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Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6

Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6
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Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8



Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6
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retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.
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 After graduating from the Desautels Faculty of Management at McGill 
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the complex logistics to deliver the product (every single pair of lenses is custom 
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prioritize fashion and staying up-to-date with current trends. �e inspiration 
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Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
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optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6
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 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
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fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.
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look on them. Customers upload a video with their webcam which will then be used 
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from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6

Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8

Products

 BonLook sells four main products: prescription (Rx) eyeglasses, reading 
glasses, sunglasses (with or without Rx), and glasses’ accessories including cases. 
�e company’s glasses start at a retail price of $149 CAD including the Rx lenses.9 
�e price may increase based off of customization such as polarized lenses, high-in-
dex thin lenses, Transitions and prescription specification (progressive lenses, 
strong prescriptions, and more). 
         
 �e in-house design team releases collections approximately every 
month, meaning that customers always have new choices. A launch is typically 
made up of six styles of frames which are released in a few colours. �ese will usual-
ly remain available for three to four months, with any best-sellers being held more 
permanently and being expanded to include a larger selection of colours. �ey have 
also expanded to include special collections specifically designed to fit petite or 
wider face shapes. With Canada being a multicultural country, the company is 
proud to offer products to fit various ethnicities and specific facial features (nose 
pads, narrow fit, wide, long temples, varied nude frame colors, and more).100

�e following link gives a more comprehensive list of the pricing of BonLook’s products: 
https://ca.bonlook.com/prices 
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9BonLook n.d.
10Christine Boivin, Director Communications & Marketing of BonLook

 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.

 



Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6

Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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Online Store

 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

11BonLook n.d.
12BonLook n.d.

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.

 



Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6

Online Store
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Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8

 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.
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Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6
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Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.

 

Brick and Mortar Stores

 BonLook stores are designed to simplify the customer experience, pro-
viding a seamless transition between both their in-store and online channel. �ese 
multiple distribution channels allow for customers to visit a physical store, try on 
the styles they like, go home, think about their options and order their perfect pair 
online. �is process also works inversely with pre-shopping online and trying-on in 
store to complete the order. 
         
 When visiting a store, BonLook stylists will always offer the client the 
option to create a Wishlist. �is tool is instrumental for the company but also the 
client: it allows the clientele to receive by email their preferred frames and then look 
at them online and discuss their choice with their friends. For BonLook, it allows 
them to send both information on the frames to the clients and promotions on their 
choices. Photos of a BonLook location have been provided in Appendix 2.

Locations

 BonLook’s strategy has been to rent out small spaces in very high traffic areas in 
the best AAA malls in Canada as Canadians prefer shopping in such locations due to the 
country’s unpredictable weather. Street shopping, however, is primarily popular in three 
major cities, Toronto, Vancouver and Montreal. Although the rents are high in these mall 
locations, it is justified by their increased exposure to high foot traffic. Since many custom-
ers have not been exposed to the brand’s online presence, they likely have not heard of the 
brand at all. Having these customers walk by the store is a simple means by which BonLook 
can reach a wider demographic without expending more digital resources. On average, the 
stores are around 800 square feet and are located in shopping centres like the Eaton Centre 
in Toronto and Vancouver Pacific Centre which are among the busiest in Canada.14 For both 
co-founders, location was also important as it acts as billboard advertising at the same time.

App Over POS System

 BonLook’s first physical location was a simple kiosk, and it was difficult and 
complicated to handle monetary transactions because of the lack of space. Employees were 
simply using the website on an iPad to process transactions. After a few months, they 
decided to develop their own POS app because of the complexity of order customization 
(with unique prescriptions) and the convenience of the iPad. Today, BonLook employees do 
not use a typical POS system or handle physical currency, instead they carry iPads with 
BonLook’s customized, employee-facing app and conduct all processes through this.15 �is 
app is not only for transaction purposes but is also used as an in-store tool to help employees 
better serve the customer. �e app can list product recommendations, process and store 
client’s information, show product information, take customer measurements and much 
more. It is the main tool for instore stylists and opticians. Opticians are critical in the sales 
process, as they provide expert knowledge on eye health and lenses. �e app is also used 
internally for employee training and contains various coaching documents to ensure contin-
uous improvement within the in-store experience.

 While the customer never actually uses the app, it is extremely beneficial in 
allowing the company to be more efficient in their operations. �is efficiency has helped 
them financially as it has allowed them to take a larger number of orders compared to the 
average eyewear store in Canada. Bonlook is easily able to close six times more sales per 
square foot.16

Store Designs

 �e stores are designed to be very aligned with BonLook’s hip, young brand. �e 
bright and open spaces create an inviting and comfortable environment to try on different 
frames at leisure. �e focus is very much on the product itself, with wooden, no frills 
displays. To pay homage to their Canadian heritage, the stores are accessorized by Canadian 
designers, such as modern lighting fixtures provided by Montreal-based Lambert & Fils.17

In-House Optician

 To improve the efficiency of their in-store locations and the level of service and 
expertise, BonLook provides in-house opticians to help with lenses and frames adjust-
ments.18 It is important to note the difference between an optician and an optometrist. 
Optometrists make eye exams and can diagnose eye health problems; in Canada it is 5 years 
university degree. Opticians are experts in frames fittings and most of all prescriptions 
lenses; it is a 3 year technical degree after high school. In general BonLook does not provide 
eye-exams (performed by optometrists) except in one store in the greater Toronto area 
(Square One Shopping Centre). The clients mostly walk in the stores with their prescription 
in hand (usually valid for 2 years in Canada) and the opticians suggest the best lenses to go 
with this prescription. The opticians are instrumental to BonLook’s success as they are 
experts in frames fitting and prescription lenses choices.

Bloggers and Vloggers

 Originally, when BonLook was solely an e-commerce brand, they wanted to 
make sure their marketing focused on having  a strong online presence. To ensure this, they 
initially worked with different social media influencers on both Instagram and Facebook.19 
�ese influencers would try on the BonLook eyewear and promote it on their channels for all 
their followers to see, which helped create hype for the brand in the Quebec market, the rest 
of Canada and the USA. �e brand still collaborates with social media influencers as it 
continues to be a great marketing tool for them and works mainly with Instagram, Face-
book, Pinterest and more recently Youtube. Alongside this, BonLook also partakes in target-
ed email marketing and the utilization of their social media platforms to continuously update 
customers on upcoming collections and collaborations they have.

Collaborations

 Over the years BonLook has embodied naturally its Canadian essence through 
its marketing. Design collaborations with inspiring Canadians such as Olympic Champion 
Tessa Virtue, Quebec TV personality Maripier Morin, and actress Sarah-Jeanne Labrosse has 
been very successful, especially in the Quebec market.20

 BonLook goes beyond simply selecting a style influencer. They team up with 
individuals who are strong role models and portray company values: fun, innovation, 
excellence and transparency. Tessa Virtue’s individual style, core values and inspirational 
work ethic align perfectly with the brand.21 Whereas, Andréanne Marquis, another brand 
ambassador, has an entrepreneurial drive to move forward and stay ahead of the game in an 
industry where competition is fierce.

In-Store Events

 The brand does shopping nights at their various locations across Canada. During 
those events, BonLook offers special gifts and the clients can discover new styles and mingle 
with fellow customers and stylists. These in-store events also help to strengthen the com-
munity within the different stores and teams.

