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Specsavers Marketing Scenario
Introduction 
The marketing scenario to be analyzed is concerned about the marketing of the Specsavers brand in Australia. The advert is composed of a clinician talking directly to patients with eye complications. In the advert, the clinician asks patients how much they could sell their eyes for.  The clinicians refer to the patient's eyes as priceless. The marketing scenario information can be retrieved from https://www.marketingmag.com.au/news-c/news-specsavers-pricesless-eyes/
Discussion
The concept evident in the above marketing scenario has attracted a considerable number of complaints. Those who had much interest in investing in the product or who were already using it did not like the ad since it promoted discrimination and violence (Loh, 2018). Based on the provisions of the ad, the clinician plotted the question in such a way that it discriminated against the patients with eye issues. Notably, victims could understand that their eyes did not amount to any price. Besides, it was much harder for them to state the price, which could be attached to their eyes (Loh, 2018). The marketing scenario stood a higher chance of creating conflict between those who had eye complications and those who did not (Loh, 2018). Notably, those with similar issues saw it as discrimination to possess priceless eyes. 
Maintaining the legal environment is among the crucial aspects of protecting customer rights. A legal environment is subject to change due to continuous adjustments of regulatory rules (Federal Trade Commission, 2012). As such, managers are required to emphasize on consumer protection measures to uphold a legally active environment. In connection, the Specsavers marketing scenario did not put strategies to address advertising and its procedures. Precisely, the advert should have been framed not to portray biasness. It is worth for legal environment enforcers to consider consumer protection laws. It is evident that some business came with marketing strategies which exploited consumers (Federal Trade Commission, 2012). As a consequence, managers did not utilize the provisions of the regulatory market environment to protect consumers. 
The legal environment attached to the advert did not bring out any positive outcome in developing the patient’s satisfaction. According to Section 1.3 (2012), a conducive customer environment should have favorable laws that are in line with legal provisions. To this end, it is evident that the scenario's legal environment did not contribute to promoting the Trade Description Act. Equally, the promotion strategists did not mind to safeguard the victim's health and safety plans. Differently, they were only driven by the urge of marketing Specsasaver product devoid of considering patient’s reviews. 
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