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PRIMARY 

RESEARCHThe ethical issues surrounding wearable technology are chiefly regarding the storage and 
use of personal information and the invasion of privacy when photos and videos are being 
taken.

Our campaign will alleviate these concerns by focussing on the personal and introspective 
use of the lenses, as opposed to the external collection of data.

To change these perceptions of wearable technology we will promote the health, fashion and 

memory benefits to our target publics using dynamic tactics and communicating through 

relevant media channels.

Our integrated campaign strives to promote an honest and trusting relationship between 

Technolenstrak, its customers and associated special interest groups.
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Strengths - instant, social, hands 
free, health tracking.

Weaknesses - privacy, consent.

Opportunities - interest and media 
coverage around other wearable 
technology.

Threats - competitors, special 
interest groups.

Differentiate - Fashion accessory. 
Integrated, hands free. 

Remind/Reassure - Personal             
information is safe.

Inform - Terms & conditions should 
be clear. 

Persuade - special interest groups 
that it’s not a threat, customers of 
its benefits.

We conducted a 
questionnaire to benchmark  

current public perception.  

Storage of personal 
information concerned 

people most
  

31% of people we asked were 
worried about photos and 

videos being taken of them.    

89% weren’t concerned 
about people using 

technology around them.



PESTLE

Political
Some concerned USA citizens are calling for 
a trade embargo with China to protect their 
intellectual property following an imitation of  

                   Google Glass, due to the lack of copyright law in  
                   China. 

         GooGle Glass TechnoloGy          china’s Baidu eye

Legal
The UK ICO          
reported  that DPA 
wouldn’t be  

       breached if the 
technology use is personal,  
(DPA Part I, Section 36). 
For businesses, the use of 
wearable devices will almost 
always be covered by DPA. Environmental

The companies 
involved in the 
production and  

     distribution of the 
product would uphold their 
own ‘green’ standards.

Economic
As technology is 
released at a high 
price point,  

     this product would 
be available to those in ABC1 
socio-economic groups, 
focussing sales to  developed 
countries. 

Social

21% of UK 
adults use 
a wearable 
device or 
health-related 
mobile app. 31% 
are interested in using 
a smart watch with a fitness 
functionality.  40% are 
interested in a device that 
tracks health and 34% in a 
device that tracks steps and 
sleep.
97% of Americans carry their 

phones at all times.
74% of consumers in India 
were interested in buying 
internet enabled eyeglasses.
There are several groups 
concerned with the ethical 
implications of wearable 
technology. No-CCTV 
is against surveillance 
technology and Privacy 

International 
“advocate for 

strong national, 
regional, and 

international 
laws that 
protect 
privacy.”

  echnological
Professor Keogh believes 
that the advances of 
wearable tech will relieve the 
strain on the UK NHS.

Competitors

Google Glass and Baidu Eye - similar product.

Nike Fuel  and Jawbone UP  - health tracker capabilities.

Apple - Apple watch and iPhone - portable and wearable.

      Samsung and HTC - smartphones with health apps.T
Britons are 

caught on CCTV 
on average 70 
times a day.