Sales Promotions – Stores Canada

 Since its inception the company has been using targeted promotions to attract 
new customers. Given its mission to democratize fashion eyewear, a popular promotion has 
been the bundle with a 2nd pair at 50% off. Starting its eyewear journey with multiple pairs 
of glasses allows the customer to become used to switching depending on their daily style, 
allowing them to see glasses as a fashion accessory rather than a singular purchase every few 
years. 

Below are some of the promotions offered by BonLook:
 
-    50% off second pair
-    $20 off all frames
-    Percentage off frames after submitting your email (Golden Ticket)
-    $10 off or $15 off rebate to existing customers
-    Gift with Purchase
-  Sign up to the newsletter to get $10 off your first purchase
 
 The company targets students with the Student Price Card (SPC). For a small 
fee, Canadian students can purchase an SPC which then qualifies them for discounts at over 
450 Canadian retailers.22 BonLook offers a $15 discount to SPC holders, providing incentive 
for young consumers to choose the brand.23 This gives them a competitive advantage as 
there are currently only five other eyewear retailers offered by SPC. 

Sales Promotions – eCommerce USA & International

 Bonlook only has stores in Canada so it cannot offer its omnichannel experience 
in the US or abroad. With that in mind, the promotional calendar is different for those 
customers since they are pure web clients. American customers tend to be more promo-
tion-driven, and so, the strategy has been to offer similar promotions to the ones on the 
Canadian market (listed above), and to focus communication more on the ‘value’ side of the 
offer, as the clientele is looking for this type of messaging.



Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6

Brick and Mortar Stores
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Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.

 

 BonLook stores are designed to simplify the customer experience, pro-
viding a seamless transition between both their in-store and online channel. �ese 
multiple distribution channels allow for customers to visit a physical store, try on 
the styles they like, go home, think about their options and order their perfect pair 
online. �is process also works inversely with pre-shopping online and trying-on in 
store to complete the order. 
         
 When visiting a store, BonLook stylists will always offer the client the 
option to create a Wishlist. �is tool is instrumental for the company but also the 
client: it allows the clientele to receive by email their preferred frames and then look 
at them online and discuss their choice with their friends. For BonLook, it allows 
them to send both information on the frames to the clients and promotions on their 
choices. Photos of a BonLook location have been provided in Appendix 2.

Locations

 BonLook’s strategy has been to rent out small spaces in very high traffic areas in 
the best AAA malls in Canada as Canadians prefer shopping in such locations due to the 
country’s unpredictable weather. Street shopping, however, is primarily popular in three 
major cities, Toronto, Vancouver and Montreal. Although the rents are high in these mall 
locations, it is justified by their increased exposure to high foot traffic. Since many custom-
ers have not been exposed to the brand’s online presence, they likely have not heard of the 
brand at all. Having these customers walk by the store is a simple means by which BonLook 
can reach a wider demographic without expending more digital resources. On average, the 
stores are around 800 square feet and are located in shopping centres like the Eaton Centre 
in Toronto and Vancouver Pacific Centre which are among the busiest in Canada.14 For both 
co-founders, location was also important as it acts as billboard advertising at the same time.

App Over POS System

 BonLook’s first physical location was a simple kiosk, and it was difficult and 
complicated to handle monetary transactions because of the lack of space. Employees were 
simply using the website on an iPad to process transactions. After a few months, they 
decided to develop their own POS app because of the complexity of order customization 
(with unique prescriptions) and the convenience of the iPad. Today, BonLook employees do 
not use a typical POS system or handle physical currency, instead they carry iPads with 
BonLook’s customized, employee-facing app and conduct all processes through this.15 �is 
app is not only for transaction purposes but is also used as an in-store tool to help employees 
better serve the customer. �e app can list product recommendations, process and store 
client’s information, show product information, take customer measurements and much 
more. It is the main tool for instore stylists and opticians. Opticians are critical in the sales 
process, as they provide expert knowledge on eye health and lenses. �e app is also used 
internally for employee training and contains various coaching documents to ensure contin-
uous improvement within the in-store experience.

 While the customer never actually uses the app, it is extremely beneficial in 
allowing the company to be more efficient in their operations. �is efficiency has helped 
them financially as it has allowed them to take a larger number of orders compared to the 
average eyewear store in Canada. Bonlook is easily able to close six times more sales per 
square foot.16

Store Designs

 �e stores are designed to be very aligned with BonLook’s hip, young brand. �e 
bright and open spaces create an inviting and comfortable environment to try on different 
frames at leisure. �e focus is very much on the product itself, with wooden, no frills 
displays. To pay homage to their Canadian heritage, the stores are accessorized by Canadian 
designers, such as modern lighting fixtures provided by Montreal-based Lambert & Fils.17

In-House Optician

 To improve the efficiency of their in-store locations and the level of service and 
expertise, BonLook provides in-house opticians to help with lenses and frames adjust-
ments.18 It is important to note the difference between an optician and an optometrist. 
Optometrists make eye exams and can diagnose eye health problems; in Canada it is 5 years 
university degree. Opticians are experts in frames fittings and most of all prescriptions 
lenses; it is a 3 year technical degree after high school. In general BonLook does not provide 
eye-exams (performed by optometrists) except in one store in the greater Toronto area 
(Square One Shopping Centre). The clients mostly walk in the stores with their prescription 
in hand (usually valid for 2 years in Canada) and the opticians suggest the best lenses to go 
with this prescription. The opticians are instrumental to BonLook’s success as they are 
experts in frames fitting and prescription lenses choices.

Bloggers and Vloggers

 Originally, when BonLook was solely an e-commerce brand, they wanted to 
make sure their marketing focused on having  a strong online presence. To ensure this, they 
initially worked with different social media influencers on both Instagram and Facebook.19 
�ese influencers would try on the BonLook eyewear and promote it on their channels for all 
their followers to see, which helped create hype for the brand in the Quebec market, the rest 
of Canada and the USA. �e brand still collaborates with social media influencers as it 
continues to be a great marketing tool for them and works mainly with Instagram, Face-
book, Pinterest and more recently Youtube. Alongside this, BonLook also partakes in target-
ed email marketing and the utilization of their social media platforms to continuously update 
customers on upcoming collections and collaborations they have.

Collaborations

 Over the years BonLook has embodied naturally its Canadian essence through 
its marketing. Design collaborations with inspiring Canadians such as Olympic Champion 
Tessa Virtue, Quebec TV personality Maripier Morin, and actress Sarah-Jeanne Labrosse has 
been very successful, especially in the Quebec market.20

 BonLook goes beyond simply selecting a style influencer. They team up with 
individuals who are strong role models and portray company values: fun, innovation, 
excellence and transparency. Tessa Virtue’s individual style, core values and inspirational 
work ethic align perfectly with the brand.21 Whereas, Andréanne Marquis, another brand 
ambassador, has an entrepreneurial drive to move forward and stay ahead of the game in an 
industry where competition is fierce.

In-Store Events

 The brand does shopping nights at their various locations across Canada. During 
those events, BonLook offers special gifts and the clients can discover new styles and mingle 
with fellow customers and stylists. These in-store events also help to strengthen the com-
munity within the different stores and teams.

