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Snapchat Spectacles  V2 were released this  week. Image credit: Snap

 
By DANNY PARISI

Social media platform Snapchat has relaunched its only physical product, the video-taking eyewear called
Spectacles. But after the first iteration was widely viewed as a flop, what purpose will the revamped glasses serve?

Reports showed that Snap's initial take on Spectacles was purchased by a minuscule fraction of 1 percent of all
users, with many voicing confusion as to what exactly the product was meant to do. Yet now Snapchat is relaunching
Spectacles with minor changes and with the same lack of fanfare that plagued the initial release.

Spectacles update
Snapchat's latest version of the Spectacles comes with a new coat of paint, both literally and metaphorically.

While new colors are available for customers to purchase along with a slimmer design, many of the changes to
Spectacles are cosmetic only. Other minor changes include an improved charging case and a $20 price increase.

But this redesign continues to ignore the real problem with Spectacles: they are redundant.

Snapchat Spectacles V2. Image credit: Snap
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Anything that the Spectacles can do, such as take pictures, record video and post them to Snapchat, can already be
done with a mobile device. Doing such things with a phone is cheaper, since no new piece of equipment is
required. It is  also less cumbersome and faster, since no slow transfer process from Spectacles to phone is needed.

The reason Snapchat failed to move many copies of the original iteration of Spectacles is because nobody really
needs or wants a pair of glasses with such limited functionality that already have their purpose filled by a piece of
hardware that everyone already has in their pockets anyway.

Snap's  s trugglesSnap's  s truggles

If Spectacles V2 turn out to be as unpopular as the first iteration, it would be only the latest in a long line of
challenges the platform is facing.

In February, Snapchat rolled out a major update to its user interface, segmenting brand content and user content into
two distinct pages along with a number of other changes, to massive user disapproval.

The update has been met with such backlash that a Change.org petition with more than 1 million signatures arose
asking the social platform to change it back, which it partially did. While users have been the most vocal, the update
has also had a negative effect on the way influencers use the app (see story).

To combat these challenges, Snapchat has been looking to court more advertisers. Snapchat is debuting a new way
for advertisers to connect with the right customers on its platform through the use of location.

Snap has been facing struggles. Image credit: Snap

The social media platform is offering two new methods for advertisers to reach customers based on their
whereabouts: location categories and radius targeting. These new tools could help the struggling platform continue
to monetize more effectively in the face of rising unrest from its users (see story).

Snapchat has had some success in the fashion world, too. As Snapchat's reach continues to spread to older and
younger demographics, the Paris government supported its plan to become a digital-first city with the social
application during its fashion week.

Happening in France until March 6, Paris Fashion Week was supported by a series of Snapchat filters created in
partnership with digital agency IRM. The campaign is a part of the city's project to become more of a "startup" culture
to attract more young travelers and individuals (see story).

As for Spectacles, time will tell if the sales figures are any less disappointing than the first iteration. The biggest
obstacle Snap will have to overcome to sell them is convincing customers that recording video with a $150 pair of
glasses is more convenient than doing so with a phone.
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