
“We’re able to extend the company’s relationship with the customer beyond 
the four walls of the store. We’re no longer serving customers just once every 
two years when they need a new prescription. Now, we can serve them 
wherever they are, however they want to be served.”


Jean-Michel, SVP of Omnichannel

Case study

New Look Vision Group is the largest Canadian-based eyewear retailer with 
nearly 500 stores in Canada and the United States. New Look serves a wide 
range of customers across multiple banners, from the value-priced Vogue 
Optical to a collection of luxury eyewear boutiques. With a focus on 
responsible, high-quality eye care and sustainability, New Look Vision Group 
(NVG) had long resisted jumping into e-commerce.

Goals

Results

“Between the realism of their 
Virtual Try-On and their ability to 
take lens measurements for 
advanced prescriptions, 
Topology was the first technology 
that I felt could deliver our brand’s 
promise to our customers”


Jean-Michel, SVP of Omnichannel

 Increase customer loyalty and grow retentio

 Introduce high-quality omnichannel experience

 Improve Customer Experience and Satisfaction

 More personalized in-store experienc

 Introduction of Virtual Optician Appointments

 Proven ability to dispense accurately in digital channels

Long-term Omnichannel 
Transformation

Jean-Michel Maltais joined NVG as Senior Vice President of 

Omnichannel in 2019, with the mandate to create and 

execute an omnichannel roadmap. He knew that e-

commerce would be an important component of that 

roadmap, and felt that Virtual Try-On would be key to 

making e-commerce succeed. He explored the products of 

a range of Virtual Try-On companies in the market, and even 

set up pilots with a few of them, but ultimately, he felt none 

of the incumbent technologies offered a compelling-

enough experience to match NVG’s brand promise. NVG 

pride themselves on offering the highest-quality outcomes 

in their stores–it’s what drives their high customer 

satisfaction rates–and they felt that if they were to offer 

fully-digital experiences, they would need to be consistent 

with that aspect of their brand. “Between the realism of their 

Virtual Try-On and their ability to take lens measurements

Novel Digital Experiences

When the pandemic hit and NVG had to shut most of their 

stores down, they still had to serve their patients’ eye care 

needs. Like so many others, they quickly stood up the ability 

to do virtual OD visits, but patients also needed eyewear. At 

the time, they weren’t ready to push the button on e-

commerce, so they collaborated with Topology to create live, 

virtual optician appointments, leveraging a VTO and optical 

measurements generated by Topology’s software.


“The results were surprisingly good,” said Maltais. They found 

that 49% of the virtual appointments resulted in a sale with an 

average order value above $400, which was similar to how 

their opticians in a store were performing.  What’s more, at

E-Commerce and Beyond

With the retail training in place and the accuracy of remote 

dispensing proved out, NVG launched its prescription 

eyewear e-commerce service in January 2022. Three years 

on, Jean-Michel’s 2019 vision is rapidly becoming a reality.  

“We’re able to extend the company’s relationship with the 

customer beyond the four walls of the store. We’re no longer 

serving customers just once every two years when they 

need a new prescription. Now, we can serve them wherever 

they are, however they want to be served.” With 

A Novel In-Store Experience

After a relatively quick pilot program, NVG felt confident rolling 

Topology out across its broader network. “Early on, several 

opticians expressed different concerns about introducing 

technology. Would customers be open to taking a 3D scan of 

their face? Could software really provide accurate 

measurements of a frame that a customer had never physically 

tried on?” Inside a few months, optician Key Opinion Leaders 

within the organization had satisfied themselves, that the 

technology really worked, and that customers found it engaging.  

In fact, customers being scanned were converting same-day at 

double the rate than those who weren’t. “We’ve not only made 

the technology available in every store, we’re now training our 

staff to try to use it in every customer interaction.”

for advanced prescriptions, Topology was the first 

technology that I felt could deliver our brand’s promise to 

our customers.” 


Jean-Michel worked with the Topology team to outline his 

future vision, which would ultimately involve continuous, 

connected customer journeys in-store, online, and in email 

marketing, and the two organizations got to work. “Unlike 

some other vendors we had met, the team at Topology 

really seemed to understand what happens in an optical 

store, and they understand the product. They worked 

closely with our frame suppliers, our lab operations teams, 

and our optician Key Opinion Leaders to support the whole 

organization, and to deliver digital experiences and vision 

outcomes that even our most demanding opticians and 

optometrists could be proud of.”

e-commerce as a base platform, NVG is layering in a range 

of new customer journeys.  In the months ahead, customers 

will be able to pre-shop before coming in, they can close a 

sale after walking out, or they can have a fully digital 

journey–optician-supported or self-serve–from the 

comfort of their home. “Thanks to Topology, we can deliver 

the same caliber of experience, and the same quality of 

vision, as if each customer were face-to-face with our most 

experienced associates.”

topologyeyewear.com/retailer      /      rob@topologyeyewear.com

9% return rates (including progressives), the quality of 

outcomes was far closer to the industry in-store average 

return rates than to standard e-commerce benchmarks. 

“We’ve continued to offer this service in the months since 

the shut-downs ended, and customers are giving the service 

very high marks even when they have the option of 

physically coming into a store.”

online Rx return rate, which 

is similar to the industry 

in-store average rate.

10.3% progressive 8.3% Single vision

9%


