain offers each
customer the optimal combination
of services adapted to their needs,
as well as pooling logistics for ever
more efficiency.
Integrated services
for key accounts
This broad global capability
also enables Essilor to provide
integrated solutions for key
accounts, such as Boots or
General Optica. For these major
retail players Essilor provides a
range of services from supplying
and managing frame stocks, store
planning preparation, to complete
services covering, edging,
mounting and in-store order
tracking. Essilor now has four
integrated platforms in Bangkok
(Thailand), Dallas (United States),
Shanghai (China) and Warsaw
(Poland), which manage more
than 95 service offerings
supporting key accounts
worldwide.

“Essilor’s support of independent eye care
professionals is deeply rooted in its 170-year
history and culture.”
Ernesto Diaz
Senior Vice President
Essilor Europe
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PARTNERSHIPS AND
ACQUISITIONS AT THE HEART
OF OUR BUSINESS MODEL
To broaden its scope and increase consumer proximity
everywhere in the world, Essilor adapts its distribution approach
to the structure and maturity of each market.

I

n the United States, many eye
care professionals have
consolidated their businesses
into groups or alliances. In 2016,
Essilor of America acquired a
majority stake in Vision Source
a service platform for
4,000 independent eye care
professionals that’s considered
the second largest distribution
network in the United States.
This acquisition complements
other acquisitions such as PERC
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(Professional Eyecare Resource
Cooperative)/Infinity Vision
Alliance, a consortium of more
than 2,400 independent
optometrists, and Opti-Port
Alliance which regroups 33 eye
care professionals and 400 points
of sale. Essilor is pursuing this type
of initiative in many countries
– for example, in Australia with the
distributor Frames Etcetera, for
the optician groups Eyecare Plus
and Provision, but also in Europe.

A shared ambition for better
customer service
“These independent networks
need a strategic partner to
continue to grow and we are the
natural fit,” said Éric Leonard,
President of Essilor of America.
“We share the same ambition:
to improve patient and consumer
experience.” In Chile this year,
Essilor acquired a majority
shareholding in Laboratorio
Óptica Ltda and Ópticas OPV

Ltda – an integrated laboratory
and distributor. “With this wellestablished local partner, we can
quickly position ourselves in a
promising market with 18 million
inhabitants and offer consumers
quality products,” says Tadeu
Alves, President of Essilor Latin
America. This strategy has already
proved its value in Costa Rica and
Nicaragua where Grupo Vision
continues to deploy value-added
Varilux® and Crizal® lenses through
its distribution network.
Rising to the challenge in Africa
In Africa, the Group has chosen
a different approach. 500 million
people of the continent’s
1.1 billion inhabitants lack vision
correction due to the lack of eye
care professionals. “Africa is
at the heart of our mission and
development. Growth there will
bring better vision for its students
and working population.
To structure the market and reach
the greatest number of consumers,
since 2013 we have been pursuing
a mix of traditional sales
approaches and inclusive business
initiatives,” explains Éric Bernard,
President, AMERA. Essilor’s
different business approaches are
paying off. In Africa, the Group
now has a thousand employees
present in 15 countries and sales
in 52 of the continent’s 54 countries.

Turnkey concept in Morocco

In Morocco, the teams
of Movisia, an Essilor
subsidiary, designed
a turnkey concept with
Kodak lenses, a wellknown brand in the
country. “We were
keen to help midrange stores located
in low-income
neighbourhoods create
value with a strong
brand,” explains
Laurent Tichoux,

Senior Vice President
Essilor, Africa. The
Group makes things
easier for eyecare
professionals by
offering them
a complete offer
including a product
pack (frames and
lenses), service
(assembly and
logistics), in-store
visibility with a
dedicated corner and

external identification,
all this with very
simple, transparent
communication on
prices. The Movisia
team then monitors its
community of opticians
throughout the year.
After the success of the
first pilot stores in early
2015, the offer is now
available in 160 stores
out of the 2,000 in
Morocco.

“We were keen to help mid-range stores located
in low-income neighbourhoods create value
with a strong brand.”
Laurent Tichoux
Senior Vice President Essilor, Africa
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NEW DISTRIBUTION
CHANNELS TO SERVE
ALL NEEDS
Today’s consumers expect choice: choice in both what they buy,
and where they can buy. Essilor is increasing its digital innovations
and leveraging acquisition opportunities to establish itself
as a full online player.

I

n some markets, e-commerce
is the main channel for reaching
consumers who have no other
access to visual health solutions.
It’s the case in Brazil, where
100 million consumers use the
Internet to educate and equip
themselves. Since 2015, Essilor has
been developing a leading position
in this high potential market
through the acquisition of eÓtica,
one of the principal online
distributors of optical products
(contact lenses, sunglasses and
prescription glasses) and e-lens

My Online Optical™
– the independent route
to online sales
Through Essilor’s My Online Optical™
platform, independent eye care
professionals can now develop
their online business to enhance
customer satisfaction and loyalty.
Each optician benefits from Essilor’s
supply chain expertise, while having
complete freedom over branding,
stock and pricing.
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that distributes contact lenses.
This strategy is echoed in China
which has the most developed
online optical market in the world.
Lily Jin, Senior Business
Development Director for Coastal
Vision, explains: “Digital is a key
part of life for Chinese consumers.
And it’s predicted that over 50%
of China’s consumption will be
conducted online within the next
ten years. E-commerce is today
unlocking untapped market
growth in the optical sector
outside of large cities, where

offline retail is less developed,
as it favors impulse purchases,
such as sunglasses, and increases
the rhythm of repurchase.”
This model is not only targeted
to emerging countries. Essilor’s
acquisition of MyOptique Group
in 2016 is also geared towards
consumers in mature markets.
Based in the United Kingdom,
the company has built its success
on a multibrand and multicategory
model operated through several
local websites, including Glasses
Direct™ (corrective glasses) and

A new strategic and digital step for Costa®

SunglassesShop™ (nonprescription
sunglasses) in the United
Kingdom, Lensbest™ (contact
lenses) in Germany and LensOn™
(contact lenses) mainly in the
Nordic countries. This acquisition
complements the acquisition
in 2015 of another United
Kingdom-based distributor,
Vision Direct™, a European leader
in Internet contact lens sales.
With its main business activities
in the United Kingdom and Ireland
as well as in other European
countries, Vision Direct™ ’s online
site is known for the quality of its
customer service. This acquisition
allows Essilor to strengthen its
position in European online sales
by complementing existing
business in the Nordic countries.
“Our goal is to mobilize all
synergies with the Essilor
Group to grow Vision Direct,
including expanding our product
offering and geographic coverage,”
said Michael Kraftman,
VisionDirect™ CEO.

