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PURPOSE

The COO's communications initiatives during the last
quarter are outlined on the following pages, as we
work towards fulfilling the Board's strategic
objectives. A key part of this is supporting the
registrant base by participating in external events,
sharing relevant social media content, eblasts, blog
posts, and website updates.
Public-facing social media campaigns continue to
focus on educating the public on the role of the
college, the role of opticians as regulated health
professionals, and the complaints process.




Highlights

FOR YOUR CONSIDERATION:
The report is divided into the following sections, giving
examples of the communications efforts by platform.
e Statistics by platform
e Public and Registrant Engagement
Social Media Campaigns
Website Traffic
Eblasts
Consultations




STATISTICS BY PLATFORM

In keeping with our strategic priority of public
engagement, the college continues to work with a
social media consultant to manage our presence on
Facebook, Twitter, Instagram, and LinkedIn with
direction from senior staff. The COQO's social media
content is now in both English and French.




Statistics by Platform

We are continuing to grow our social media reach:

Facebook
o 711 followers, o.g%f N Q3
e 144 posts in 2025

Instagram

903 followers, 2.1% #in Q3
e 144 pOsts in 2025

LinkedlIn

e 1,674 followers 5.6%f in Q3
e 144 posts in 2025

X

e 129 followers, 3.8% fin Q1
e 144 pOSts in 2025
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ENGAGEMENT RATE Q34 2025

AUDIENCE INTERACTIONS WITH COO POSTS, INCLUDING LIKES, COMMENTS, CLICK AND SHARES

Engagement Rate Q3 2025
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AVERAGE CLICK THROUGH RATE
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PUBLIC & REGISTRANT
ENGAGEMENT

COO staff attended the following events:

October 4, 2025: OOA Trade Show, London
November 8, 2025: Seneca Student Night
November 9: OOA Trade Show, Richmond Hill
November 23: Health and Wellness Expo,Toronto



Social Media
Campaigns

TOP PERFORMING CONTENT BASED ON ENGAGEMENTS

AN ENGAGEMENT IS A MEASURE OF USER INTERACTION WITH A
POST INCLUDING LIKING, COMMENTING, SHARING OR CLICKING
ON A LINK.



REGULATION AMENDMENT — SPOUSAL EXCEPTION

About the Spousal Exception

The College's amended_General Regulation creates a "spousal
exception® for Registered Opticians. As a result of the August 29
amendment, it is no longer automatically considered sexual abuse for a
Registered Optician to treat their spouse. This does not mean opticians
should treat their spouse as doing so can blur the lines between The new spousal exception

personal and professional relationships, leading to complicated means opticians can treat
situations. any romantic partner.

MYTH

Communicating the Changes FACT
To communicate these changes to registrants and help everyone
understand the nuances of the situation, we update the website, The exception only applies to
including FAQ's, a banner on the website home page, so registrants can someone who meets the legal
easily find the information and sent out an eblast. We also did a series of definition of a spouse:

social media posts, including the one below and on the next few pages.

-Someone you are legally married to

-Someone you have lived with in a
conjugal relationship for at least
n College of three continuous years

Opticians
U of Ontario

SHARED ON LINKEDIN ON NOVEMBER 20, CLICK HERE.TO SEE IT.THIS POST HAD A VERY STRONG CLICK
THROUGH RATE AT 40.31%. 154 CLICKS ON THE LINK, NOTABLY HIGHER THAN AVERAGE ACROSS ALL
SECTORS ON LINKEDIN.


https://www.ontario.ca/laws/regulation/940219
https://collegeofopticians.ca/registrants/professional-obligations/legislation/regulatory-amendments/spousal-exception
https://collegeofopticians.ca/registrants/professional-obligations/legislation/regulatory-amendments/spousal-exception
https://www.linkedin.com/feed/update/urn:li:activity:7396910699450511360/

REGULATION AMENDMENT — SPOUSAL EXCEPTION

n College of
Opticians
U of Ontario

FACT

The spousal exception meansitis no
longer automatically considered
MYTH sexual abuse for a Registered
Optician to treat their spouse.
Opticians can now freely
treat their spouse without However, all Standards of Practice,
restrictions. Practice Guidelines, and the Code of 77X\ College of
Ethics still apply. \ Opticians

of Ontario

SHARED ON INSTAGRAM ON NOVEMBER 13, CLICK HERE.TO SEE IT.


https://www.instagram.com/p/DQ_85iWE1o7/?img_index=1

SPOUSAL EXCEPTION SOCIAL MEDIA POST

UPDATE ON SPOUSAL
TREATMENT

What Registered Opticians
need to know.

n College of
Opticians
U of Ontario

WHAT HAS CHANGED

It's no longer automatically
considered sexual abuse
for a Registered Optician
to treat their spouse if the
person meets the legal
definition of spouse.