https://www.google.co.uk/search%3Fq%3Dconsumer%2Bpurchasing%2Btrends%2Bwearable%2Btech%26ie%3Dutf-8%26oe%3Dutf-8%26aq%3Dt%26rls%3Dorg.mozilla:en-GB:official%26client%3Dfirefox-a%26channel%3Dfflb%26gfe_rd%3Dcr%26ei%3D6ezdVIzGMueq8wfGtoHYBg%26gws_rd%3Dssl%23rls%3Dorg.mozilla:en-GB:official%26channel%3Dfflb%26q%3Dconsumer%2Bpurchasing%2Btrends%2Bwearable%2Btech%2Busa
https://www.google.co.uk/search%3Fq%3Dconsumer%2Bpurchasing%2Btrends%2Bwearable%2Btech%26ie%3Dutf-8%26oe%3Dutf-8%26aq%3Dt%26rls%3Dorg.mozilla:en-GB:official%26client%3Dfirefox-a%26channel%3Dfflb%26gfe_rd%3Dcr%26ei%3D6ezdVIzGMueq8wfGtoHYBg%26gws_rd%3Dssl%23rls%3Dorg.mozilla:en-GB:official%26channel%3Dfflb%26q%3Dconsumer%2Bpurchasing%2Btrends%2Bwearable%2Btech%2Busa
http://www.itpro.co.uk/mobile/23026/baidu-eye-is-google-glass-without-the-screen
http://www.mintel.com/press-centre/social-and-lifestyle/mintel-identifies-four-key-uk-consumer-trends-for-2015 
http://www.mintel.com/press-centre/social-and-lifestyle/mintel-identifies-four-key-uk-consumer-trends-for-2015 
http://www.mintel.com/press-centre/social-and-lifestyle/mintel-identifies-four-key-uk-consumer-trends-for-2015 
http://www.mintel.com/press-centre/social-and-lifestyle/mintel-identifies-four-key-uk-consumer-trends-for-2015 
http://www.wallstreetdaily.com/2011/06/20/10-reason-for-biggest-tech-trend/
http://newsroom.accenture.com/news/accenture-consumer-survey-reveals-market-opportunities-in-wearable-technologies.htm
http://www.no-cctv.org.uk/
http://www.theguardian.com/society/2015/jan/19/prof-bruce-keogh-wearable-technology-plays-crucial-part-nhs-future
http://www.computing.co.uk/ctg/opinion/2395029/wearable-technology-and-privacy-the-top-three-insights-from-regulators-and-policymakers
http://www.legislation.gov.uk/ukpga/1998/29/section/36
http://www.bbc.co.uk/news/uk-12641568
http://www.privacyinternational.org/
http://www.privacyinternational.org/


bjectives
1. Promote the benefits of a contact lens as wearable 
technology to all publics over the duration of the 
campaign.

2. Clarify the rights and laws around storage and 
distribution of personal and sensitive information 
within the first 3 months of product release.

3. Displace prejudice of key issues surrounding 
wearable technology in special interest groups within 
6 months of the product release.

Strategy
To change the perceptions of wearable technology by 
promoting the health, fashion and memory benefits 
to all publics.

o Publics
Potential Customers - ABC1 socio economic 
groups in EU, East Asia, India and USA   
and Canada.

        Shareholders and employees.
Special Interest Groups opposed to wearable technology.
The Media - Newspapers, industry publications, technology 
bloggers, TV news and technology channels, Social media, 
Radio.
Universities and Healthcare institutions.

Messages

1. Personal data will be stored securely,  
    in line with current  international data     

                    protection laws.

2. Tracking your health using the lenses is beneficial for the 
individual and health organisations.

3. The lenses are more convenient than traditional technology 
for capturing photos/videos.

4. The lenses are a personal fashion accessory.



We will promote the lenses by calling them “IC”, emphasising individual usage rather than outward intrusion. 

#ICMore is the umbrella concept behind our campaign. We will break this down into #ICMemories, #ICLife and #ICFashion. 

The product will be announced at the International CES to generate awareness with specific media,   including technology bloggers 
and reviewers, technology publications and media with technology pages.

T&C’s given with the product’s activation will be simplified. Each section will be easy to read with the option of contacting the 
company for clarification, creating a trusting relationship with the customer.  This will also clarify the individual’s rights regarding 
storage and use of their personal information.

http://www.cesweb.org/ 
http://www.cesweb.org/ 


We will hold a competition to win a pair of the lenses. Entrants will send a video describing the memories they wish they’d been 
able to capture.  Shortlisted entries will be streamed online using #ICMemories. Globally we will give away 1000 pairs of lenses 
pre-release.

Felix Kjellberg (Pewdiepie) will announce the competition at the International CES, and reveal the winners on his YouTube 
channel.