50%

of China’s consumption
will be conducted online within the next
ten years.

In the United States,
Costa® relies on digital
channels to be highly
visible and strengthen
brand positioning.
“While our dealer
network is the
backbone of the Costa®
brand, we have also
worked hard at
building strong
relationships with
our consumers
over the years and
it’s become a real
point of difference,”
said Costa® CEO
Holly Rush.

“By investing in
a unique community
marketing strategy
and a strong digital
presence, we’ve
established a cult
following of brand
loyalists who want to
engage with us and
direct-to-consumer
channels, like Web are
a natural next step
in the brand’s
evolution.” In 2016,
Costa® launched a
new Web platform
and Web store to
engage even deeper

in conversations with
consumers. The
investments have
yielded strong results
through the critical
peak holiday season
and at the start of the
new year. The new site
is 100% designed for
mobile and aligns with
the brand’s three main
consumer types
(“Anglers”, “Voyagers”
and “Beachcombers”),
creating for each a
unique purchase path
and a truly customized
brand experience.

“While our dealer network is the backbone
of the Costa® brand, we have also worked hard
at building strong relationships with our consumers
over the years and it’s become a real point
of difference.”
Holly Rush
Costa® CEO
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#CHINA

Strengthening our position

Wrap-up
of the year

In 2016, Essilor acquired a 50%
stake in Photosynthesis Group,
a Hong Kong-based company
that sells sunglasses and
corrective glasses under several
brands including MJS™. The
company operates through
a network of franchised stores
in shopping malls in China and has
begun expanding internationally
in southeast Asia. This new
partnership will help accelerate
the development of the Chinese
optical industry and strengthen
the Group’s position in sunwear.

1 billion

people across the world wear
Essilor products every day.

90%

of corrective lenses sold
by the Group are manufactured
in Essilor’s sites.

#ESSILOR
INSTRUMENTS

A compact lens edger
with industrial capacity

490

prescription labs.
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World leader in edging and in
finishing equipment, Essilor
Instruments launched the Pro-E™
600 edger, a new solution
designed to enhance productivity.
New innovative procedures in all
its cycles and versatility make
this edger capable of processing
even the most complex jobs with
efficiency. Compact, easy
to integrate into any lab, the
Pro-E™ 600 edger is smart
investment for finishing hubs,
but also prescription laboratories,
hubs or workshops for opticians
dealing with large high volumes.

18

#INSTRUMENTS
AND OPTOMETRY

Levers for healthy vision

The instruments business, which
develops, manufactures and
markets solutions and services for
eye care professionals, performed
well in 2016. Optometry has a key
role to play in supporting our
mission: meeting the challenges
of eye testing in fast growing
countries and screening the visual
health of aging populations in
mature countries. In a buoyant
market, the Instruments activity
benefited from sales of refraction
solutions to major optical chains
in Europe and from the growth of
its distribution network including
the acquisition of Axis Medical,
which will enable the Group to
accelerate distribution of
refraction and optometry
solutions in Canada. With the
success of entry-level products
like Delta 2™, particularly in fastgrowing markets, and mid-range
solutions such as Neksia® and
Itronics™, the instruments
business has achieved good
growth in lens finishing,
its first business line. Sales of
measurement solutions, including
the M’eyeFit® Touch tablet, were
also very strong.

acquisitions in 2016.

130

new partnerships across the
world over the last five years.

€4.5 Bn
the global online market for
optical products.

#UNITED KINGDOM

Training boosts sales

In the United Kingdom, Essilor
supports independent opticians
with a program of sales training
to develop their business and
adapt to evolutions in the optical
industry. All staff from
the practice, particularly
optometrists, benefit from this
training and new approach that
aims to motivate and value the
contribution of everyone.
It’s a win-win for opticians and
their customers. Wearers benefit
from improved vision and the
250 eye care professionals who
have participated in the program
have seen sales increase by 30%.

€325 M

is the global revenue
of online sales reached in 2016
by Essilor.
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A UNIQUE
MISSION,
A UNIQUE
COMMUNITY

Essilor is more than a company. It’s a
community of men and women united behind
a shared ambition: to enable every person on
our planet to escape the burden of poor vision
and realize their full potential. At the heart of
the Group’s success are the commitment and
mobilization of its teams who every day bring
this mission to life.

A UNIQUE MISSION, A UNIQUE COMMUNITY

“A mission that transcends
differences and energizes
employees”

FRÉDÉRIC MATHIEU, CORPORATE SENIOR VICE PRESIDENT OF HUMAN RESOURCES
JAYANTH BHUVARAGHAN, CHIEF MISSION OFFICER

For Frédéric Mathieu, Corporate Senior Vice
President of Human Resources and Jayanth
Bhuvaraghan, Chief Mission Officer, the
commitment of Essilor’s employees is built
around a mission that transcends differences.
How has Essilor developed so quickly without
losing its culture?
Frédéric Mathieu: Our fundamentals are strong and
long-standing but remain very adapted to the world
today. Working together, diversity, innovation, entrepreneurial spirit, respect and trust are values that
speak to all generations, all cultures and are understood in all languages. They can be shared by all
employees who willingly recognize that Essilor’s
values serve a mission that is both noble and socially
minded: improving lives by improving sight.
What are your key focus areas to deliver
your mission?
Jayanth Bhuvaraghan: We want to correct and protect the vision of the 7.4 billion inhabitants of our
planet. This is a huge ambition, which first and foremost requires us to raise awareness among the general public and decision makers alike, because one of
the biggest barriers to healthy vision is lack of information. Everyone is concerned: the 2.5 billion people
who live without the vision correction they need, but
equally each person who is not yet aware of the
impact on visual health of UV rays or blue-violet light
emitted by digital devices. At the same time our strategy is to improve access to our products, be it
through our online business or our new inclusive business models to ensure our innovations reach the
people who need them, wherever they live on the
planet and whatever their income. It is not enough to
use new technologies to create high-quality lenses.
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Today, we are innovating across the board to meet
every single person’s vision needs.
How can you help 7,4 billion people understand
the importance of caring for their eyes?
Jayanth Bhuvaraghan: Firstly, we support initiatives
that aim to inform and influence, like the Vision
Impact Institute™. This organization, which collects
and shares visual health data from around the world,
has quickly become a recognized resource center that
is helping our advocacy partners make the case about
investing in vision care. We also develop local programs, led by Essilor or with key partners, that educate the general public about the importance of
caring for one’s eyes. And we increasingly see
grassroots efforts from our employees in all countries

