




Company Profile

FORMOSA OPTICAL TECHNOLOGY CO.,LTD.

Chairman：Tsai Kuo-Chou

Vice Chairman：Tsai Kuo-Ping

General Manager: Tsai Yi-Shan 

Operations :Optical chain stores

Capital stock:600 Million

Total number of employees: 1,400

Number of direct sales stores: 347



4

• The first "Formosa Optical shop" 

was set up in Sanchong District, 

New Taipei City.

• FORMOSA OPTICAL was 

listing in Taiwan Exchange.

• The group appointed Tsai Kuo-

chou as chairman of Formosa 

Optical.

1976 1999 2001

• Acquired Wen Hsiung

chain stores and 

expanded into the 

sub-brand pathway 

period.

2003

• Acquired KING COME 

chain stores.

2004

• Lutein and other health 

foods were Launched to 

advance towards all-

round vision care.

2011

• Expending La Mode 

business territory to 

catch sunglasses 

opportunities in the 

department stores.

2017

• SOLO MAX was set up in 

ATT4FUN and Shin Kong 

Mitsukoshi Nanxi Store, 

leading the trend of fast 

fashion.

2018

• Create a wonderful 

consumer experience 

and omnichannel

marketing plan to 

promote the 

digitalization of stores.

2019

History of Formosa Optical

• Established Baoanshi

Technology Co., Ltd., 

responsible for 

ophthalmology-related 

business.

2022
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Stores expansion



Organization

Formosa Group

In Sept, 2023  
Current no. of 

stores-476  Current 
no. of employees-
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Financial performance of the previous

Unit: NT$k



Q1~Q3
Diff

111
Q1~Q3

112
Q1~Q3

111Q3112Q3Unit: NT$k

453,6232,431,1092,884,732895,576987,453Operating Revenue

285,0391,486,4441,771,483549,342602,833Gross Profit

0.27%61.14%61.41%61.34%61.05%Gross margin

159,4581,362,8231,522,281475,160525,745Operating Expenses

125,581123,621249,20274,18277,088Operating Income

74,62849,871124,49942,98351,542Non-Operating Income

200,209173,492373,701117,165128,630Income before Tax

19,70435,02754,73123,48310,088Tax Expense

180,505138,465318,97093,682118,542Net Income

3.012.315.311.561.97EPS

Consolidated Financial Statement



Dividend History

Payout Ratio
(%)

EPS
Total 

dividends
Stock 

dividend
Cash 

dividend

Year of 
the 

dividend

1522.834.304.32022

894.834.304.32021

785.134042020

636.314042019

904.223.803.82018

755.063.803.82017

605.983.603.62016



FORMOSA

476

11%

Chain stores

1,168

28%

Personal stores

2,561

61%

Industry overview-Eyewear market in Taiwan
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Market Position

Young students, low-end groups

Average working class 

and mid- to high-end 

groups

High-end 

consumers at 

the top of the 

pyramid
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Comparison of chain stores in Taiwan



Digital transaction、

Big data analysis.

Industry trends

The law of 

optometrists was 

implemented, 

and the quality of 

personnel 

required to rise.

The fashion function 

of glasses has been 

improved.



Strengthen the 

management

Strengthen the 

management

virtual 

reality 
integration

virtual 

reality 
integration

Integrate various 

social tools to guide

members to the 

physical stores and

promote loyalty of 

members.

Compound 

goods

Compound 

goods

Compound 
goods

Compound 
goods

Transform into all-channel 
wisdom retail and make 
good use of digital tools 

and add electronics payment
1. Enhance Brand value

2. Strength the value of

services

3. Improve product

quality

4. Fulfill technical training

Future development
-Business strategy

1. lutein

2. facial mask

3. Soda water



StrengthsStrengths WeaknessesWeaknesses

OpportunitiesOpportunities ThreatsThreats

• More than 40 years 
of rich information

• Huge channels all 
over Taiwan

• Multi-brand 
operation and high 
market share

• Diversified 
management

Business strategy-
SWOT analysis

SO Strategy

Utilize years of 
accumulated 
experience and data to 
leverage the powerful 
business opportunities 
of the data economy 
through big data 
analysis and 
intelligence.

• Glasses gradually 
become one of 
fashionable accessories

• Due to regulatory 
restrictions, the 
continuity of physical 
channels and virtual 
channels is low

WO Strategy

• Use big data for 
precise marketing

• Establish smart 
customer service 
and improve service 
quality

• Leading the industry 
in digitalization

• Complete 
educational training

• Information 
transparency

• Taiwan has the 
highest rate of 
myopia in the world

ST Strategy

• Provide customer-
specific services 
through big data 
analysis

• Teach employees 
how to operate new 
services through 
complete education 
and training

• The population of 
contact lens wearers 
increases and the 
glasses market is 
saturated

• The Optometric 
Personnel Act laws was 
passed, and the store 
cost increased

WT Strategy

• Experience economy
• Emphasize 

differentiated 
services

• Strengthen 
professional and 
industry-university 
cooperation



Business strategy-Brand image



Business strategy 
- Professional upgrade program



Business strategy 
- Professional upgrade program



1. Professional optometry equipment 

and auxiliary equipment system application.

2. Strengthen professional product inspection

and promotion.

