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This insight was created in collaboration with an Al assistant based on the latest
scientific evidence, with a focus on high ethical standards and public benefit. (Created:
August 8, 2025)

What Truly Consumer-Centric Products Look Like
Why don't most consumers challenge manufacturer-led products and
continue to use them?

It can be difficult to change long-standing habits, and there are
several psychological factors at play.

The "Four Walls" in the Consumer's Mind
Many consumers continue to use manufacturer-led products without
complaint due to these four psychological barriers:

e The Cognitive Wall: "l don't know what's good for me."
The skincare market is saturated with products, and much of
the information is specialized and hard to understand. It's
difficult for consumers to discern what is truly beneficial for
their skin based on scientific evidence. As a result, they tend
to rely on "easy-to-understand information" like advertising,
brand recognition, and reviews.

e The Emotional Wall: "l don't want to fail.” The skin is
delicate, and the fear of "what if a new product causes a
breakout?" is very strong. Even if they're not fully satisfied
with their current products, familiar ones provide a sense of
"safety." This status quo bias prevents them from taking the
first step toward change.

e The Social Wall: "Everyone else is using it, so it must be
okay." Products that are widely used or popular on social
media provide a sense of security. The psychological
pressure to conform leads some to continue using products
without questioning whether they are truly right for their skin.

e The Economic Wall: "It would be a waste." Skincare
products are not cheap. Many people feel it would be a
"waste" to stop using a product they have already purchased.
The financial burden of trying new products can also be a
deterrent.

What Truly Consumer-Centric Products Look Like

Atruly consumer-centric product doesn't just chase temporary trends.
It's built on an honest philosophy aimed at maximizing the skin's
inherent power.

Instead of just promoting quick results, such products clearly explain
why certain ingredients are necessary and how they contribute to
skin health—addressing the very essence of skin health and beauty.
This allows users to feel a sense of trust and continue using the
product with confidence.

In other words, a truly consumer-centric product doesn't just
temporarily cover up skin problems. It aims to support the skin's own
power, helping it become healthy and beautiful on its own.



