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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)

Why Isn't Anyone Speaking Up and Saying, "This Is Wrong"?

We're raising a critical issue: current business models often stop at providing
temporary fixes for superficial problems rather than achieving true
customer satisfaction. This begs the question: why do consumers accept
this situation?

Several reasons explain why no one is speaking up and saying, "This is
wrong," even when immediate problems remain unsolved:

1. Awareness of the Problem and Information Asymmetry

e  Consumer Knowledge Gap: Many consumers likely don't clearly
understand where "true satisfaction" lies or the difference between
temporary and fundamental solutions. They tend to believe that products or
services marketed as "problem-solving" are the complete answer.

e  Lack of Expertise: Especially in fields like skincare, specialized knowledge
is required to understand what constitutes a fundamental solution and what
approaches are truly effective. Consumers often lack this expertise, making
them more likely to accept information and products provided by companies
at face value.

e  Corporate Marketing: Companies engage in marketing that appeals to
consumers' "superficial functional desires." Messages like "instantly hide
breakouts" or "fast-acting" directly resonate with consumers' urgent
concerns, making temporary solutions more readily accepted.

2. Prioritizing Convenience

e  The Allure of Ease: Products that are easily accessible and seem to deliver
immediate results are appealing to busy modern individuals. Symptomatic
approaches become a convenient choice for consumers seeking quick fixes
without much effort.

3. Social and Psychological Factors

e Resignation and Habituation: After years of using symptomatic products,
consumers may develop a sense of resignation, thinking, "fundamental
solutions are probably impossible anyway," or simply become accustomed to
the status quo.

e  Difficult to Vocalize Collective Dissatisfaction: Individual consumer
complaints often remain isolated experiences, making it challenging for them
to coalesce into a collective voice that says, "This is wrong." While social
media allows for individual voices to be heard, it hasn't yet led to a
movement significant enough to fundamentally alter corporate business
models.

o  Resistance to Change: There can also be resistance to breaking away
from familiar methods and seeking new solutions.

4. Companies' "Convenient Business Model"

e  Continuous Revenue: Temporary solutions can be a convenient business
model for companies, generating continuous revenue as customers
repeatedly face the same problems and repurchase the same products.

e Research and Development Costs: Research and development aimed at
fundamental problem-solving incur significant costs. Companies may deem
it less risky to continue offering temporary effects with existing technologies
and products.

Potential for Future Change

However, consumer awareness has been shifting in recent years. Improved
information literacy and information sharing through platforms like social
media are slowly increasing the number of voices questioning temporary
solutions and seeking more fundamental resolutions.

Furthermore, with the growing prevalence of concepts like sustainability
and ethical consumption, companies are facing greater scrutiny regarding
their transparency and social responsibility. These trends could potentially
lead to changes in corporate business models and consumer behavior in the
future.

While the current situation may seem like an "illogical relationship
between consumers and businesses," we hope this discussion serves as
a catalyst for conversations that lead to a better future.