3. Electronic Medical Record System.

Business strategy 
- Applied technology



Business strategy 
- Rooted technology

Reserve 
optometrist

Secondary 
optometrist

First-level 
optometrist

Director Manager

Director
First-level 

optometrist
Secondary 

optometrist
Eligibility 

criteria

Pass the assessment

Nine months Half a year A year Reserve manager 
assessment

Annual achievement



Business strategy 
- Optometrist license



Strengthen the operation of the 
online community platforms

Develop smart retail channels

Business strategy 
-Virtual reality integration

Member management

Mobile payment EYE-PAY
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• 結合資通訊科技發展以顧客消費體驗為主的智慧服務。
• 整合線上、線下服務，發展創新營銷模式。
• 建立國內眼鏡零售業創新的購物服務應用典範。
• 串整水平與垂直異業，帶動供應鏈發展。

計畫
目標

發
展

服
務

目
標

極智配鏡體驗與全通路智慧引客服務計畫

服
務

提
供

者

消費者：即時、24小
時服務

總公司：降低線上客

服人員負擔

門 市：藉由線上服

務，引導線下消費

總公司

1.智能線上客服
2.精準化

會員分群服務

消費者：獲得衛生安

全的試戴服務體驗

總公司：累積顧客臉

型數據，建立體驗模

型

門市：降低服務成本

消費者：減少等待時

間

總公司：累積顧客數

據，掌握顧客偏好

門市：藉由自動化、

標準化流程，提升服

務流程效率

消費者：個人化促銷訊

息接收，減少訊息干擾

總公司：藉由數據分析

與分群行銷，改善行銷

效益

門市：線下顧客消費紀

錄回饋數據分析

眼科/醫美

消費者：獲得更好的全

眼服務。

總公司：藉由資料交換，

建立完整全眼服務的顧

客眼睛履歷。

眼科/醫美：與寶島之

間的回饋金結算使用自

動化系統

5.消費者
全眼服務

3.自動化度數檢查
與適性化產品推薦

4.智慧化
隱形眼鏡虛擬試戴

門市 供應商

線上終端消費者線下終端消費者
服務對象

Business strategy
-smart retail channels 



寶島眼鏡以台灣在地的領導品牌，融合了永續、

環保精神與在地年輕設計師進行聯名合作，並將

特殊環保材質運用在此次合作的商品和贈品上，

此外更提供重複性購物袋以取代⼀次性塑膠袋，

以減少對環境的影響，實踐環保精神並承諾永續

發展。

Business strategy 
- Joint goods



Business strategy 
- Facebook operation

Attractive joint products and good 
advertising make people share the 
article to each other.



Business strategy 
-KOL operation



• 1.Members managements.

• 2.Simplify and optimize platform and tools.

• 3.Implement various operations.

(APP.EYE-SMART.EYE+PAY)

• 4.Application of the Big data analysis. 

• 5.Points marketing.

Accelerating digitization



Marketing strategy 
-Mobile payment EYEPAY



Business strategy 
- Member management

CRM

Social communication tool

 APP breaks through 2.35 million downloads

 LINE@ friends more than 500,000 people

Expand publicity and activate 
membership points

 Advance corporate and campus 

activities to actively reach out to 

members

 Cross-industry cooperation to 

import more high-spending 

members

Member management status

 More than 4 million members

 Nearly 70% of the member annual 

repurchase rate

Accurate marketing

 Successfully awakened 

35% of old customers 

back to the store



Future development
-Second generation store

� The number of newly renovated stores increased to 155, 
accounting for 44% of the total number of stores.

� 100% of consumers liked the new decoration more than the 
original decoration in the market survey. More than 60% of 
consumers would like to go inside when pass by.



Future development
- Optometry Experience Center



Future development
- Wen Hsiung



Future development
- KING COME



Future development
-Department store counter



Future development
-Department store counter

Target Customer Analysis

Customer Age Analysis

7%

Tourist

23%
Student

家庭客

19%
50%

Office worker

Family guest

20%

Department Store Base：

●Taipei - ◆ Shin Kong A8 \ A11 ◆ Ximen Eslite ◆ NanXi Eslite ◆ Yulong City 

◆ Nangang Citylink◆ HONHUI PLAZA ◆ Banqiao Eslite

●Taoyuan Hsinchu Miaoli- ◆ Zhongli SOGO ◆ Hsinchu SOGO

●Taichung- ◆ Park Lane by CMP ◆ TIGER CITY ◆ TAROKO MALL

◆ MITSUI OUTLET PARK ◆ Taichung Lihpao

◆ Showtime Live Taichung Wenxin Store ◆ 480 Taichung Eslite

●Kaohsiung- ◆ E SKY LAND

●Pingtung- Pacific Department Store Ping Tung



台中大魯閣新時代

Counter display

Future development
-Department store counter



Future development
-Fast Fashion

2 0 1 8



Future development
-Fast Fashion

E SKY LAND



Future development
- La Mode x SOLOMAX

480台中誠品

寶島眼鏡

集團品牌



ESG-Environment、Social、Governance



ESG-Environment

Glasses made of 
environmentally 

friendly materials



ESG-Social

Charitable activities in 

remote areas



ESG-Social

Employee Stock 

Ownership Trust (ESOT)



ESG-Governance
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Thank You

Q&A