“One in four employees is an
Essilor shareholder. It’s part
of the unique governance
of a Group at our size that
significantly contributes to
preserving Essilor’s business
model and values.”
Frédéric Mathieu
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where they are present that seek to educate the local
communities in which they work.
How do you mobilize more than 64,000 employees
around these challenges?
Frédéric Mathieu: Essilor’s mission is supported at all
levels of the company, starting with our senior managers who act as veritable champions, communicating
it to all the teams. We want each employee to understand how he or she contributes individually at every
level, in every function, whether their role is focused
on innovating, manufacturing, selling, or supporting
the business. That’s why we have decided in 2017 to
create an incentive for managers to further promote
our mission and our principles and values, as part of
their annual performance appraisal. The fact that
many of our employees are shareholders of the company, and actively participate in its governance
through the Valoptec Association is also a unifying
element. In this respect, they are truly instrumental in
Essilor’s success. It is for this reason that we are going
to further strengthen employee share ownership in
the years to come.

“We are all driven by our
mission to improve lives
by improving sight. Together
we are impacting individuals
and their communities through
the socioeconomic benefits
of good vision.”
Jayanth Bhuvaraghan
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ADVOCATING THE BENEFITS
OF GOOD VISION
Poor vision is the world’s most widespread disability.
Yet 80% of vision problems can be corrected. For Essilor, raising
awareness among policy makers is a step towards better
understanding of the impacts of poor vision.

T

o act effectively to combat
poor vision, governments
and decision makers need
to rely on evidence-based
facts. Collecting, sharing and
publicising these data has been
the objective of the Vision Impact
Institute™ since its creation in
2013. “We want to give a vision
a voice,” explains Kristan Gross,
Global Executive Director of the
Vision Impact Institute™. In 2016,
the Institute broadened its field
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of action to a new country, India.
“It’s estimated that correcting
the vision of workers in the
subcontinent would improve
revenues by 30% and productivity
by 25%.” The Institute also
approved in 2016 the first
comprehensive study ever
conducted on the visual health
of the Chinese population.
This study, which addresses
economic, medical and policy
dimensions, was supported

by Vision for Life™. It shows in
particular that the economic and
social cost of impaired vision
among China’s population in
2012 represented 1.3% of national
GDP, or $103 billion.
Coalitions of leading players
for more impact
Essilor also supports new alliances
with major players in visual health
worldwide. Among the flagship
initiatives of the year were

Our Children’s Vision, a global
campaign launched by a coalition
of industry leaders and
cofounded by the Brien Holden
Vision Institute™ and Essilor’s
Vision For Life™ fund. “This
initiative is driven by partners who
have long been active in visual
health,” said Kovin Naidoo, CEO
of the Brien Holden Vision
Institute™ and Campaign Director.
“By joining this alliance, they bring
their experience, expertise and
desire to have a long-term
impact.” The ambition of Our
Children’s Vision? Expand access
to eye health services to 50 million
children around the world by 2020
to detect potential vision
problems. The coalition’s work
reached 10 million children in
2016.

$272

Bridging the visual divide
In 2016, Essilor joined
the ranks of the new
Eyelliance coalition and
contributed to a report
published by the World
Economic Forum –
Eyeglasses for global
development: bridging
the visual divide.
The report shows that
investing in access to

visual correction would
lead to considerable
gains in terms of
economic and social
development. Of the
2.5 billion people
suffering from poor
vision, 624 million
people need such a
high visual correction
that, without corrective

the estimated cost in lost productivity
for the global economy due to
uncorrected refractive error.

500

Source: Smith et al. “Potential lost productivity resulting
from the global burden of uncorrected refractive error” –
Bulletin of World Health Organization 2009, 87:431–437
(adjusted to 2015 population data).

people in China suffer from uncorrected
poor vision.

billion per year

glasses, they can be
described as blind
or severely vision
impaired. The report
highlighted that
in 2015, only $37 million
had been invested
in combating visual
health problems – the
equivalent of 2 cents
per person concerned.

million
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CREATING NEW CHANNELS
TO EXPAND ACCESS TO
VISION CARE
Access to vision care is highly unequal country to country. To reduce this visual
divide, Essilor is scaling up innovative inclusive business models.

T

he simple steps of having
one’s eyesight checked by
an eye care professional and
buying a pair of glasses remains
beyond the reach of many
consumers, and not just for
economic reasons. Difficulties in
accessing vision care exist in rural
areas in countries across Asia and
Africa as well as in densely
populated megacities in Brazil
where health care networks have
not grown as fast as explosive

population increases.
Essilor’s 2.5 New Vision
Generation™ (2.5 NVG™) division
focuses on developing offerings
tailored to the specificities of each
country, to ensure that solutions
proposed will be truly accessible
to all inhabitants.
Imagining new models
Since its creation in 2013,
2.5 NVG™ has been devising,
testing and deploying new

