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SPECSAVERS BRINGS ICONIC “SHOULD’VE GONE TO SPECSAVERS” TO CANADA 
The award-winning campaign, which has captivated the brand’s audiences in major global markets for over 
twenty years, brings Canadians in on the inside joke with TV ads, out-of-home, radio, digital and transit ads 

 
TORONTO, Ontario, April 24, 2023 – Specsavers debuts its iconic 20-year tagline, “Should’ve Gone to 
Specsavers,” in Canada on April 24, 2023, in a new integrated multi-channel campaign. 

 
Succeeding “That’s Specsavers Love,” the inaugural campaign that supported the brand’s Canadian 
launch, “Should’ve Gone to Specsavers” takes the humour a step further, blending its signature wit and 
purpose of changing lives through better sight with sophisticated cinematography and understated 
drama. 

 
The ads tell stories of vision-related mishaps in various outdoor adventures on the backdrop of stunning 
nature landscapes, while working in a world of suspended disbelief and presenting the implausible as 
entirely plausible. 

 
“With the successful establishment of Specsavers in Canada, this new generation of marketing aims to 
delight audiences and inspire Canadians to be as excited about eye health as we are,” said Catherine 
Walsh, Director of Marketing, Specsavers Canada. “The strength of Should’ve Gone to Specsavers is the 
gentle reminder it gives Canadians of all ages to look after their eye health while also making them 
smile.” 

 
Specsavers light-hearted marketing has been an effective tool in supporting its goal to improve eye 
health by keeping vision care top of mind. Specsavers is determined to make eye health and eyewear 
accessible to everyone. By providing optical coherence tomography (OCT), which is a digital 3D eye scan, 
as part of the standard eye exam, Specsavers is committed to providing expert eyecare for all. 

 
The centrepiece of the campaign is a 30-second ad that features a father and son on a fishing adventure 
– the two of them settled on a boat in the middle of a lake among beautiful mountains. The story 
introduces us to a young man with a worried look on his face, asking his dad if he has seen the boat 
keys. “Nope,” his father responds, cluelessly, as the spot shows him casting his fishing rod with the keys 
attached to it instead of a fishing lure. “I could stay out here forever,” the viewer hears the father 
remark as the iconic tagline appears on screen. 

 
Created by Specsavers’ in-house creative team, The Agency, the campaign includes a total of four TV 
spots, with various cuts following familiar characters on different parts of their outdoor adventures, in 
addition to out-of-home, radio, digital and transit ads all to be rolled out in spring 2023. Externally, 
Media Experts manages media planning, strategy and buys across all channels, while FleishmanHillard 
HighRoad provides strategic communication support including public relations and social media. 



 
 

“These spots called for sophistication in the execution by tonally and visually maintaining a level of 
restraint,” says Richard James, Creative Director, The Agency. “Nothing in the filmmaking overtly alludes 
to comedy – we approach the comedy in an underplayed manner through authentic settings and 
characters, effortless performances and observed cinematic style.” 

 
Holly Pirou, Art Director and Lucy Weetman, Copywriter from The Agency teamed up to bring the 
campaign to life. 

 
“Should've gone to Specsavers is a highly established campaign in different regions around the world, so 
it's been a real privilege to write and create the first one for Canada,” said Lucy Weetman, Copywriter, 
The Agency. “This peaceful day out between a father and son is flipped completely on its head, all 
because the father ‘Should've gone to Specsavers’. We're excited to see how it's received, and we hope 
it can bring a smile to people's faces.” 

 
The campaign will be on TV, out-of-home, radio, digital and transit ads in British Columbia, Alberta and 
Ontario. 

 
To stay up to date on the latest Specsavers news or get information on the brand’s wide variety of 
eyewear solutions, visit specsavers.ca or follow the brand on Facebook, Instagram, LinkedIn, and 
YouTube. 
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About Specsavers 
Specsavers is an optometrist-owned and -led business that entered the Canadian market in late 2021. 
Canadians have access to comprehensive eye exams at more than 60 independently owned optometrist 
practices located within Specsavers locations in B.C., Alberta and Ontario. The comprehensive eye 
exams include a hospital grade 3D eye scan with OCT technology to support with early detection of 
sight-threatening eye diseases. Specsavers has a comprehensive range of high-quality eyewear, 
including over 1,500 frames, lenses and contact lenses starting from $69 for a complete pair of single 
vision glasses. Specsavers is on track to open 200 stores in Canada by 2024. 

 
Founded in the U.K. nearly 40 years ago by optometrist husband and wife team, Doug and Mary Perkins, 
there are now more than 2,500 Specsavers healthcare businesses across 11 countries serving over 41 
million patients and customers. Specsavers is driven by its purpose of "changing lives through better 
sight" and aims to transform the way Canadians experience eyecare by offering exceptional service, 
advanced clinical equipment and affordable and quality eyewear. 
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For more information: 
 

Yulia Balinova 
FleishmanHillard Highroad 
Cell: 416-822-8313 
yulia.balinova@fhhighroad.com 
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