Sales Promotions – Stores Canada

 Since its inception the company has been using targeted promotions to attract 
new customers. Given its mission to democratize fashion eyewear, a popular promotion has 
been the bundle with a 2nd pair at 50% off. Starting its eyewear journey with multiple pairs 
of glasses allows the customer to become used to switching depending on their daily style, 
allowing them to see glasses as a fashion accessory rather than a singular purchase every few 
years. 

Below are some of the promotions offered by BonLook:
 
-    50% off second pair
-    $20 off all frames
-    Percentage off frames after submitting your email (Golden Ticket)
-    $10 off or $15 off rebate to existing customers
-    Gift with Purchase
-  Sign up to the newsletter to get $10 off your first purchase
 
 The company targets students with the Student Price Card (SPC). For a small 
fee, Canadian students can purchase an SPC which then qualifies them for discounts at over 
450 Canadian retailers.22 BonLook offers a $15 discount to SPC holders, providing incentive 
for young consumers to choose the brand.23 This gives them a competitive advantage as 
there are currently only five other eyewear retailers offered by SPC. 

Sales Promotions – eCommerce USA & International

 Bonlook only has stores in Canada so it cannot offer its omnichannel experience 
in the US or abroad. With that in mind, the promotional calendar is different for those 
customers since they are pure web clients. American customers tend to be more promo-
tion-driven, and so, the strategy has been to offer similar promotions to the ones on the 
Canadian market (listed above), and to focus communication more on the ‘value’ side of the 
offer, as the clientele is looking for this type of messaging.



Foundation
 
 After graduating from the Desautels Faculty of Management at McGill 
University, Sophie Boulanger worked at L’Oreal. �is was her first experience in 
retail and consumer goods. She then went on to complete a Masters in Fashion 
Management at SDA Bocconi University in Milan. While working on a school project 
concerning international eyewear giant Luxottica, she came up with the idea for 
BonLook. After a few years of developing the idea and simultaneously working in 
other roles as a retail buyer, Sophie and her brother, Louis-Félix, founded the 
company in 2011.1 Louis-Felix was trained as a computer engineer at the École 
Polytechnique of the Université de Montréal, and had years of experience as a con-
sultant for complex international operations and IT projects. �e two were a perfect 
match to start a retail company with a tech angle in the eyewear space, considering 
the complex logistics to deliver the product (every single pair of lenses is custom 
made for the client). BonLook is currently a privately-held company with its head 
office in Saint-Henri, a trendy neighbourhood in southwestern Montreal.
 

The BonLook Brand
 
 With the goal of democratizing fashion eyewear, BonLook believes 
eyewear should be able to keep up with the consumer. �eir principal belief is that, 
everyone needs options, as humans are multifaceted beings. �e company is char-
acterized by their priority for stylish and fashionable designs. Every aspect of the 
company, from the design of their website to the layout of their stores, portrays an 
air of youthful sophistication. It is evident that BonLook caters to customers who 
prioritize fashion and staying up-to-date with current trends. �e inspiration 
behind the design of their stores was to change the way glasses are traditionally 
purchased. �ey wanted an open environment with frames unlocked, an all inclu-
sive price with basic Rx lenses, and a transparent price list for extra lenses. �eir 
main focus is on providing quality eyewear at price points that welcome everyone, 
from every walk of life.

 BonLook values are the pillars it stands on in order to cohesively reflect 
the brand. It is a guide to determine how employees interact with each other, how 
they greet a customer, regram an influencer – and everything in between:

 INNOVATION
 EXCELLENCE
 TRANSPARENCY
 FUN
 

 

Even the company’s name helps to convey its youthfulness. When coming up with 
the name, they wanted something that was short, easy to remember and spoke 
softly to the brand’s French Canadian roots. BonLook was quirky in that it is a play 
on the word ‘look’ as in one’s personal style and the act of seeing through glasses. It 
is also bilingual but simple enough that both English and French speakers can 
understand it.
 

Company Growth
 
 BonLook decided to start their business solely as an online retailer in the 
United States. �eir decision was driven by the fact that the e-commerce market for 
eyewear was growing exponentially at the time. Given that the regulations for 
optical product sales vary between each Canadian province and the size of their 
company, it was challenging to implement a model that would fit all the provincial 
regulations. �is was later achieved as they company grew and opened stores in 
different Canadian provinces.
 
 �rough their initial American online channel, they provided their full 
range of products for consumers to order, try on, and return if the style or fit was 
not right for them. As their brand recognition grew and sales showed a steady 
increase, they realized that they could potentially grow their business and branch 
out of online retail. One major driver for this opportunity was the realization that 
there was a friction point in their model: customers wanted to be able to try on a 
pair of frames for comfort and look before committing to a purchase. To test their 
hypothesis of whether opening stores would be profitable, they first started with 
private shopping nights at their office. �ese proved to be quite successful, and 
clients were often buying multiple pairs.2 Following the success of these events, 
they opened up a kiosk pop-up store in Montreal to see if it would attract business.
 
 Given the kiosk success, BonLook decided that the next step for them 
was to open a first permanent brick and mortar location in Montreal. �at first store 
was in Fairview Pointe Claire (Western part of Montreal Island) and then another in 
Laval (a Montreal suburb where the most popular mall in Quebec is located).3 After 
burgeoning growth in the province of Quebec, BonLook took their expertise in 
designing, manufacturing, and designing eyewear across Canada and opened stores 
in four other provinces: Ontario, British Columbia, Alberta, and Manitoba. Current-
ly the company has 32 stores and 341 employees; the goal is to reach a total 40 stores 
across Canada by 2020.4

 To achieve such phenomenal growth, the company needed some finan-
cial partners. Hence, in 2016, BonLook received backing from Walter Capital, a 
private investment firm.5 �ey have provided strategic advice, ongoing support and 
business contacts, `helping BonLook achieve their growth plan.6

Brick and Mortar Stores

Business Model

 Back in 2010, the eyewear industry was still mostly operating with old 
retailing methods. The business model of selling prescription eyewear had not 
evolved for decades; it was comprised of a lot of independent optician retailers with 
a few big chains, but who were all multi-brand retailers selling many different 
designer frames (rarely their own collections). The client would go in to buy a pair 
(that was locked up on a wall section) and had to pay a hefty premium compared to 
the manufacturing price because of many intermediaries that would each take their 
cut in the distribution chain. Moreover, the client never knew how much he would 
end up paying since the pricing of lenses was very opaque and complex to under-
stand. He would just see the price of the frames while shopping, never the lenses. In 
other words, eyewear retailers in 2010 were still stuck in the past whereas other 
categories in fashion had all evolved towards a direct to customer model. The inertia 
in the industry was mostly due to complex local regulations per country and some-
times even per province or state.

 BonLook implemented a direct-to-consumer model. By removing 
intermediaries in the traditional supply chain, BonLook effectively crafts a distinct 
value proposition for consumers, offering a wide breadth of styles with its own 
brand. Rather than simply selling designer frames which are accompanied by a big 
price-tag, BonLook employs its own in-house design staff. In short, BonLook sells 
exclusively its own brand of eyewear, which allows them to consistently offer new 
styles without having to go through other suppliers. The BonLook business model 
benefits the consumer as they can get stylish and quality frames at a much more 
affordable price, hence creating the opportunity to get a frame wardrobe, the origi-
nal concern of the two founders.