Pewdiepie has over 35,000,000 subscribers on YouTube and is known for reviewing and utilising technology.

We would give him a pair of the  lenses prior to the CES, to film videos to showcase on a wall of TVs at the event. Another 
screen will show his lens feed, which will also be streaming live on his YouTube channel. His lens videos will be uploaded online 
after the  roadshow using #ICMore and #ICMemories. 

#ICMemories highlights the personal use of the lenses for their photo and video capabilities,  focussing on personal usage to 
displace the stigma of privacy invasion.

https://www.youtube.com/user/PewDiePie?hl=en-GB&gl=GB
http://www.cesweb.org/ 
http://youtu.be/Og02p2Y4fRQ


#ICLife will allow people to challenge and share their fitness goals online. It will also promote the positive health aspects of the 
lenses, like glucose monitors and GP alerts, to demonstrate that the lenses are potentially life saving.

Professor Keogh will promote the necessity for measuring your own health at FIBO, engaging specialist media platforms such as:

We will also monitor the reduction in healthcare costs and GP referrals internationally to release positive white paper to targeted 
platforms such as:

Case studies of customers whose health has benefited from the lenses will be shared as videos via social media and released to 
the press.

http://www.usatoday.com/
http://www.bbc.co.uk/news/health/
http://timesofindia.indiatimes.com/
http://www.ehealthnews.eu/
http://www.atimes.com
http://www.who.int/en/
http://globalhealth.org/
http://www.fic.nih.gov/Pages/Default.aspx
http://www.hsph.harvard.edu/research/
http://debretts.com/people-of-today/profile/26752/Bruce-E-KEOGH
http://www.fibo.de/?sprache=englisch


Hussein Chalayan will design the lenses to make them a globally recognisable and visible accessory. He was the obvious 
choice as  his work integrates fashion and technology.

The product’s release will coincide with the international Fashion Weeks so Chalayan can use the technology in his shows.  Live 
streams from the models’ lenses will create an alternative perspective of the runway, showcasing the lenses capabilities. The 
audience will be encouraged to live tweet the show using #ICFashion. 

Consent wouldn’t be an issue due to the existing fashion week coverage. We will target fashion publications with strategic press 
releases, allowing us to engage alternative audiences.

Although House of DVF has collaborated with Google Glass previously, #ICFashion would go beyond this.  Instead of an edited 
video, global audiences can have a more personal experience with unedited, live footage.  

Placing a design on the lenses will make others aware that information may be being collected and alleviating apprehensions 
that photos and videos are being taken without their knowledge.

http://www.fashionmodeldirectory.com/designers/hussein-chalayan/
https://www.youtube.com/watch?v=30Pjl31cyDY&feature=youtu.be


Please see the Gant chart opposite.
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To measure the success of our tactics we’ll regularly monitor 
and review the outputs by:

• Constantly measuring engagement through social media.

• Measuring product sales periodically.

• Monitoring the activity and messages of campaign 
groups.

• Analysing figures gained through the case studies.

• Conducting further primary research 3 months into 
and at the end of the campaign to measure the publics’ 
perceptions.

Ongoing review will ensure that we can adapt our tactics to 
suit the changing nature of the technology industry.

We have developed an introversive 
campaign focussing on personal usage 
to combat the negative perceptions of 
wearable technology as found in our 
research.

#ICMore will include transparent T&Cs, 
to create an honest relationship with 
customers.

#ICMemories highlights the instance of 
photo and video capturing for personal use, 
to displace the concern of privacy invasion.

#ICLife emphasises the health benefits 
and possible life saving capabilities of the 
lenses to outweigh the overall negative 
attitudes of special interest groups.

#ICFashion positions the lenses as 
essential accessories and makes others 
aware that data may be being collected.

Overall, this campaign has positioned 
Technolenstrak lenses as the global leader 
in the technology industry, by confronting 
the ethical implications at the forefront of 
the publics’ minds.



By: Hannah Lennox, Lauren Old & Arianne Williams
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