Aboard the Dr Vagón train in Mexico
Through the
collaboration with
“Dr Vagón Health Train”
in Mexico in 2016,
Essilor set out to bring
vision care to remote
communities. In 2014,
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Fundación Grupo
México’s initiative, the
Health Train, a 14-car
mobile clinic that travels
the country, began
operations offering
free consultations

to the most isolated
populations. Since
its launch, it has
already benefited
101,534 patients
through 386,926 free
medical care services.
In addition to general
health care, dental care
or dermatology, this
mobile clinic has added
an additional service
thanks to alliance with
Essilor. Patients can
benefit from a vision
test and, if necessary,
immediately choose
reading glasses,
corrective glasses
adapted to their specific
need or sunglasses from
Essilor’s 2.5 NVG™ range.

inclusive business models in the
field. It has helped create training
modules that have, to date,
empowered some 4,000 people
to acquire the basic skills to carry
out simple eye tests and to engage
in part-time vision care activities,
or even manage a small optical
shop where they provide entrylevel eyeglasses. These programs
now exist in several emerging
countries: in 2016 Indonesia,
Cambodia and Kenya started

Open innovation to serve all needs

training primary vision care
providers drawing on the
experiences of teams in India,
China and Brazil. In total,
2.5 NVG™ products are distributed
in 30 countries, in partnership with
hospitals, NGOs and governments.
2.5 NVG™ is supported by Essilor’s
BOP Innovation Lab, which ideates
and incubates new business
models whilst forging partnerships
with organizations working in
development or social impact,
corporations and multilateral
alliances.

In July 2016, Essilor
launched an open
innovation challenge
to develop new
inexpensive, easy-touse and rapidly
deployable solutions
for carrying out
refractive examinations
for underserved
populations with

limited access to eye
care professionals. The
initiative, called the
“See Change
Challenge”, aims to
involve communities
outside of the Group:
start-ups, universities,
IT developers,
vision scientists,
optometrists,

engineers… in helping
develop solutions for
measuring vision
defects. The Group has
committed to support
the winners, to be
announced in 2017,
by signing development
contracts to help them
build their solution.

“With more than 2,500 active Eye Mitra™
opticians today, we are able to show the strong
socioeconomic impact of this innovative
business model and are increasingly receiving
support from local government. We just
signed an agreement with the state of Uttar
Pradesh in the north of India which will support
the training of 3,000 new Eye Mitra™.”
Milind Jadhav
Head of 2.5 NVG™ India
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# U N I T E D S TAT E S
Scaling up nonprofit partnerships

Helping people
in acute need

Since its creation in 2007, Essilor Vision Foundation™ US
has been empowering children to reach their potential
by giving them the ability to see clearly. In 2016,
the Foundation helped over 200,000 children receive
vision exams and glasses by partnering with over
65 nonprofits across the US. The Kids Vision For Life™
program continued to play a key role in delivering
impact, visiting over 500 schools and holding over
300 community events.

Across the world, philanthropic initiatives
supported by the Group are bringing
long-term improvement to the daily lives
of vulnerable populations in need.

it’s an important event when
people try on their first pair
of glasses
#AUSTRALIA/NEW ZEALAND
See well to learn better
“In rural areas, most people have to travel
30-50 kilometers to see an ophthalmologist.
That’s why the quarterly rural eye screening
campaigns we organize around the factory, under
the aegis of Essilor Vision Foundation™ India, are
so important. For many people, trying on their
first pair of glasses is an important event. We see
them smile in delight when suddenly the world
appears clearer and in focus. That moment really
gives meaning to our mission.”
Priya GS
Asia Operations Legal Affairs
CSR team Member,
Essilor Manufacturing India Ltd.
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In 2016, Essilor Vision Foundation™ launched a screening
program in low-decile schools in Australia and
New Zealand. More than 2,500 children have benefited
from eye tests from local opticians and ophthalmology
students. At least 1 in 4 needed visual correction and
have received a pair of free glasses. “I am truly proud

that the Essilor Vision Foundation™ has eliminated a
simple barrier in children’s lives that affects their sight
and their ability to learn. It’s really gratifying to hear the
children talk about what positive impact good vision
has brought them. Being part of the Foundation’s work
is all about fulfilling a unique mission. I’m also learning
so much from the dynamic and brilliant colleagues
around me,” says Kumuda Setty, Head of Essilor Vision
Foundation™ New Zealand.

# TA N Z A N I A
A program for children with albinism
A new three-year partnership with the NGO Standing
Voice was launched in Tanzania through the support
of Vision For Life™ to improve the visual health of
4,000 children with albinism. In some parts of Tanzania
the proportion of children with this rare genetic
disorder is one in 1,400 of the population. These
children have a higher risk of cancer and blindness,
and their eyes are very sensitive to light. Often
discriminated against, children with albinism have little
access to adequate care and their schooling suffers.
This program will also ensure that children who need
visual correction are equipped with photochromic
lenses.

improving children’s
lives in china

“In 2016, we worked in Longling County of
Yunnan province, one of the poorest in the
country. An unforgettable experience for all our
volunteers. Over the next five years, we plan to
test more than 900,000 children free of charge by
extending our Eye Do Kids Vision Care Program
to 20 provinces.”
Kelly Zhu
Director of Essilor Vision Foundation™
China

#FRANCE
Working hand in hand with public health
and social care partners.
After the creation in 2015 of a vision care service
in a health center of the Adolphe de Rothschild
Foundation, a second service opened in 2016 within
the Hôtel-Dieu hospital in Paris. It is managed by
the Public Assistance – Paris Hospitals (AP-HP)
with the support of the Vision For Life™ fund.
These new structures, the first in France to offer such
a comprehensive ophthalmological care, have enabled
more than 3,000 people in extreme precarity to receive
a complete visual health examination and be equipped
with a pair of corrective eyeglasses if needed.
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ENGAGING OUR TALENTS
IN ESSILOR’S STRONG CULTURE
Welcoming, integrating and developing the competences
of each employee is a priority for the Group which invests
in talent management and development.