 BonLook is also unique in that it has truly embraced an omni-channel 
business model. The company has effectively coordinated their online presence with 
their in-store offerings to provide customers with a holistic experience.7 The homo-
geneity of the experience is crucial to BonLook’s business model; customers interact 
with the brand on many different touch points like stores, website, customer 
service (phone, live chat, emails), social media, and PR. These touch points provide 
a consistent message: the same availability of product, and unified brand image. 
Customers now expect a seamless experience, gliding from one touch point to the 
other.

 Another important aspect of their business model is the efficiency of the 
physical stores. The company decided to open stores, but not in the traditional way. 
The Bonlook boutiques differ in the sense that they are 2 to 3 times smaller than 
traditional competitors and that about 90% of the square footage is used for selling 
(no big backstores). Operations wise, the model is very efficient because of samples, 

a lack of cash, and the leveraging of technology. The stores contain only samples of 
the frames, therefore eliminating the need for complex stock allocation per store 
(usually an entire department in retail companies). This is made possible by the fact 
that it has to customize the prescription lenses, so customers do not leave the store 
immediately with their purchase. Customers either come back after a week for 
pickup or the company ships it to them. The main stock of frames is all centralized 
in a few distribution centers, and orders are treated in the same way, whether they 
originate from a store or from the web (the new frame is picked and sent to the lab 
for prescription lenses customization). Also, cash is not accepted,  payments are 
made solely by cards via the payment app, hugely simpliflying store management. 
Lastly, the proficient use of technology allows for efficient customer information 
collection and order checkout in stores.

 Given their roots as an online retailer, it was important that they contin-
ued to offer customers the ability to do extensive research and planning before 
coming into the store to make a final decision. This allowed for decreased cannibal-
ization between the channels. Rather than online sales detracting from physical 
stores, the two channels work in a circular motion to bring the customer from one 
to the other. In fact, the majority of BonLook customers reported using both the 
website and a physical store while ma`king their purchase, a massive innovation in 
the retail of eyewear in Canada, as virtually no traditional optician or major chain 
offer their entire frames catalog online or vice versa.8
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 Considering that BonLook originally began as a US online retailer, their 
website is very well developed. �ey have experience in selling glasses online which 
is more complicated  than other fashion items one can purchase digitally, mostly 
because of the customization of prescription lenses. If customers wish to do so, they 
may go through the entire purchase process from selecting a frame to adjusting the 
fit through the website. Today, BonLook sells mostly online in Canada and the 
United States but ships to various countries on a weekly basis.

Virtual Try-On
         
 �is feature allows the customer to visualize how a pair of glasses would 
look on them. Customers upload a video with their webcam which will then be used 
to show how the glasses would fit. �ey can “try-on” as many styles as they want 
and choose whichever colour they prefer with the use of technology from Ditto, a 
world-class virtual reality company that specializes in solutions for eyewear com-
panies. Such a system allows the clients to try many models and feel more confident 
about their online purchases as they get a very realistic image of what the product 
looks like on their face. Also, Ditto enables clients to make a frame preselection 
before coming to a BonLook Boutique, thus benefiting both channels.

Uploading A Prescription

 To order a pair of prescription glasses, the customer must first visit a 
licensed optometrist and have a valid prescription.11 BonLook requires that custom-
ers upload a picture of their original prescription (or bring it physically in stores) 
which will then be verified by one of BonLook’s opticians. �ey also offer the option 
of contacting the customer’s optometrist and getting the prescription information 
directly. If the customer is interested in reading glasses (those being deregulated in 
Canada), they can simply choose their magnification. No further action is required if 
the customer is searching for non-prescription lenses.

Shipping & Return Policies

 While based in Montreal, BonLook offers shipping to customers all over 
the world. It takes approximately 10 to 12 business days for a customer to receive 
their glasses once an order has been placed.12 Between then and receiving the 
glasses, they are continuously kept up to date on the progress of their order through 
emails from BonLook, as well as notification for any possible delays during 
high-volume periods, like holidays. �ey also offer a free 30-day refund to ease 

customer concerns over buying online. Regularly-priced products purchased in 
stores can be returned within 30 days after their purchase if they are in perfect 
condition. Complete details about the shipping and return policies can be found in 
Appendix 1.13

Blog

  In keeping with their stylish branding, BonLook’s website also features a 
Blog section. Here, customers can read a variety of different articles which appeal to 
BonLook’s target consumer. There are interviews with the influencer/collaborators 
with whom they’ve partnered, including Tessa Virtue and interviews with key 
members of the BonLook team, including Sophie herself. The Blog also features 
lifestyle pieces and style tips that are targeted towards a younger, female demo-
graphic. This is an interesting feature which engages customers with the brand and 
works as another form of marketing. The brand also showcases BonLook employees 
so that prospective candidates can get a better understanding of the company, its 
spirit and identity.

 

 BonLook stores are designed to simplify the customer experience, pro-
viding a seamless transition between both their in-store and online channel. �ese 
multiple distribution channels allow for customers to visit a physical store, try on 
the styles they like, go home, think about their options and order their perfect pair 
online. �is process also works inversely with pre-shopping online and trying-on in 
store to complete the order. 
         
 When visiting a store, BonLook stylists will always offer the client the 
option to create a Wishlist. �is tool is instrumental for the company but also the 
client: it allows the clientele to receive by email their preferred frames and then look 
at them online and discuss their choice with their friends. For BonLook, it allows 
them to send both information on the frames to the clients and promotions on their 
choices. Photos of a BonLook location have been provided in Appendix 2.

Locations

 BonLook’s strategy has been to rent out small spaces in very high traffic areas in 
the best AAA malls in Canada as Canadians prefer shopping in such locations due to the 
country’s unpredictable weather. Street shopping, however, is primarily popular in three 
major cities, Toronto, Vancouver and Montreal. Although the rents are high in these mall 
locations, it is justified by their increased exposure to high foot traffic. Since many custom-
ers have not been exposed to the brand’s online presence, they likely have not heard of the 
brand at all. Having these customers walk by the store is a simple means by which BonLook 
can reach a wider demographic without expending more digital resources. On average, the 
stores are around 800 square feet and are located in shopping centres like the Eaton Centre 
in Toronto and Vancouver Pacific Centre which are among the busiest in Canada.14 For both 
co-founders, location was also important as it acts as billboard advertising at the same time.

App Over POS System

 BonLook’s first physical location was a simple kiosk, and it was difficult and 
complicated to handle monetary transactions because of the lack of space. Employees were 
simply using the website on an iPad to process transactions. After a few months, they 
decided to develop their own POS app because of the complexity of order customization 
(with unique prescriptions) and the convenience of the iPad. Today, BonLook employees do 
not use a typical POS system or handle physical currency, instead they carry iPads with 
BonLook’s customized, employee-facing app and conduct all processes through this.15 �is 
app is not only for transaction purposes but is also used as an in-store tool to help employees 
better serve the customer. �e app can list product recommendations, process and store 
client’s information, show product information, take customer measurements and much 
more. It is the main tool for instore stylists and opticians. Opticians are critical in the sales 
process, as they provide expert knowledge on eye health and lenses. �e app is also used 
internally for employee training and contains various coaching documents to ensure contin-
uous improvement within the in-store experience.

