
 

購買意思決定を潰さずに進める設計図 
 

重要なのは、世界観を語ることではなくて、「疑いを減らしながら、納得

を段階的に積み上げること」そのための LP 構成をそのまま出す。 

 
■ LP（Landing Page）構成（習慣ブランド化設計） 

 
1. ファーストビュー（結論だけ）→ここは説明禁止。世界観と結果だ

け。メインコピー→「肌の調子を“気にする時間”が、明らかに減っ

ていく。」。サブ→洗顔後のつっぱり、夕方の違和感、季節のゆら

ぎ。それらを“毎日の前提”から外すための水溶設計。 

CTA Call to Action：今すぐ体験する。肌のノイズを減らす  

 
2. 問題提起（共感ゾーン）→ここは“あるある”で刺す。思想はまだ

出さない。「朝、鏡を見るのが少し怖い日がある」「昼にはもう肌が

乾いている気がする」「夜になると、なぜか顔が疲れて見える」

「季節の変わり目は、毎回コンディションが崩れる」。それが「普

通」になっていませんか？ 

 
3. 構造の提示（ここで初めて思想）→いきなり解決しない。理解を与

える。『肌の不調は、単純な乾燥や油分不足ではありません。そ

れは、「肌が自分でバランスを保つ力」が、日々の刺激で乱れて

いる状態です。足すケアではなく、“整う力そのもの”に着目する

必要があります。』 

 
4. ソリューション（製品の登場）→ここで初めて商品を出す。『この水

溶液は、「肌の環境を邪魔しない設計」をベースにしています。負

担を減らす。刺激を抑える。本来のコンディションを乱さない』 

※ここではまだ“奇跡”を言わない 

 
5. ベネフィット（段階的に強くする） 

① レベル 1（現実）→洗顔後のつっぱりが気になりにくくなる。乾

燥の波が穏やかになる  

② レベル 2（生活）→肌の状態チェックの回数が減る。スキンケ

アへの焦りがなくなる 

③ レベル 3（習慣）→「肌を気にする時間が、日常から減ってい

く」 

 
6. アイデンティティ変化（価格の核）→「肌に気を遣う人から、“肌を

意識しない人”へ」「ケアを続ける人生ではなく、肌が“前提として

安定している人生”へ。」 

 
7. 差別化（なぜこれなのか）→ここで“世界観”を軽く回収する。多く

のスキンケアは「足す設計」です。保湿を足す。成分を足す。効果

を足す。しかしこの製品は違います。「乱れにくい状態を設計す

る」アプローチです。 

 
8. 不安解消（重要）→ここを入れないと売れない。「すぐに劇的変化

が起きるものではありません」「肌の状態を“整えやすくする”ため

の設計です」「体質や環境により感じ方には個人差があります」→ 



 

この一文で「怪しさ」を消す 

 
9. ベネフィットの再圧縮（クロージング直前）→「肌の調子に振り回さ

れる毎日を、終わらせるための設計。」 

 
10. CTA（最後は思想ではなく行動）→肌のノイズを減らす。日常を整

える。今すぐ試す  

 
この LP（Landing Page）の本質（重要） 

この構造の核心はこれ→NG 構造（世界観 → 商品 → 奇跡 → 購

買）。OK 構造（共感 → 不安の構造化 → 理解 → 小さな改善 → 

習慣 → アイデンティティ → 購買） 

 
■ さらに重要な一言（ビジネスの核心）→「自己組織化を再起動する

思想」。それを「肌のことを考えなくていい時間を増やす設計」に変換す

ること。 

 
■ 最後に一つだけ本質 

この Architecture Water が“世界観ブランド”で止まるか、“習慣ブラン

ド”になるかの分岐はここ。「肌をケアする習慣ではなく、肌を気にしな

い毎日へ。」→「変化を語るか」ではなく。「考えなくていい時間を増や

せるか」。「ケアを頑張る」から「肌を忘れて暮らせる」への転換 
 
 

Architecture Water 海森水 のブランドコンセプト 
肌を整えるための水ではない。肌を気にしない毎日を取り戻すための水。 
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Blueprint for Frictionless Conversion: 
Eliminating Doubt, Layering Conviction 

 
The key to this architecture is not to romance the brand’s worldview, but to 
systematically reduce skepticism while building layered, logical 
agreement. This is the direct execution framework for the Landing Page (LP). 
■ LP Architecture: Habitual Branding Design 
1. The Hero Section (The Pure Conclusion) 
Rule: Absolutely no explanations here. Present only the ultimate reality and 
the direct result. 

• Main Copy: "The time you spend worrying about your skin is about 
to drop to zero." 