O

ver recent years Essilor
has experienced a
significant growth in its
workforce. Aware of the
exceptional value that this
community of 64,000 employees
today represents, the Group
constantly strives to improve their
experiences within the company
and to support each person’s
development. Preparing to
welcome the future generations
of new talents to come is also
a key focus for Essilor.
From a digital workplace
to sharing knowledge
To enable everyone to flourish in
their professional environment,
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Essilor is developing a digital HR
ecosystem notably around training
and identifying talent. Essilor
University’s online platform,
Essilor U, is now accessible across
some 50 countries. Its site brings
together more than 700 e-learning
modules on Essilor’s various
businesses and on cross-cutting
topics such as product knowledge,
optics, the Essilor mission and
strategy, principles and values,
competition law and compliance.
The Group’s ambition is also to
enable all talents to develop at all
levels of the organization. The
launch of the E-Talent tool in 2016
now allows managers to manage
more effectively the performance

of their team and gives them
the opportunity to work on the
development of each of their team
members. Another approach that
perfectly illustrates the Group’s
people development approach
is the Operations Division’s Grow
Your Team program.

50%

employee shareholding
Essilor’s ambition to strengthen
employee ownership.

Developing our talent

Launched in 2016, it combines
theoretical training, online
modules with Harvard Manage
Mentor® support, peer coaching
and field experience. To reinforce
practices and managerial
excellence, it involves all levels
of managers. In 2016, nearly
370 people benefited from this
training.
Employee shareholding: a key
element in Essilor’s culture
Since its beginnings, Essilor has
always involved its employees in
its shareholding and governance.
18,351 internal shareholders
currently hold Group shares and
8,700 of them are members of
Valoptec Association, which plays
an active role in the Group’s
governance. This strong
participation of employees in
company life is a considerable
asset and a key element of
Essilor’s culture. In 2016, the
Group launched a plan to deploy
and expand its shareholding
around the world – with the
long term aim of enabling 50%
of employees to become
shareholders. To do this, Essilor
sought the approval of the Board
of Directors for mechanisms
to encourage and reward all
employees who regularly invest
in share ownership plans.

“Our employees are
our greatest strength.
That’s why we are
very committed to
developing their
skills. With the rapid
expansion of the
Group, we are
fortunate to be able
to offer a wide range
of possibilities to grow.
At Essilor, an employee
can evolve from one

function to another,
or even from one job
to another, and move
from a specialist role
to broader managerial
responsibilities. We
have also now
launched pilots for
our Emerging Talent
program in Singapore
and in Europe. This
program for young
graduates guarantees

that during the first
two years of their
contract, they will gain
experience of different
aspects of our
activities. In addition,
we have a specific
development program
for talented young
employees that
stretches them and
help them with their
career plans.”

“With the rapid expansion of the Group,
we are fortunate to be able to offer a wide range
of possibilities to grow.”
Eveline Noya
Vice President Executive Career Management

Employee shareholding: one of Essilor’s
founding principles
“Thanks to the
Valoptec community,
employee shareholders
of Essilor in Thailand
meet regularly to share
with managers, the
Group’s strategy, its
human resources
policy, its operating
results and the

challenges that lie
ahead in local markets.
The information
presented is always
clear and employee
shareholders know that
Valoptec Association
represents them in the
Group’s governance.
Valoptec helps bring

management and
employees closer
together, facilitates
exchanges on life in the
Group, including local
issues. Managers can
clarify and take action
to prevent or resolve
problems.”

“Valoptec helps bring management and employees
closer together, facilitates exchanges on life in the
Group, including local issues.”
Supachai Archiwaranguprok
Director Supply Chain
Asia Mass-Production
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#EYE SCREENINGS

For our suppliers

Wrap-up
of the year
# A R E C O R D D AY
OF ACTION

Essilor broke its own record
on World Sight Day in 2016

On 13 October, from Brazil,
to France, India, Malaysia and
Canada, a huge number of Group
employees across 53 countries
and 89 Group companies
organized a multitude of
initiatives around the Love to See
Change™ campaign. More than
60,000 vision screenings
– three times more than in 2015,
were carried out and the event
triggered more than 23,500 posts
on social media.
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On World Sight Day, eye
screenings were organized for the
500 employees at Havas, Google
and Orange – key suppliers for
Essilor in France. Essilor teams
also took the opportunity to raise
awareness about the risks
of harmful blue-violet light.
# M YA N M A R

A medical camp
at Mandalay

First initiative in Myanmar for
Essilor Vision Foundation™ as part
of a short-term mission organized
by the association Humanitarian
with Love in Mandalay, the
second largest city in the historic
Burmese kingdom. Many Burmese
travelled from across the country
to benefit from free health care.
More than 1,000 people had a
vision test and were equipped
with eyeglasses and sunglasses.

# S P O R T ’A V I E
AND VISION FOR LIFE™

A different perspective

60,000

people in the world benefited
from having their vision screened
following Essilor initiatives in
more than 50 countries during
World Sight Day in 2016.

Helping 120 young people from
disadvantaged areas in the Paris
region to open their eyes to
the world through participating
in the Rio Olympic Games in
August 2016 was the objective
of a project by the association
Sport’A Vie, supported by Vision
For Life™, Essilor’s social impact
fund. The young people worked
on a video during their trip
to Brazil and produced a
documentary film “How we see
others”. They also participated
in a visual health project helping
60 children from the Flamengo
orphanage and met Vision
Ambassadors™, created by
Essilor’s 2.5 NVG™, from the
nearby favelas.

#AUSTRIA

More than

8.4%

Seeing clearly to reach
higher, go faster,
be stronger

of the Group’s capital and
14.5% of voting rights are held
by employee shareholders.

In January 2016, thousands of
athletes from 20 countries arrived
in Austria to participate in the
Special Olympics™ Winter PreGames, an international sporting
event for athletes with intellectual
disabilities. Essilor volunteers
from Austria and Germany were
there to welcome them with a
visual health check-up. Essilor has
been a partner for the Special
Olympics™ Opening Eyes program
since 2002, equipping athletes
with prescription eyewear,
sunglasses and protective sports
eyewear.

18,351
internal shareholders.

€30 M

Essilor’s contribution to the
Vision For Life™ funds that have
to date financed 73 projects
in 24 countries.
#FRANCE

The father of Varilux® lenses
turns 90

Bernard Maitenaz, an emblematic
figure in Essilor and the inventor
of the Varilux® progressive lens,
celebrated his 90th birthday in
2016. His invention hasn’t aged.
He spent eight years working
with his teams to finalize this
lens. Launched in 1959, he
revolutionized the correction
of presbyopia, with a variable
correction offering clear vision at
any distance. He remains close to
teams at Essilor, notably through
his active participation in the
Valoptec Association.

