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SILVER, Health & Personal Care 
Campaign Title: Restart – Johnson & Johnson Vision 
Year the campaign took place: 2018 
 

 
 
Brand: ACUVUE 
Creative Agency: Momentum Japan (IPG) 
Media Company/Agency: Universal McCann Japan (IPG) 
Research Company: machineVantage 
Additional Affiliated Companies:  
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

CHALLENGE: Former contact lens wearers outnumber current Acuvue 
wearers 2:1 in Japan. How might we motivate them to restart the 
category?  
  
METHODOLOGY: We know that 95% of decisions are made in the 
nonconscious mind, so with machineVantage we examined inputs to 
nonconscious – millions of cultural artifacts such as songs, movies and tv 
shows that shape the way we understand our world. With machine 
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learning algorithms, we analyzed these cultural inputs against the social 
feed (outputs) among our target audience. This analysis identified 
emerging metaphors for restart that resonate on a deep, nonconscious 
level but that are not overused in conscious communications – so they 
connect instantly but are not trite.  We used these metaphors as 
inspiration for new consumer communications. 
 
INSIGHT: Restart is an exciting journey driven by the need to transform 
for improvement, not reliving the past.  
 
CREATIVE EXECUTION:  We developed four strategic creative pillars 
and five moments that resonate with restarters; based on this 
framework, the agency created 55 pieces of ad copy and 70 digital 
banners. 
 
BUSINESS IMPACT: 1-month execution vs. simple cut-off banner from 
online video improved click-through rates by 27% in the Google Display 
Network and by 52% in the Yahoo Display Network. 

 
CONSUMER INSIGHT  
 

We're all driven to restart at certain points in life, embarking on a journey 
to transform for a better future. 

 
MARKETING CHALLENGE 
 

Japan is one of the most penetrated contact lens markets in the world. 
Given high openness to contact lens usage from a young age, more than 
a million Japanese consumers join the category every year. At the same 
time the category encounters issues of ‘low motivation’ with wearers 
giving up contact lenses easily especially during lifestage changes. With 
low barriers to category entry and low motivation to remain, moving in 
and out of the category is common. 
The ‘Restart’ population is estimated at 2 times the current ACUVUE® 
wearer base. 
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To successfully attract re-entry among lapsed wearers, we needed to 
develop ideas about ‘restart’ that resonated on a deep, emotional 
level…but this is not easily explored through traditional research methods. 
How can we develop communication that motivates consumers to ‘restart’ 
the category? 

 
METHODOLOGY  
 

We know that 95% of decisions are made in the nonconscious mind, so 
with machineVantage we examined inputs to nonconscious – millions of 
cultural artifacts such as songs, movies and tv shows that shape the way 
we understand our world, targeted to our audience and processed using 
machine learning algorithms.  
 
This approach focused on studying metaphors from popular culture 
extracted from a metaphor database developed by linguist George Lakoff, 
mapping against consumers’ social feed on Twitter, Reddit and other 
platforms. Through this data, we analyzed ideas for ‘restarting’ that 
resonate on a deep, nonconscious level but that are not overused in 
conscious communications – so they’re familiar, but not trite.  We used 
these metaphors as inspiration in the discovery process to develop new 
consumer communications. 

 
CREATIVE EXECUTION 
 

We identified four strategic creative pillars and five moments that fit with 
the metaphors behind restarting.  

 
Insight idea/stories: 

• New me – transformation 
• Authentic self + confidence 
• Anxious moment of change 
• Connect better with others 

 
Moments: 
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• Relationships (new/evolutions) 
• New jobs, job change 
• Starting new hobbies/lessons 
• Polishing appearance 
• Liberation of self 

 
Combining an insight idea/story with a specific moment gave us a unique 
piece of ad copy. In all, based on this framework we created 55 pieces of 
ad copy and 70 digital banners that we have used in search marketing 
within 1.5 months of insights discovery. 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

1-month execution vs. simple cut-off banner from online video improved 
click-through rates by 27% in the Google Display Network and by 52% in 
the Yahoo Display Network. 

 
This work demonstrated that tapping into nonconscious human desires 
empowers us to break through clutter and reach consumers in a 
meaningful way. 