 While the customer never actually uses the app, it is extremely beneficial in 
allowing the company to be more efficient in their operations. �is efficiency has helped 
them financially as it has allowed them to take a larger number of orders compared to the 
average eyewear store in Canada. Bonlook is easily able to close six times more sales per 
square foot.16

Store Designs

 �e stores are designed to be very aligned with BonLook’s hip, young brand. �e 
bright and open spaces create an inviting and comfortable environment to try on different 
frames at leisure. �e focus is very much on the product itself, with wooden, no frills 
displays. To pay homage to their Canadian heritage, the stores are accessorized by Canadian 
designers, such as modern lighting fixtures provided by Montreal-based Lambert & Fils.17

In-House Optician

 To improve the efficiency of their in-store locations and the level of service and 
expertise, BonLook provides in-house opticians to help with lenses and frames adjust-
ments.18 It is important to note the difference between an optician and an optometrist. 
Optometrists make eye exams and can diagnose eye health problems; in Canada it is 5 years 
university degree. Opticians are experts in frames fittings and most of all prescriptions 
lenses; it is a 3 year technical degree after high school. In general BonLook does not provide 
eye-exams (performed by optometrists) except in one store in the greater Toronto area 
(Square One Shopping Centre). The clients mostly walk in the stores with their prescription 
in hand (usually valid for 2 years in Canada) and the opticians suggest the best lenses to go 
with this prescription. The opticians are instrumental to BonLook’s success as they are 
experts in frames fitting and prescription lenses choices.

Bloggers and Vloggers

 Originally, when BonLook was solely an e-commerce brand, they wanted to 
make sure their marketing focused on having  a strong online presence. To ensure this, they 
initially worked with different social media influencers on both Instagram and Facebook.19 
�ese influencers would try on the BonLook eyewear and promote it on their channels for all 
their followers to see, which helped create hype for the brand in the Quebec market, the rest 
of Canada and the USA. �e brand still collaborates with social media influencers as it 
continues to be a great marketing tool for them and works mainly with Instagram, Face-
book, Pinterest and more recently Youtube. Alongside this, BonLook also partakes in target-
ed email marketing and the utilization of their social media platforms to continuously update 
customers on upcoming collections and collaborations they have.

Collaborations

 Over the years BonLook has embodied naturally its Canadian essence through 
its marketing. Design collaborations with inspiring Canadians such as Olympic Champion 
Tessa Virtue, Quebec TV personality Maripier Morin, and actress Sarah-Jeanne Labrosse has 
been very successful, especially in the Quebec market.20

 BonLook goes beyond simply selecting a style influencer. They team up with 
individuals who are strong role models and portray company values: fun, innovation, 
excellence and transparency. Tessa Virtue’s individual style, core values and inspirational 
work ethic align perfectly with the brand.21 Whereas, Andréanne Marquis, another brand 
ambassador, has an entrepreneurial drive to move forward and stay ahead of the game in an 
industry where competition is fierce.

In-Store Events

 The brand does shopping nights at their various locations across Canada. During 
those events, BonLook offers special gifts and the clients can discover new styles and mingle 
with fellow customers and stylists. These in-store events also help to strengthen the com-
munity within the different stores and teams.

Sales Promotions – Stores Canada

 Since its inception the company has been using targeted promotions to attract 
new customers. Given its mission to democratize fashion eyewear, a popular promotion has 
been the bundle with a 2nd pair at 50% off. Starting its eyewear journey with multiple pairs 
of glasses allows the customer to become used to switching depending on their daily style, 
allowing them to see glasses as a fashion accessory rather than a singular purchase every few 
years. 

Below are some of the promotions offered by BonLook:
 
-    50% off second pair
-    $20 off all frames
-    Percentage off frames after submitting your email (Golden Ticket)
-    $10 off or $15 off rebate to existing customers
-    Gift with Purchase
-  Sign up to the newsletter to get $10 off your first purchase
 
 The company targets students with the Student Price Card (SPC). For a small 
fee, Canadian students can purchase an SPC which then qualifies them for discounts at over 
450 Canadian retailers.22 BonLook offers a $15 discount to SPC holders, providing incentive 
for young consumers to choose the brand.23 This gives them a competitive advantage as 
there are currently only five other eyewear retailers offered by SPC. 

Sales Promotions – eCommerce USA & International

 Bonlook only has stores in Canada so it cannot offer its omnichannel experience 
in the US or abroad. With that in mind, the promotional calendar is different for those 
customers since they are pure web clients. American customers tend to be more promo-
tion-driven, and so, the strategy has been to offer similar promotions to the ones on the 
Canadian market (listed above), and to focus communication more on the ‘value’ side of the 
offer, as the clientele is looking for this type of messaging.



Production & Distribution Processes

 �e process of launching a new collection from design to store placement 
takes approximately six months. �e actual production takes about three months, 
but some time is needed before for the design and after, to prepare the launch at the 
distribution centre. 
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Industry Overview

International Eyewear Industry

 �e international eyewear industry, which consists of Rx glasses, contact lenses, 
eye exams, lasik surgery and sunglasses was valued at $115 billion USD in 2017 but this is 
projected to rise to $178 billion USD by 2023.24 International trade is characterized by 
governmental regulations on Rx lenses. �ese can hinder any imports or exports of prescrip-
tion eyewear, meaning that international organizations typically set up subsidiaries in the 
foreign market as a means of expansion. Individuals are beginning to view eyewear as a 
specialized good that should be replaced more frequently. �is has led to an increased 
demand for affordable options which can be repurchased as necessary.25 �is has drastically 
shortened the replacement cycle on eyeglasses and will certainly impact positively the 
industry’s future growth.26

North American Eyewear Industry

 According to Coherent Market Insights, spectacles contribute around $23.94 
billion USD of the $115 billion USD international eyewear industry. �is value is expected to 
grow upwards of $10 billion by 2025. �is dominance in the eyewear market is able to be 
maintained due to the growing adoption of spectacles as a fashion accessory. Sunglasses, on 
the other hand, constitute $5.63 billion USD in market value. �is value is expected to 
increase to $8.79 billionUSD by 2025.
 
 Looking at distribution channels in North America, specialty stores have the 
highest share of market value with $15.58 billion USD in 2017, this accounts for 46.55% of 
the market, which is expected to grow to $23.42 billion USD by 2025, increasing market 
share to 47.37%. Online distribution channels make up $3.72 billion USD, which is 11.12% of 
the market, hypermarkets make up to $3.45 billion USD, 10.31% of the market, and super-
markets make up to $2.93 billion USD, which makes up 8.74% of the market in North 
America.
 
 As for differences between men and women, in 2017, men contributed $14.28 
billion USD while women contributed $19.2 billion USD in North American market value. 
�e United States make up $30.64 billion USD in market value while Canada only makes up 
$2.83 billion USD. 
 