WHAT HASN'T CHANGED

It continues to be sexual
abuse for a Registered

Optician to treat a sexual
partner who is not their
Spouse.

REMEMBER

This doesn't mean that you
should treat your spouse.

As a general rule, we do not
recommend that you treat
your spouse, family
members, or friends, as
personal and professional
boundaries can become
blurred.

YOUR PROFESSIONAL
OBLIGATIONS

Always follow all
requirements under the
Standards of Practice,
Practice Guidelines and
Code of Ethics.

{

Visit collegeofopticians.ca
to learn more.

m College of

(8] ans
U’ of Ontario

SHARED ON INSTAGRAM ON OCTOBER 7, CLICK HERE.TO SEE IT.


https://www.instagram.com/p/DPgrqrLDRiT/

EDUCATING THE PUBLIC

In line with our strategic priority of providing patients with access to resources
and information on the role of registered opticians as healthcare providers, we
continue to post content on this topic. Below are some of the posts focused on
educating the public that had high levels of engagement.

Q3 INSTAGRAM POSTS WITH THE HIGHEST ENGAGEMENTS

Seeing_an optician is about more than picking frames | 712 engagements
Opticians, optometrists, and ophthalmologists | 584

What to expect when you visit an optician | 491 engagements

Q3 LINKEDIN POSTS WITH THE HIGHEST ENGAGEMENTS

What to expect when you visit an optician | 820 engagements

Behind the lenses | 587 engagements

Seeing_an optician is about more than picking_frames | 497 engagements

Q3 FACEBOOK POSTS WITH THE HIGHEST ENGAGEMENTS
UV Safety Awareness month | 111 engagements

Q3 X POSTS WITH THE HIGHEST ENGAGEMENTS
Behind the lenses | 13 engagements

ﬂ College of
Opticians
U of Ontario

SEEING AN OPTICIAN IS
ABOUT MORE THAN
PICKING FRAMES.

Learn what to expect when
visiting a Registered Optician.

WHAT TO EXPECT WHEN YOU VISIT AN OPTICIAN | 712 ENGAGEMENTS



https://www.instagram.com/p/DM-hYQByb28/
https://www.instagram.com/p/DNnkD81z2CM/
https://www.instagram.com/p/DL2QpUBN7_m/
https://www.linkedin.com/posts/college-of-opticians-of-ontario_what-to-expect-when-you-visit-an-optician-activity-7348335693972033538-XR7J/?originalSubdomain=fr
https://www.linkedin.com/feed/update/urn:li:ugcPost:7366092247697653761/
https://www.linkedin.com/feed/update/urn:li:ugcPost:7358505160278462465/
https://www.facebook.com/CollegeOptician/posts/pfbid02yYovh2Na6Z5eSkbZqegMYX7k45AP84dfiPP9hXtPDeb4ridooAjHftFoLkvJqjTbl
https://x.com/CollegeOptician/status/1963225693824663963
https://www.linkedin.com/posts/college-of-opticians-of-ontario_what-to-expect-when-you-visit-an-optician-activity-7348335693972033538-XR7J/?originalSubdomain=fr

NEWS FROM THE COLLEGE

Below is a list of posts focused on keeping registrants, student opticians, and Interns

informed. Many of these posts received a high number of engagements in Q3. TH E NEW LEGACY RET' RED
Q3 FACEBOOK POSTS WITH THE HIGHEST ENGAGEMENTS OPTICIAN PROGRAM

Writing_ the NACOR Exam in September | 117 engagements Recngnizing |Dﬂg-5EFViI’Ig DptiCiEHS
Legacy retired optician program | 96

Professional appointed member opportunities | 96 engagements

Q3 INSTAGRAM POSTS WITH THE HIGHEST ENGAGEMENTS
Legacy retired optician program | 328 engagements
Focus on: Ottawa Conference and Tradeshow | 395 engagements

Q3 LINKEDIN POSTS WITH THE HIGHEST ENGAGEMENTS
Legacy Retired Optician program | 642 engagements
Passed the NACOR exam? | 508 engagements

Starting_an opticianry program this fall | 470 engagements

Applying_as a registered optician in Ontario | 195 engagements

Q3 X POSTS WITH THE HIGHEST ENGAGEMENTS
Becoming_a registered optician in Ontario | 13 engagements

College of

Opticians
w of Ontario

LEGACY RETIRED OPTICIAN PROGRAM | 642 ENGAGEMENTS


https://www.facebook.com/photo/?fbid=1333529592117336&set=a.469296001874037
https://www.facebook.com/CollegeOptician/posts/pfbid0zwBwuQkroq6bzKBhSVdcCiHuhMpv3LG9UE2uyXaQU2EM6gTMrL4WTVNGHjoFSqkpl
https://www.facebook.com/reel/943031584667865
https://www.instagram.com/p/DOtnOP0E089/
https://www.instagram.com/p/DOv-abfEww4/
https://www.linkedin.com/feed/update/urn:li:share:7374140301277450240/
https://www.linkedin.com/feed/update/urn:li:ugcPost:7361789268874186752/
https://www.linkedin.com/feed/update/urn:li:share:7368674231833747458/
https://www.linkedin.com/feed/update/urn:li:share:7347610609011539971/
https://x.com/CollegeOptician/status/1967589550814818531

PRACTICE ADVICE

Recently, we have been sharing answers to frequently asked practice
advice questions on social media. Below are some posts that received a
lot of attention.

