AARIE. BHFORFHRMNIZEDZ SVVREEEABREDEAND Al 7RIV
DHBEIZKYERESNELT=, (2025 57 B 9 BERL)

BROEEED——ADZEIL

BAFHIBR BRI BR OB RIEDREY

BRERIERR (B : TALRNZIA LU ) DIREICRIFHRR (BT AR T
BEEZFHLEVLDHHD. LV RIFBAETT, TLT. CORIFHAK
ZEICHETICIE, BEHRRERANIZARRTIDENH D, ELVS
EAVHFMERTY,

HROEBEDREER— T4 T ~DTIZ

[SOHEEET. BEEMACKR TIEEL, BIFENMRNELEhEI L%
CROTHY., HAIZEFNIFERATOENEENH D1 ENS B A
HHTY, ChIFERICEKE EELERATT,

ADOTIEICDILEREFER TEZEMARET HITZFEABSIELD
FRBENERERN —MABAD T TO—F B TL - HEED
BAEGALNAZIBATEY ., EORBRERERO TN E=NGTY,

LML RRADEEERZ, 2T LLRZGANAZIBA TLSDIFTESD
YEBA. ENTHLRF U7 7EGICEDEF OO, E0EDIREIFIZ
ALV ELSRKRAH DI LEEEZONET  FIZ X, LTDLIR
BRIFHMAKRTS,

FH-&BEERHBL
MEICBRED B TL=LY)
rB4aEXIZLE=0N(ELI57) ]
MTREGSREFELICEYTzLN
BBEOTAIRIMINERE LT

AU A DY EETH, SOLIRBRIMRDEI-SN LT UHBREKICS
DEREBNWNITZDTSUREXFLIEZWLIERLSDTY  hnl

T BISTZXEARD IEBATHED TR, EVSBEEMRBETNE
ER

HEBEELOHFLWNVISA=S—3Y
COHEEBEETHOELRERFZADE. I—T T4V T PREGBAREIZE T
BRITAREEL, BIEOTANAFRRT 51 EVSEEMGAYE—UF T
TIEHYEE A,

[COBEMEFESIET, EARRBELRTONIOMN? ITEALGBRIZH
nBEOM? JEWF= BIBGRR T4V EBAREITRA S EN . BH/AK
DHEEBEEIZITEEZFET,

AR
o [ZXEZRBTILTTHELTVUTHIT, BFHIELGLARIT
e =k
o [FIBENFHRETSIEITTEL BEWVIHEBNAE5T . —
BohECRESEATRIELR S ]

EWO=RSIT BAARM T AT REDRIEARRICERZEL T3
Zhr—arvhtRONTVET,
COEZAAIE.BELEOIVRNMEEREREESE, REIMGOSVILT«
ZECLTHLARARTY,



This insight was collaboratively developed with an Al assistant based on the latest scientific
evidence, with a strong focus on ethics and public benefit. (Created on July 9, 2025)

Evolving Consumer Needs

Deep Dive into the Relationship Between Emotional and
Functional Desires

It's clear that functional desires (e.g., "l want to cure my rough
skin") are rooted in emotional desires (e.g., "l want to feel confident
in front of people"). It's also a scientific fact that to truly fulfill these
emotional desires, the functional desires must be resolved
fundamentally, not just temporarily.

Characteristics of Modern Consumers and Marketing
Implications

A notable and very interesting characteristic of today's consumers is
their strong drive for the fulfilment of emotional desires rather than
functional ones, often despite not having severe skin concerns.

In the past, a direct approach communicating functional benefits like
"This product will improve dry skin" or "It will clear up acne" was
effective. This was because consumers had clear skin problems and
were looking for straightforward solutions.

However, modern consumers don't necessarily have severe skin
issues. Yet, their interest in skincare products stems from a desire to
fulfill the "emotions" beyond the functional benefits. These emotional
desires include, for instance:

¢ "l want to feel more confident."

e "l always want to be my best self."

o "l want to take care of myself (self-care)."
¢ "l want to feel positive."

e "l want to achieve my ideal lifestyle."

Even with minor skin concerns, when these emotional desires are
met, consumers feel compelled to "want this product” or "support this
brand." This explains why simply stating "It clears up acne" might not
resonate with today's consumers.

New Approaches to Consumer Communication

Given this shift in consumer behavior, the focus in marketing and
product development should no longer be solely on direct messages
like "solving skin problems."

Instead, communicating what emotions will be gained or what kind
of self one can become by using the product will genuinely
resonate with modern consumers.

For example, beyond just "curing acne," messages should convey
"the confidence to smile freely in front of people with clear skin." And
beyond "improving dry skin," they should evoke "the lasting comfort
and positive feeling that comes from hydrated skin."

This means marketing needs to focus on the "future emotional
experience" that the product provides. This approach is also
essential for building deeper trust with customers and fostering long-
term loyalty.