• Sub-Copy: The post-wash tightness. The mid-day discomfort. The 
seasonal flare-ups. A biophysical aqueous formula engineered to 
eliminate these disruptions from your daily reality. 

• CTA (Call to Action): [ Experience It Now | Eliminate Skin Noise ] 
2. Problem Identification (The Empathy Zone) 
Rule: Strike deep with undeniable, everyday realities. Keep the core 
philosophy hidden for now. 

• Copy: 
o "Some mornings, looking in the mirror feels like a gamble." 
o "By noon, your skin already feels parched from the inside 

out." 
o "By evening, your face looks inexplicably exhausted." 
o "Every seasonal shift inevitably triggers a skin crisis." 
o Has this friction simply become your 'normal'? 

3. Structuring the Root Cause (Introducing the Philosophy) 
Rule: Do not offer an immediate cure. Give them intellectual clarity first. 

• Copy: "The chronic instability of your skin is not a simple lack of 
moisture or oil. It means the interface—your skin’s innate 
self-regulating system—has been disrupted by daily stressors. The 
answer is not to add more layers. We must look at the skin’s native 
power to organize itself." 

4. The Solution (Introducing the Product) 
Rule: Introduce the product calmly. Do not promise miracles yet. 

• Copy: "This aqueous solution is engineered from the ground up to 
step out of your skin’s way. Zero synthetic surfactants. Minimalist 
friction. It is designed solely to protect your skin's natural potential 
from being compromised." 

5. Layered Benefits (Escalating the Impact) 

• Level 1 (The Immediate Reality): Post-wash tightness fades into 
the background. The violent swings of dryness turn into calm 
stability. 

• Level 2 (The Lifestyle Shift): You stop checking your skin in the 
mirror throughout the day. The subconscious anxiety surrounding 
your skincare routine disappears. 

• Level 3 (The Habitual Integration): The mental bandwidth 
dedicated to 'managing your skin' naturally evaporates from your 
daily life. 

6. Identity Shift (The Core of Premium Valuation) 

• Copy: "Shift from 'someone who constantly coddles sensitive skin' 
to 'someone who forgets they even have skin.' Move away from a life 
spent managing symptoms, and step into a reality where stability is 
your default setting." 

7. Differentiation (Why This Product?) 
Rule: Subtly resolve and tie back to the brand's overarching worldview. 

• Copy: "Most skincare is built on a philosophy of addition. Add more 
moisture. Add more active ingredients. Add more steps. This formula 
rejects that noise. Our approach is entirely architectural: we design 
the environment for your skin to remain unshakeable." 

8. Friction Elimination (Crucial for Conversion) 
Rule: Without this transparency, the modern consumer will not buy. 

• Copy: "This is not an overnight miracle cure. It is an infrastructure 
fluid designed to help your skin self-regulate. Individual experiences 
will naturally vary based on your environment and physiology." 



 

o Strategic Note: This radical honesty completely disarms 
their skepticism. 

9. Re-Compression of Value (The Pre-Closing) 

• Copy: "An intentional formula engineered to end the daily cycle of 
being held hostage by your skin's unpredictable moods." 

10. Ultimate CTA (Action Over Philosophy) 

• CTA: [ Eliminate the Noise. Restore Your Rhythm. | Try Now ] 
■ The Core Essence of this LP Architecture 
The absolute breakthrough of this structure lies in shifting the conversion 
funnel: 

• The Failing Model: Worldview → Product → Miracle Promise → 
Purchase Friction 

• The Winning Model: Empathy → Structuring the Anxiety → 
Intellectual Clarity → Micro-Improvements → Habitual Alignment → 
Identity Shift → Frictionless Purchase 

■ The Executive Takeaway (The Heart of the Business) 
You have successfully translated the complex science of "rebooting 
self-assembling bio-interfaces" into a high-value consumer benefit: "an 
architecture that maximizes the hours of your day spent not thinking 
about your skin." 
■ The Ultimate Distinction: Worldview vs. Habit 

The exact line where Architecture Water (海森水) transitions from a mere 

"luxury concept brand" to an indispensable "habitual utility brand" is this: 
"We are not changing how you do your skincare. We are changing how 
you live your life without it." 
It is not about marketing a "dramatic skin transformation." It is about 
increasing the hours of a human life freed from dermatological anxiety. 
Moving the consumer from "working hard to care for their skin" to "living fully 
while forgetting their skin entirely." 

 
Brand Manifesto Concept: Architecture Water 

This is not water designed to treat your skin. This is water engineered to 
return you to a life where your skin requires no thought. 

 

 