�e eyewear market in North America is expected to grow progressively more attractive in 
the coming years, which can be attributed to the increase in the number of people who need 
vision correction for myopia, hypermetropia and astigmatism as there is a high geriatric 
population.27

North American Eyewear Industry

1.1: Traditional Canadian Industry

 �e Canadian traditional eyewear industry saw $2.5 billion in revenues 
in 2018 and has grown rapidly in the past five years, but annualized growth will 
slow to 2.5% before 2023.28 As of 2016, 74% of Canadians required some form of 
vision correction.29 �e industry includes prescription eyeglasses, non-prescription 
eyewear (such as sunglasses), contact lenses, eye exams and other optical products. 
Of this, prescription eyeglasses make up 63.5% of the revenue earned on products 
sold.30 Interestingly, the percentage of Canadians choosing to wear eyeglasses as 
their primary form of vision correction option rose to 55% in 2016.31

1.2 Canadian Online Industry

 In terms of the ecommerce aspect, online retailers have faced some 
struggles in the Canadian market. �e industry has been defined by the stringent 
regulations imposed by the Canadian government. �is means that growth has been 
slow, with only 6.4% of eyewear purchases being made online.32 British Columbia is 
the first province to lessen regulations, and if this spreads nationwide, it would 
certainly eliminate a major barrier to entry.33 �e growth of the e-commerce 
market has also been stifled by consumers’ desires to try on their products. While 
customers appreciate being able to view styles online, they ultimately wish to try on 
a pair of glasses for both fit and look before buying. �is has led to many consumers 
using typical brick and mortar retailers, further hurting the online industry. Despite 
these initial struggles, the industry is still fairly new and could see massive growth 
in the coming years if these issues can be addressed.

1.3 Aging Demographic in Canada

 �e industry’s growth can be partly attributed to the aging baby boomer 
population. �is demographic is the most likely to buy eyeglasses over contact 
lenses or LASIK surgery.34 �ey also typically have the most disposable income, 
which is important, considering that in Canada, eyewear makes up a significant 

24Global eyewear market value 2017-2023
25�ree Key Trends Shaping the Global Market for Eyewear 2018
26Three Key Trends Shaping the Global Market for Eyewear 2018

portion of out-of-pocket health care costs. While Canadians benefit from universal 
health care, glasses and other vision correction options are not included.35 In addi-
tion, total health costs are projected to rise in coming years, meaning that consum-
ers will be looking for more affordable alternatives for the products they must pay 
for themselves.36

1.4 Young Demographic in Canada

 A key factor impacting the industry is the increased prevalence of eye 
strain due to screen usage.37 As people spend more time on their devices, the strain 
begins to damage their vision. �is has resulted in younger generations requiring 
reading glasses or other optical aids earlier than in the past. �ere has also been an 
increased awareness of the effects of eyestrain, leading to an increase in preventative 
care.38 �ere has been a revolution in the perception of glasses in recent years. 
Rather than viewing glasses as an undesirable option, younger people have begun to 
realize that it is another avenue for self-expression. Glasses no longer have to be a 
necessity as choosing frames and lenses which match your personality have trans-
formed them into a stylish accessory. Of all generations, those from ages 18-24 have 
the most positive attitudes towards wearing glasses which signals an opportunity 
for growth in the industry.39
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portion of out-of-pocket health care costs. While Canadians benefit from universal 
health care, glasses and other vision correction options are not included.35 In addi-
tion, total health costs are projected to rise in coming years, meaning that consum-
ers will be looking for more affordable alternatives for the products they must pay 
for themselves.36

1.4 Young Demographic in Canada

 A key factor impacting the industry is the increased prevalence of eye 
strain due to screen usage.37 As people spend more time on their devices, the strain 
begins to damage their vision. �is has resulted in younger generations requiring 
reading glasses or other optical aids earlier than in the past. �ere has also been an 
increased awareness of the effects of eyestrain, leading to an increase in preventative 
care.38 �ere has been a revolution in the perception of glasses in recent years. 
Rather than viewing glasses as an undesirable option, younger people have begun to 
realize that it is another avenue for self-expression. Glasses no longer have to be a 
necessity as choosing frames and lenses which match your personality have trans-
formed them into a stylish accessory. Of all generations, those from ages 18-24 have 
the most positive attitudes towards wearing glasses which signals an opportunity 
for growth in the industry.39
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35Advanced Solutions International Inc. n.d.
36Couillard 2018
37Couillard 2018
38Couillard 2018
39Prism 2016
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Key Competitors

1. Essilor Luxottica

 �e past year has been marked by the biggest merger in history for the 
global eyewear industry. �e marriage of frames giant Luxottica along with lenses 
behemoth Essilor has been the talk of the industry. As this is very fresh, it is still 
unknown as to what level of integration the two companies will have. One thing is 
certain, Luxottica will surely leverage the partnership to have most of the lenses of 
it’s millions of frames sold in its thousands of retail outlets around the world cus-
tomized in Essilor laboratories. �is will have a tremendous impact on the industry 
as it will furthermore concentrate the power in the hands of one mega industry 
player. Here is in more detail the specifics about Luxottica and Essilor:

1.1 Luxottica

Luxottica is the largest player in the international frames market and their domi-
nance has only been strengthened by their merger with Essilor in 2018 worth USD 
$49 billion. With this merger, the company is now the biggest player in the industry 
selling a full range of products that includes frames, lenses, contact lenses. While 
based in Milan, Luxottica distributes to over 150 countries worldwide and has 
approximately 9,000 retail locations, operating under different names depending on 
the region.40 In North America, Luxottica brands include LensCrafters, Pearle Vision 
and Sunglass Hut, which are arguably the most recognized retailers in this market.41 
Luxottica is the embodiment of the traditional eyewear retailer offering the biggest 
brand names in eyewear. �eir proprietary brands include Oakley, Ray-Ban, Vogue 
eyewear and Arnette, but they also have licensing agreements to sell designer 
brands such as Prada, Ralph Lauren, Versace, Tiffany & Co., and many others.42 
Having the rights to these brand names, as well as the fact that they own approxi-
mately 80% of all global eyewear brands means that Luxottica can virtually set 
prices to what they want. �eir monopoly on the industry has resulted in glasses 
costing upwards of $400 at traditional retailers, when costs to produce are a small 
fraction of these costs.43
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LensCrafters is an American eyewear company also owned by Essilor 
Luxottica and one of the largest optical chains in the United States. In 
addition to the US market, LensCrafters has also expanded to Canada and 
Hong Kong. �ey have a significant physical presence across the United 
States and Canada which allows them to easily access their consumers. 
�ey sell many different brands of eyewear and offer eye exams in-store to 
customers. LensCrafters offers a higher price range of glasses with brands 
such as Ray-Ban, Prada, and Tiffany. Glasses can be purchased online or 
in-store.44

40Company Profile n.d.
41Company Profile n.d.
42Company Profile n.d.
43Company Profile n.d.
44Company Profile n.d.