LINKEDIN POSTS WITH THE HIGHEST ENGAGEMENTS

Rules about professional advertising | 7909 engagements KN Ow THE RU LES
BEFORE YOU ADVERTISE

Q3 INSTAGRAM POSTS WITH THE HIGHEST ENGAGEMENTS
Rules around professional advertising | 252 engagements

Opticians cannot promote services

Q3 FACEBOOK POSTS WITH THE HIGHEST ENGAGEMENTS . o
° they are not authorized to provide

Working_in a multi-optician setting | 82 engagements

Is your patient struggling_with their prescription? | 82 engagements

Rules around professional advertising | 58 n Colleaa of
ge o

Opticians
U of Ontario

Q3 X POSTS WITH THE HIGHEST ENGAGEMENTS
Earning_CE hours during_ Summer | 23 engagements
Working_in multi-optician settings | 14 engagements

RULES ABOUT PROFESSIONAL ADVERTISING | 799 ENGAGEMENTS



https://www.linkedin.com/feed/update/urn:li:share:7371607253453307904/
https://www.instagram.com/p/DOblmJNEyxE/
https://www.facebook.com/CollegeOptician/posts/pfbid02geUuTa24feHcfmfqVpkBntNv1zmncAcHsySNRabPgMZb3C9cGyVT7LVmqxmZD35sl
https://x.com/CollegeOptician/status/1925585396768878645
https://x.com/CollegeOptician/status/1925585396768878645
https://www.facebook.com/CollegeOptician/posts/pfbid02Zy4aSp59CKDDimUcL9S5ezrLJQbQkgE9FwSQ3JZdrRpjuCfhPvzf7tx9HpbeYM51l
https://x.com/CollegeOptician/status/1948724169719300572
https://x.com/CollegeOptician/status/1925585396768878645
https://x.com/CollegeOptician/status/1947356065550483740
https://www.linkedin.com/feed/update/urn:li:share:7371607253453307904/




COLLEGEOFOPTICIANS.CA

The most visited landing pages from October 20,
2024, to October 20, 2025. A landing page is the
page a user first visits on the website.

"Refers to COO public blog post: “Optician
Optometrist, Ophthalmologist? Do you know the
difference?”



https://collegeofopticians.ca/news/view/optician-optometrist-ophthalmologist-do-you-know-the-difference
https://collegeofopticians.ca/news/view/optician-optometrist-ophthalmologist-do-you-know-the-difference
https://collegeofopticians.ca/news/view/optician-optometrist-ophthalmologist-do-you-know-the-difference
https://collegeofopticians.ca/news/view/optician-optometrist-ophthalmologist-do-you-know-the-difference

EBLASTS

NEWS FROM THE COLLEGE

Standards of Practice Consultation | October 7

Equity Webinar Series | October 9

Reminder, Standards of Practice Consultation | October 15
Call for Appointed Members | October 17

Reminder: Call for Appointed Members | October 23
Ageism Webinar | October 24

Reminder Ageism Webinar | October 27

ELECTIONS

Voting is now Open in District 4 | September 29
Voting is now Open in District 6 | September 29
Reminder to Vote in District 4 | October 6
Reminder to Vote in District 6 | October 6

Second Reminder to Vote in District 4 | October 13
Second Reminder to Vote in District 6 | October 13
Election Results | October 15

BY-ELECTION

By-election call for nominations | November 5

Reminder to submit your nomination | November 14

Second Reminder to submit your nomination | November 18



RESPONSE RATES TO SURVEYS IN 2024 AND TO DATE IN 2025.

Peer & Practice Assessment Fees

The COO seeks regular
feedback from registrants
and system parthers on
proposed policy changes. IES ISt

Election Reform

2025 Standards of Practice

Life Member Survey

COO Registrant Survey

O 100 200 300 400 500



Let's get social!

Board and Appointed Members can support the
COO's communication efforts by following us,
liking posts, or sharing them to your feed.

While we also welcome your comments, we
recommend ensuring all engagement is
consistent with the social media appendix to the
board and committee code of conduct.

@ On Instagram @ ﬂ On Facebook @ m On Linkedin @ X Oonx@
. collegeoptician College of Opticians of Ontario @CollegeOptician @CollegeOptician