More than

3 million

the number of people who
have been equipped with glasses
for the first time in 2016 thanks
to Essilor.
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A C O M PA N Y D R I V E N
BY A STRONG
S U S TA I N A B I L I T Y
A P P R OAC H

A global and multilocal
leader, Essilor is
recognized for its
sustainable growth. The
Group’s mission, and its
ongoing commitment
to respond to the
requirements of all its
stakeholders both
contribute to the United
Nations 2030 Sustainable
Development Goals.

A C O M PA N Y D R I V E N BY A S T R O N G S U S TA I N A B I L I T Y A P P R OAC H

AN ENDURING
COMMITMENT TO RESPONSIBLE
BUSINESS
Each year Essilor continues to strengthen its contribution
to sustainable development. The Group’s efforts,
put into action by all employees across the world, have been positively
recognized by the most important nonfinancial rating agencies.

S

ince 2014, Essilor has used
a materiality analysis to
guide its sustainability
framework. In 2016, the Group
reviewed its critical themes,
confirming first and foremost,
in light of changing regulatory
standards and stakeholder
expectations, that its
mission is both a strategic
and priority topic for the company.
The review also highlighted the
increasing importance of
responsible purchasing, water
usage, talent development and
other major themes, such as
climate change and human rights.
Based on this review, the Group
has updated its materiality matrix
and created new indicators that
enable it to closely track
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associated performance. In
a context of strong growth,
Essilor also continued to improve
its nonfinancial reporting in 2016
by strengthening its process
and integrating more entities.
One step further
Following the United Nations
2030 Agenda for global
Development articulated around
17 Sustainable Development Goals
(SDGs), Essilor decided to map
its sustainability approach to this
global ambition. In 2016, the
Group assessed its contribution to
the SDGs in relation to its mission
and its social and environmental
activities, and across its value
chain. This review validated the
Group’s sustainability roadmap

and demonstrated Essilor’s
impacts on 13 of the 17 SDGs.
To anchor its corporate social
responsibility commitments even
more strongly at the core of its
business, Essilor has also decided
to integrate its mission and
supporting sustainability pillars
into the performance objectives
of its managers from 2017 and has
defined a set of sustainability
targets to reach by 2020.
Recognition
In 2016 Essilor’s commitment was
recognized by leading nonfinancial
rating agencies, notably with
inclusion in the Dow Jones World
& Europe Sustainability Index.
In addition, Essilor voluntarily
participates in the Carbon
Disclosure Project (CDP),
an independent international
nonprofit organization that
assesses companies’ efforts to
measure and reduce their
greenhouse gas emissions and
water footprint.
In 2016, CDP recognized Essilor’s
continued progress in these areas
with a B rating for managing
carbon footprint and A– for water
efficiency. The Group was also
ranked for the sixth consecutive
year by the American magazine
Forbes as among the most
innovative companies in the world.

2016 ANNUAL REPORT

13/17
Essilor contributes to

13 of the 17 United Nations Sustainable
Development Goals.

A charter to strengthen responsible purchasing

50

strategic suppliers

Essilor’s Supplier
Charter, published
in 2016, has been
developed from
a benchmark of best
CSR practices and
contributions from
cross-functional teams
within the Group.
Through signing the

charter, suppliers
commit to respect
four basic principles:
ensuring good working
conditions and
respecting human
rights, promoting
environmental
protection, being
transparent and fair

in trade relations,
and complying with
applicable laws and
regulations. The
Charter was distributed
in 2016 to 80% of the
Group’s suppliers and
will be fully deployed
in 2017.

have been audited in 2016 according
to 21 criteria in the framework of
Essilor’s Supplier Sustainability Program.
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Wrap-up
of the year
#REBOOST
# D O U B L E R E WA R D
Two awards for Purchasing
In 2016, the Group’s Purchasing Department was
awarded organization of the year by the European
Purchasing Management Training Institute (EIPM).
In France, the Essilor Supplier Sustainability Program,
which engages suppliers in the Group’s sustainable
development approach, also won a silver medal in the
French 2016 Procurement Awards.

A global initiative to reduce
environmental impacts
To increase the uptake of initiatives aimed at reducing
the consumption of natural resources, Essilor launched
the Reboost program that aims to define and deploy
Group performance standards and best practices to
minimize its environmental impacts. Following a focus
on water and energy, the program was expanded
in 2016 to include waste management.

a solution to reduce waste

“Previously, for transportation from production
plants to laboratories each lens was separately
packaged in an individual cardboard. Teams in
China developed in 2016 a reusable ‘Bulkpack’
foam packaging in which lenses can be securely
transported. This solution has allowed us to
reduce significantly our cardboard waste, saving
32 tonnes of cardboard in this first year. Teams in
other plants across the region are now preparing
to roll out this best practice.”
Tao Hui
Continuous Improvement Manager,
SEOCL production site in Shanghai
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# PAC KAG I N G
A N D T R A N S P O R TAT I O N
How Essilor reduces its carbon footprint
Until 2006, every ophthalmic lens manufactured by
Essilor was delivered to eye care professionals in a
plastic cup inserted into a cardboard holder. A new
box concept, Cupless®, developed by Engineering and
Procurement teams, has drastically reduced the
environmental impact of this packaging operation used
a million times a year in the Group. This new
packaging, now deployed at many Essilor sites after a
successful test in China, is 40 times less bulky, requires
much less space in transport and storage, reducing
environmental impact and plastic waste.

optimizing water consumption

“We continually strive to measure, reduce,
reuse and recycle at every stage of water
use, from pretreatment to posttreatment
throughout our manufacturing processes.
The deployment of the solution developed
in France, in partnership with Diehl Metering,
will accelerate in 2017 to cover 50 major sites
of the Group across the world over the next
two years.”
Emmanuel Cibla
Water and Energy Reboost
Program Director

#NEW INDEX
New nonfinancial index for Essilor
In 2016, Essilor became part of the Dow Jones World
& Europe Sustainability Index. This international
nonfinancial index is based on an in-depth analysis
of the economic, environmental and social
performance of more than 2,500 listed companies.

