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This insight was developed in collaboration with an Al assistant based on the latest
scientific evidence and from the perspective of high ethical standards and public
interest. (Created: July 14, 2025)

The Customer Satisfaction Paradox:
Why We Settle for "Temporary Fixes"

Why do we often accept situations where our immediate problems are
seemingly addressed, but not fundamentally resolved, without questioning
them? Let's delve into where true customer satisfaction lies and explore the
paradoxes inherent in current business models.

Customers often voice specific concerns like "l want to cure my [problem]" or
"l need to fix [this issue]." These are merely superficial, functional desires.
Beneath them always lie deeper emotional struggles, anxieties, or
idealized futures, such as "l want to feel confident" or "l want to live without
worrying about what others think." This fundamental principle can be simply
expressed as follows:

The Path to True Satisfaction:
Fundamental Solution =
1. Complete fulfillment of superficial functional desires (e.g., Acne
completely clears, pores become unnoticeable) +
2. Fulfillment of deep emotional desires (e.g., Clear skin leads to
confidence, a positive outlook, becoming one's ideal self)

The Path to Lingering Dissatisfaction:
Temporary Fix =

1. Temporary fulfillment of superficial functional desires (e.g.,
Acne temporarily less noticeable, pores slightly concealed) —

2. Deep emotional desires remain unfulfilled (e.g., Anxiety about
future breakouts persists, dissatisfaction due to lack of fundamental
solution) —

3. Ultimately, dissatisfaction remains

In essence, what customers truly seek is not just the immediate resolution of
a problem. The emotional changes and ideal future gained through that
resolution are the genuine source of customer satisfaction. Resolving an
immediate problem means fundamentally addressing it, not just temporarily.

However, many businesses and sellers often only offer "temporary fixes for
immediate problems." For instance, they might provide products that
temporarily conceal acne or treatments that temporarily minimize pores,
often resorting to symptomatic approaches. This is akin to pouring water into
a leaky bucket: no matter how much you pour, the water won't accumulate
unless the hole is sealed, leaving consumers perpetually anxious.

And when consumers repeatedly use temporary, symptomatic skincare, they
won't achieve genuine peace of mind or confidence until the underlying
problems are fundamentally resolved. This is precisely the core skincare
challenge we face, yet consumers remain unaware of it.

While "temporarily solving immediate problems" might be a convenient
business model for companies, it's hardly ideal for consumers. Yet,
consumers silently continue to use the provided products and maintain their
skincare routines. Why does such an illogical relationship between
consumers and businesses persist? And how long will this peculiar situation
continue?