1.2 Essilor

 Essilor is a French company which has become an industry leader in the 
manufacturing and distribution of ophthalmic lenses since their foundation over 170 
years ago. �ey utilize their experience and expertise to participate in the prescrip-
tion glasses, sunglasses and reading glasses divisions while also working to design 
ophthalmic optics equipment. �eir principal brands include Varilux®, Crizal®, 
Eyezen™, Xperio®, Transitions®, Bolon®, Foster Grant® or Costa®.45

 In the past year, Essilor has made several key acquisitions in addition to 
the Luxottica deal to expand their influence around the world. �ey fully acquired 
Brille24 GmbH which is one of the leaders in online optical retail in Germany. �ey 
have also made moves to strengthen ties with prescription labs. �ey fully acquired 
Union Optics in Greece and acquired majority stakes in Indulentes and Metalizado 
Optico Argentino S.A. in Ecuador and Argentina respectively.46

Clearly is a Canadian company purchased by Essilor in 2014, that sells 
different brands of glasses and contact lenses. �ough glasses start at only 
$50, with many different brands on offer, Clearly spans the market in 
terms of pricing. Additionally, Clearly has a social mission of providing 
glasses to those in need with their Buy One, Give One Program which 
screened 1.5 million people and provided glasses for 400,000 in 2017. �ey 
have three physical stores: 2 in Vancouver and 1 in Toronto each with setup 
to provide eye exams to customers. In addition to the Canadian market, 
Clearly also sells online to US customers and across the provinces in Cana-
da.47

Warby Parker 

 Warby Parker is an American company that has a very similar business 
model to BonLook. �ey also operate on the premise that skipping an intermediary 
designer means they can offer accessible prices to their consumers. Warby Parker’s 
glasses start at $150 a pair but are typically higher than this price point and in gen-
eral, their prices are comparable to BonLook.48 Customers can choose to order their 
glasses online using a similar virtual try-on service or they may visit one of Warby 
Parker’s physical locations. Warby Parker currently operates nearly 90 locations 
across the USA, and have 3 locations in Canada: 2 in Toronto and 1 in Vancouver.49

Industry Overview

45Essilor.com n.d.
46Essilor International Expands its Footprint in Europe and Latin America (2019)
47Clearly n.d.
48 Glasses & Prescription Eyeglasses n.d.
49 Glasses & Prescription Eyeglasses n.d.
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Bailey Nelson

 Bailey Nelson is an Australian born company founded in 2012 which has 
grown to occupy the British, New Zealand, and Canadian markets with 10 store 
locations across 3 Canadian provinces.50 �ey occupy a higher price range for 
in-house designed glasses with prices starting at $145 and continuing to $245.51 
Bailey Nelson prides themselves on high quality materials for their frames and lenses 
and year-round design updates. Bailey Nelson has been expanding their stores in 
the aforementioned markets but also offer online ordering for convenience. �ough 
no physical stores have been opened in the United States, shipping is available 
though customers may be charged duties.

Ollie Quinn

 Ollie Quinn is a UK based eyewear firm with 14 boutiques across Canada 
in British Columbia, Ontario, and Alberta.52 �e pricing model is unique as all 
glasses start at $155 and increase in price depending on the prescription type needed 
and coatings for the lenses.53 In addition, customers can book eye exams online 
priced at $80. �e boutiques are designed as co-working spaces to encourage 
creativity and customers can come to attend sessions; for example, the Gastown 
location in Vancouver has highlighted different local artists, acted as a pop-up shop 
for other stores, and held community craft beer events. Customers can browse and 
buy their frames in-store or order online with shipping to Canada and the UK.

Industry Overview

50Find a Store Near You n.d.
51Find a Store Near You n.d.
52Ollie Quinn n.d.
53Ollie Quinn n.d.
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Regulations
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Canada

 �e optics market in Canada is a regulated industry and these regulations 
differ between sale and dispensation. �e various provinces and territories can be 
separated into two regulatory categories: deregulated and regulated. British Colum-
bia and the territories (Nunavut, the North West Territories, and the Yukon) are 
considered to be deregulated areas of the Canadian optics market, Ontario is consid-
ered a regulated area for the sale of glasses and the remaining provinces (Quebec, 
Alberta, Manitoba, Saskatchewan, Nova Scotia, New Brunswick, Prince Edward 
Island, and Newfoundland and Labrador) are considered regulated for the dispensa-
tion of glasses. See Appendix 4.

United States

 Similarly, in the United States, the eyewear market (including spectacle 
frames, sunglasses frames, and contact lenses) is regulated by the Food and Drug 
Administration and the devices being regulated are considered Class 1 medical devic-
es. As a Class 1 medical device, manufacturers and initial importers/distributors 
must register with the FDA on an annual basis. As in the regulated provinces in 
Canada, a prescription from a professional is required to purchase any prescription 
eyewear or prescription contact lenses.
 
 �e regulatory environment for eyewear varies worldwide and these 
differing regulations can make expansion difficult or cumbersome. However, given 
that BonLook has established themselves in arguably the most stringent regulatory 
environment, hopefully, future projects outside Canada should not pose too great of 
a challenge.54

54Coherent Market Insights 2018: 17



International Expansion and 
Conclusion

 BonLook obviously has extensive knowledge and expertise in the Canadi-
an industry and they are poised to continue their explosive growth in the coming 
years. �ey would like to explore various markets but aren’t certain where their 
expertise and positioning would be more effective.
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Regularly-priced products: We accept returns on products that are in perfect   
condition in the 30 days following receipt of your order.
 All orders made in-store may only be exchanged or refunded at a 
 BonLook location.
 Your refund will be issued to the original method of payment used.
 We will not accept returns or exchanges once the 30-day grace period  
 has elapsed.
 If you wish to exchange your BonLook product, please visit us in-store  
 so our expert teams will be able to help.
 Merchandise purchased on sale (excluding recurring special offers and  
 promotions such as our $20 off, 50% off your second pair, “golden   
 ticket” and special “My Privileges” offers).
 All items purchased on sale in-store will be considered a final sale.
 No reimbursement or credit will be issued for items purchased on sale  
 made at a Bonlook store.
 BonLook takes every step to: should you require adjustments to your  
 frames or lenses please visit us in store, as these will be performed by our  
 in-store 
 professional.

Regularly-priced products: We accept returns on products that are in perfect condi-
tion in the 30 days following receipt of your order.
 All orders purchased online must be exchanged or refunded via custom 
 er service.
 Refunds will be issued to the original method of payment.
 We will not accept returns or exchanges on our products after the   
 30-day grace period has elapsed.
 If you wish to exchange your BonLook product, please contact our   
 customer service team or visit us in store and our expert teams will be  
 able to help you out.
Merchandise purchased on sale (excluding recurring special offers and promotions 
such as our $20 off sitewide, 50% off your second pair, “golden ticket” and special 
“My Privileges” offers): no refunds will be issued.
 If you wish to exchange your order, a store credit equivalent to the value  
 of your purchase will be issued within 30 days upon the receipt of your  
 order.
 After 30 days: we will not accept any exchanges.
 If you wish to exchange your BonLook product, please contact our   
 customer service team or book an appointment in-store and our team  
 will be able to help you out.
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Please allow for 10 business days to process your request upon receiving your parcel.
We will contact you via email to confirm the receipt of your returned package and 
proceed with the refund.
If the cost of shipment was paid with the initial order then this amount is non-re-
fundable. �e refund will be issued to the same method of payment used at the time 
of purchase. We cannot issue a refund to a different card or alternate method of 
payment.
If the merchandise was deemed a final sale at the time of purchase, then we will not, 
under any circumstances, be able to provide you with a refund. It will be clearly 
outlined at time of purchase if a product is a final sale.
BonLook gift cards are non-refundable and cannot be transferred, exchanged or 
resold and cannot be redeemed for cash. If you return merchandise purchased with 
a gift card, the refunded amount will be issued in the form of an e-gift card that will 
be sent to you by email. If a second payment method was used for the item you wish 
to return, the refunded amount will be credited to your second payment method 
(such as another credit card or a debit card).
We cannot repair glasses, replace lenses in other glasses frames, or accept glasses 
from our competitors.
Please note that we can process only one return/refund per order. If you request to 
return more items, BonLook will only cover the cost of the first pair. Any additional 
return requested will be at your cost.
BonLook reserves the right to refuse free shipping and/or returns to customers who 
abuse the free returns and refunds policy. Customers will be notified ahead of the 
shipment of their most recent purchase.
Only US and Canadian orders of $80 or more qualify for free shipping and are sub-
ject to our return policy. Customers with orders under $80 will be responsible for 
shipping cost coverage for both purchases and returns.
BonLook is not responsible for additional custom fees.