# I N N OVAT I V E P R O G R A M
Innovative water management program
Essilor’s ophthalmic lenses are high-tech products
that embed many manufacturing steps to achieve
a high-quality product. Producing more than
508 million prescription glasses a year requires,
at different stages of the process, a certain amount
of water. As part of its continuous improvement
in environmental management, Essilor in 2016
strengthened its innovative water management
program Reboost. Following a mapping of water usage
and strategic water reporting, Essilor set up a solution
of connected water meters that allows a modeling
of consumption per process at a pilot site in Provins,
France. This enables a site to compare its performance
with internal standards and build a roadmap to achieve
the Group’s ambitious objectives. Today, 20 plants
in Europe, the Americas and Asia have adopted this
approach and the first results are being evaluated.
This first pilot site has already reduced its water
consumption by more than 20%.

–40%

less water consumed for lens
production since 2007 by Essilor.

P. 5 7

Contributors
We would like to extend our most sincere thanks
to all the contributors to this annual report.
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F I N A N C I A L R E S U LT S

Share overview
The Essilor share is listed in the CAC 40 and Euro Stoxx 50 indices. The Essilor share is also
included in the following socially responsible investment indices: DJSI World and Europe,
MSCI World ESG and SRI and World Low Carbon Leaders, FTSE4Good, STOXX Global ESG
Leaders, ECPI indices and Ethibel Sustainability Indexes Excellence Europe and Global.

A DIVIDEND INCREASE FOR THE
24TH CONSECUTIVE YEAR

MARKET CAPITALIZATION
AT DECEMBER 31, 2016

€1.50

€23.5
billion

The Board of Directors recommends that shareholders at the
General Shareholders' Meeting on May 11, 2017 approve the
payment of a dividend of €1.50 per share, an increase of 35.1%
compared with the 2015 dividend. The dividend will be paid
as from May 19, 2017 (ex-dividend date on May 17).

HISTORICAL STOCK EXCHANGE DATA IN EUROS
2016

2015

2014

2013

2012

HIGHEST PERFORMANCE(1)

123.45

123.55

LOWEST PERFORMANCE(1)

95.63

88.72

92.68

89.70

78.00

71.11

72.00

DECEMBER, 31 CLOSING PRICE

107.35

54.86

115.05

92.68

77.28

76.02

ANNUAL PERFORMANCE

-6.7%

+24.1%

+19.9%

+1.7%

+39.4%

23.8

24.6

19.6

16.2

16.0

1.50(2)

1.11

1.02

0.94

0.88

CAPITALIZATION AT DECEMBER 31
(IN BILLON EUROS)
DIVIDEND PER SHARE

(1) Closing price.
(2) Subject to shareholders' approval at the May 11, 2017 General Shareholders’ Meeting.

AN INTERNATIONAL SHAREHOLDER BASE ESTIMATES AT DECEMBER 31, 2016

0.9%

8.4%

Treasury
shares

Employee, retiree and
partner shareholders

8.2%

Retail
investors

21%

French-resident
institutional
investors
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5.4%

Rest of the world

9.8%

Rest
of Europe

Shareholder
structure
by investor
type

61.5%

Non-Frenchresident
institutional
investors

26.7%
France

31.5%
Shareholder
structure by
geography

North America

26.6%

United Kingdom
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RELATIVE PERFORMANCE OF THE ESSILOR SHARE VERSUS THE CAC 40 INDEX OVER FIVE YEARS
— Essilor
— CAC 40(1)
(1) CAC 40 rebased to the Essilor share price at January 2, 2012.

130
110

+29%

90
70
50
30

2012

2013

2014

2015

2016

REACHING OUT TO INVESTORS AND FINANCIAL ANALYSTS
Throughout 2016, the Essilor Senior Management Team
and Investor Relations & Financial Communications
Department met face-to-face with investors through
a program of around 30 roadshows and conferences
organized in 13 countries. Moreover, financial analysts and
managers were invited to a study tour held from

28 to 30 September, 2016 in Dallas, Texas (headquarters
of Essilor of America) and Smithfield, Rhode Island
(headquarters of FGX International) in order to better
understand the group’s activities and strategy in the
United States.

Edinburgh
Frankfurt
Geneva
Madrid
London
Paris
Antony

San Francisco
Los Angeles

Montréal
Toronto
Boston
Connecticut
New York
Smithfield
Dallas

Seoul
Beijing
Tokyo
Hong Kong
Singapore
Kuala Lumpur

São Paulo
organized as part of roadshows or dedicated conferences.
• Meetings
• Site visits for analysts and investors.

INVESTOR RELATIONS & FINANCIAL COMMUNICATIONS DEPARTMENT
Véronique Gillet, Senior Vice President, Investor Relations & Financial Communications
Sébastien Leroy, Financial Communications Manager
Ariel Bauer, Asia-Pacific Investor Relations Director
Alex Kleban, North Amercia Investor Relations Director
Julien Brosillon, Financial Communications Coordinator
Tel.: +33 (0)1 49 77 42 16 – E-mail: invest@essilor.com – FINANCIAL INFORMATION – www.essilor.com, “Investors” and “Press” sections.
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F I N A N C I A L R E S U LT S

Financial results

Financial results over five years 2012-2016 – In euro millions

In euro millions

2016
Reported

2015
Reported

2014
Adjusted(1)

2013
Adjusted(1)

2012
Reported

7,115

6,716

5,670

5,065

4,989

RESULTS
REVENUE

58.8

59.7

58.7

56.1

55.8

OPERATING EXPENSES AS A % OF REVENUE

40.2

40.9

40.1

37.9

37.9

CONTRIBUTION FROM OPERATIONS(3)

1,321

1,263

1,057

920

893

CONTRIBUTION FROM OPERATIONS
AS A % OF REVENUE

18.6

18.8

18.6

18.2

17.9

GROSS PROFIT AS A % OF

REVENUE(2)

