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Consumer Psychology Seeking Instant Results
-Why Do People Choose Products with Immediate Effects?-

Reasons Why Products with Long-Term Benefits Are Less Likely
to Be Chosen
1. Present Bias

o People tend to overvalue immediate benefits and
underestimate future gains. As a result, they are
more likely to choose products that provide visible
changes quickly rather than those that show results
over several months.

2. Preference for Certainty

o Products promising long-term benefits may raise
doubts about their effectiveness. In contrast,
products that show quick results create a sense of
certainty, making them more appealing to consumers.

3. Social Influence (SNS & Word-of-Mouth)

o Social media often amplifies the appeal of products
that deliver instant results. Consumers are more
likely to be influenced by testimonials that highlight
immediate effects rather than long-term
improvements.

4. Busy Lifestyles

o Modern consumers often have limited time, making
them more inclined to choose products that provide
quick results rather than those requiring months of
consistent use.

Solutions
To help consumers recognize the value of long-term benefits, visual
proof is highly effective.

1. In-store, a salesperson, based on personal experience,
compares their current skin condition with their past skin
condition—while acknowledging that post-use skin conditions
vary from person to person—allowing customers to observe
the changes.

2. Using skin diagnostic devices to compare "current condition”
with "ideal condition" and demonstrating gradual
improvements over time can shift consumer perception.

3. Emphasizing products that balance instant satisfaction with
long-term skin health.

o By utilizing testers, consumers can immediately
experience the high permeability of linoleic acid in
the product, while also understanding its long-term
benefits in improving skin condition. This approach
supports both short-term satisfaction and long-term
skin health.

Key Factor in Purchase Decisions: Balancing Short-Term
Satisfaction and Long-Term Skin Health

Consumers seek instant results, but they also value long-term skin
health and fundamental improvements. Therefore, it is crucial to
provide visual proof and scientific data, such as skin diagnostics, to
ensure credibility. In essence, the balance between instant effects
and lasting benefits is what drives purchase decisions.