Appendix 1: Shipping and Return Policies as of March 1, 2019
In Store

Online
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 No reimbursement or credit will be issued for items purchased on sale  
 made at a Bonlook store.
 BonLook takes every step to: should you require adjustments to your  
 frames or lenses please visit us in store, as these will be performed by our  
 in-store 
 professional.

Regularly-priced products: We accept returns on products that are in perfect condi-
tion in the 30 days following receipt of your order.
 All orders purchased online must be exchanged or refunded via custom 
 er service.
 Refunds will be issued to the original method of payment.
 We will not accept returns or exchanges on our products after the   
 30-day grace period has elapsed.
 If you wish to exchange your BonLook product, please contact our   
 customer service team or visit us in store and our expert teams will be  
 able to help you out.
Merchandise purchased on sale (excluding recurring special offers and promotions 
such as our $20 off sitewide, 50% off your second pair, “golden ticket” and special 
“My Privileges” offers): no refunds will be issued.
 If you wish to exchange your order, a store credit equivalent to the value  
 of your purchase will be issued within 30 days upon the receipt of your  
 order.
 After 30 days: we will not accept any exchanges.
 If you wish to exchange your BonLook product, please contact our   
 customer service team or book an appointment in-store and our team  
 will be able to help you out.

Please allow for 10 business days to process your request upon receiving your parcel.
We will contact you via email to confirm the receipt of your returned package and 
proceed with the refund.
If the cost of shipment was paid with the initial order then this amount is non-re-
fundable. �e refund will be issued to the same method of payment used at the time 
of purchase. We cannot issue a refund to a different card or alternate method of 
payment.
If the merchandise was deemed a final sale at the time of purchase, then we will not, 
under any circumstances, be able to provide you with a refund. It will be clearly 
outlined at time of purchase if a product is a final sale.
BonLook gift cards are non-refundable and cannot be transferred, exchanged or 
resold and cannot be redeemed for cash. If you return merchandise purchased with 
a gift card, the refunded amount will be issued in the form of an e-gift card that will 
be sent to you by email. If a second payment method was used for the item you wish 
to return, the refunded amount will be credited to your second payment method 
(such as another credit card or a debit card).
We cannot repair glasses, replace lenses in other glasses frames, or accept glasses 
from our competitors.
Please note that we can process only one return/refund per order. If you request to 
return more items, BonLook will only cover the cost of the first pair. Any additional 
return requested will be at your cost.
BonLook reserves the right to refuse free shipping and/or returns to customers who 
abuse the free returns and refunds policy. Customers will be notified ahead of the 
shipment of their most recent purchase.
Only US and Canadian orders of $80 or more qualify for free shipping and are sub-
ject to our return policy. Customers with orders under $80 will be responsible for 
shipping cost coverage for both purchases and returns.
BonLook is not responsible for additional custom fees.

-

-

-

-

-

-

-

-

-

Appendix 2: Store Photo
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North America Eyewear Market Overview

Market Snippet, by Product Type and Distribution Channel

Table 1: Market Value (US$ Bn), by Product Type

Product Type  2017  2021 2025

Spectacles

Sunglasses

Others

23.94

5.63

3.90

28.69

7.01

4.79

34.71

8.79

5.95

Table 2: Market Value (US$ Bn), by Distribution Channel

Product Type  2017  2021 2025

Hypermarkets

Supermarkets

Specialty Stores

Online

Others

3.45

2.93

15.58

3.72

7.79

4.01

3.38

19.01

4.75

9.34

4.70

3.93

23.42

6.10

11.31

Market Snippet, by End User and Country

Table 3: Market Value (US$ Bn), by End User

Product Type  2017  2021 2025

Men

Women

14.28

19.20

17.11

23.38

20.69

28.76

Table 4: Market Value (US$ Bn), by Country

Product Type  2017  2021 2025

U.S.

Canada

30.64

2.83

37.26

3.23

45.75

3.70

Appendix

Appendix 3: Eyewear Industry Metrics from Coherent Market Insights
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North America Eyewear Market Outlook, by Distribution Channel

Table 1: North American Eyewear Market Share (%), by Distribution Channel  

Product Type
 2017  2021 2025

Hypermarkets

Supermarkets

Independent Stores

Online Stores

Others

10.31%

8.74%

46.55%

11.12%

23.28%

9.90%

8.34%

46.96%

11.72%

23.08%

9.50%

7.94%

47.37%

12.33%

22.87%

Independent stores segment accounted for highest market share in
North America eyewear market in 2017

Appendix
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British Columbia

 In 2010, the government of British Columbia deregulated the prescription 
eyewear industry following a judgement by the Supreme Court of British Columbia 
(College of Opticians of British Columbia v. Coastal Contacts Inc., 2010 BCSC 104). �is 
change allows BC residents to get prescription glasses and contacts without a compre-
hensive eye exam or a prescription. According to the government, there is no evidence 
that allowing individuals to forego prescriptions will not impact their health. With vast 
advances in technology and greater demand for online services, deregulation allows 
the industry to move into the future and provide greater convenience to consumers. 
Below is a list of the specific regulatory changes.

BC Ministry of Health Deregulation Changes

- Removal of most of the restrictions that allow only opticians or optome 
 trists, or workers supervised by them, to dispense glasses or contacts.
-  Allowing prescriptions issued by medical doctors and optometrists outside  
 of the province to be filled within B.C.
-  Allowing people to order glasses or contacts online without having to give  
 the seller a copy of their prescription, sight-test assessment or contact-lens  
 specifications.
-  Requiring opticians and optometrists in B.C. to include in a prescription or  
 sight-test assessment the measurement of distance between the client's  
 pupils, which is required for the proper fitting of glasses.
-  Requiring opticians and optometrists in B.C. to give clients, free of charge, a  
 copy of their prescription, sight-test assessment or contact-lens specifica 
 tions — whether or not it is requested by the client — and also to give a  
 copy, free of charge, to a third-party eyewear seller or other person if  
 requested by the client.
-  �e initial fitting of contacts to determine the lens specifications will still be  
 done only by an optician, optometrist or medical doctor, or workers super 
 vised by them, using the information contained in a prescription or   
 sight-test assessment.
-  Opticians will be able to independently conduct sight-tests for healthy  
 clients aged 19 to 65 years old without a medical doctor's prescription.

Quebec

 In Quebec, the law states that the sale of prescription lenses must be done 
by a professional: either an optometrist or optician. Dispensation is regulated within 
the professional orders and not in the laws of Quebec. In comparison, in the other 
regulated provinces, the law states that dispensation must be done by a professional; in 
other words, the act of giving the glasses to the consumer must be done by a profes-
sional.

Appendix 4: Regulations

Appendix
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