1,230

1,183

989

857

831

NET PROFIT ATTRIBUTABLE TO EQUITY HOLDERS
OF ESSILOR INTERNATIONAL

813

757

642

603

584

NET PROFIT ATTRIBUTABLE TO EQUITY HOLDERS
OF ESSILOR INTERNATIONAL AS A % OF REVENUE

11.4

11.3

11.3

11.9

11.7

NET CASH FROM OPERATING ACTIVITIES

1,194

1,194

1,032

843

840

PURCHASES OF PROPERTY, PLANT & EQUIPMENT
AND INTANGIBLE ASSETS

294

327

232

297

241

706

780

1,876

502

283

79

216

198

186

177

EQUITY ATTRIBUTABLE TO PARENT COMPANY
OWNERS

6,688

5,707

4,915

3,756

3,657

PROPERTY, PLANT & EQUIPMENT AND INTANGIBLE
ASSETS NET, EXCLUDING NON-CURRENT FINANCIAL
ASSETS

9,230

8,321

7,354

4,206

3,709

OPERATING PROFIT

CASH FLOWS

FINANCIAL INVESTMENTS

(GROSS)(4)

DIVIDENDS PAID FOR THE PREVIOUS
FINANCIAL YEAR(5)

BALANCE SHEET

LONG-TERM AND SHORT-TERM BORROWINGS

2,610

2,579

2,447

1,174

916

NET DEBT

2,062

2,089

1,793

369

237

RATIOS (AS %)
RETURN ON ASSETS (ROA)

11.3

12.1

11.6

16.7

17.7

RETURN ON EQUITY (ROE)

12.5

13.3

13.3

16.3

16.1

(30.8)

(36.6)

(36.5)

(9.8)

(6.5)

32.59

28.52

24.82

19.22

18.61

NET DEBT (CASH) TO EQUITY

PER SHARE DATA (IN EUROS)
NET ASSETS(6)
BASIC EARNINGS PER SHARE

3.79

3.57

3.05

2.87

2.80

DILUTED EARNINGS PER SHARE

3.71

3.50

2.99

2.83

2.77

1.50(8)

1.11

1.02

0.94

0.88

63,676

60,883

58,032

55,129

50,668

218,507,701

216,456,440

215,892,528

214,699,498

214,724,040

NET DIVIDEND DISTRIBUTED AT THE END
OF THE PERIOD

OTHER
EMPLOYEES
NUMBER OF SHARES AT DECEMBER

31(7)

(1) Adjusted for nonrecurring items arising mainly on the acquisitions of Transitions® Optical, Coastal and Costa® in 2014 and Xiamen Yarui Optical (Bolon™)
in 2013. Revenue data are not adjusted. (2) Revenue less cost of sales. (3) Contribution from operations corresponds to revenue less cost of sales
and operating expenses (research and developement costs, selling and distribution costs and other operating expenses). (4) Including share buy-back.
(5) Dividends paid by Essilor International for the previous financial year. The theoretical 2015 dividend amounted to €237.1 million. However, the option
to receive the dividend in shares was taken up by 67.6% of shareholders and the cash dividend effectively disbursed amounted to €79.1 million. (6) Total
consolidated equity (including equity attributable to non controlling interests/number of shares excluding treasury shares at December 31. (7) Including
treasury shares. (8) Subject to shareholder approval at the May 11, 2017 General Shareholders' Meeting.
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MARKET-RELATED INFORMATION
Unless otherwise stated:
• information on market positions is based on volumes sold;
• marketing information relating to the market and the ophthalmic industry or Essilor’s positions comes from Essilor and from internal assessments and
studies, which may be based on external market surveys.
THIRD-PARTY INFORMATION
When information comes from a third party, it has been accurately reproduced and, as far as the company is aware and able to ascertain from the
information published by such third party, no facts have been omitted that would render the reproduced information inaccurate or misleading.
TRADEMARKS
Essilor®, Varilux®, Varilux® Physio®, Crizal®, Crizal® Prevencia®, Eyezen™, Eyezen™ Focus, Eyezen™+, E-SPF®, Xperio®, Eye Protect System™, Neksia®, Delta 2 ™,
Itronics™, M’Eyefit®, Essilor® Sun Solution™, Flashframes™, Foster Grant®, Costa®, Transitions®, Transitions® Style Colors, Transitions® Signature® VII, Flash to
Mirror™ activated by Transitions, EyeBuyDirect™, Frames Direct™, Glasses Direct™, SunglassesShop™, Lensbest™, LensOn™, Essilor Streetlife™, EyeDrive™,
Night Drive Boost™, My Online Optical™, Digistorm™, 2.5 NVG™, Sharing Views™, Love to See Change™, Eye Mitra™, Vision Ambassadors™, Essilor Vision
Foundation™, Vision For Life™ are registered trademarks of the Essilor Group.
Vision Impact Institute™ is a registered trademark of Vision Impact Institute.
Bolon™ and Molsion™ are registered trademarks of Xiamen Yarui Optical Co. Ltd.
NeODrive™ is a registered trademark of Novacel.
Ossé™ is a registered trademark of Merve Optik.
Nikon® is a registered trademark of Nikon Corporation.
MyEye™ is a registered trademark of MyEye Technology Limited.
Brien Holden Vision Institute™ is a registered trademark of Brien Holden Vision Institute.
Special Olympics™ is a registered trademark of Special Olympics.
Harvard Manage Mentor® is a registered trademark of Harvard Business School.
Photo credits: Essilor International photographic library / Thierry Borredon / Raphaël Olivier / Raphaël Dautigny / Patrick Wack / Jan Brykczynski / Capa /
Pierre Olivier / Hydris Mokdahi / David Teng / Getty Images / iStock.
Essilor International (Compagnie Générale d’Optique)
147, rue de Paris 94220 Charenton-le-Pont - France
Phone: +33 (0)1 49 77 42 24
This document is published by Corporate Communications Department.
Contact: corporate-communication@essilor.com – +33(0)1 49 77 45 02.
Essilor would like to take this opportunity to thank all those who contributed to the production of this annual report.
Design and Production:
This document is printed on paper from responsibly managed forests, FSC® certified (Forest Stewardship Council®).
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ESSILOR 2016-2017:
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