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Episode 8: The Buyers

This episode is about the people who actually pay, described as precisely as our data allows, and heard in their own words. Every quotation in this episode is a real sufferer or buyer quote from Phoilex’s research files or from comments left on our own ads, and each one is marked with where it came from. Treat these lines as material for understanding, never as copy, because the brand rule is that a buyer’s line appears in an ad only inside a rating card with the buyer’s name. The episode moves from who buys, to the doorways and the lives behind them, to their emotional states, to what they have been burned by, and finally to their language, beat by beat.




Who actually buys

Start with the hardest number we have, the age breakdown of the Phoilex ad account over the ninety days to late October 2026, recorded in YOUNG-LANE-PLAN-20261028.md. People aged sixty-five and over took fifty-two percent of the spend, thirty-seven thousand five hundred and fifty-eight dollars, and produced eight hundred and thirty-seven purchases at a cost of about forty-five dollars each, with a return of one point four two. The fifty-five to sixty-four group produced three hundred and six purchases at about fifty-five dollars. The forty-five to fifty-four group produced one hundred and fifty at about sixty-four dollars. The thirty-five to forty-four group was the most expensive, seventy-eight purchases at about eighty-three dollars. People under thirty-five received only one point five percent of the spend, and the twenty-five to thirty-four group bought twenty times at about fifty-two dollars, too few to judge.

Two conclusions follow from these numbers. The first is that the older buyer is real and profitable, and the long story ads that Meta sends to her work. The second is that the younger buyer is untested more than unprofitable, because the creative, the donors and the delivery have all pointed at older people. The under-forty-five plan proposes a separate lane of short creator-style videos for her, with ad devices such as the timeline of what happens over a number of days, the rating of every cream she tried, and the this was me and this is me now reveal.

A second fact about who buys comes from the store’s page data in LEARNINGS.md. Over thirty days in early September, one hundred and twenty-six of five hundred and forty-one buyers, about twenty-three percent, bought inside the Facebook or Instagram in-app browser, and repeat buyers made up about twelve percent of orders. Most of the money comes from first purchases by people who clicked a story and bought on their phone.




The doorways and the lives behind them

Phoilex’s market map, MARKET-MAP.md, organises the market into eight doorways, each defined by a word she types or a problem she names first, and each counted in both the Reddit corpus and the Google and Amazon autocomplete pull.

The steroid doorway is the trunk, with five hundred and seventeen Reddit items and one thousand two hundred and ninety-eight autocomplete strings. Its typed phrases include steroid free eczema cream and eczema without steroids, and it carried fifteen thousand three hundred and fifty-two of roughly twenty thousand landing sessions in one September week, and its default reader is the lifelong sufferer.

The face and eyelid doorway has four hundred and ninety Reddit items and three hundred and nineteen autocomplete strings, with phrases such as eczema eyelid and eczema lips. Its villain is a steroid on the thinnest skin on the body, and its default reader is the hider, the woman for whom eczema is a verdict on how she looks.

The Dupixent and biologics doorway has three hundred and ninety-eight Reddit items, and its autocomplete includes Dupixent withdrawal, Dupixent for kids and Dupixent in pregnancy. Cost dominates it, with fifty-eight of the corpus’s one hundred and thirty-five cost items. Its sub-avatar is insured but scared, the woman who can get the injection and does not want to inject herself for skin.

The hands doorway has two hundred and fifty-one Reddit items, and its clearest life is the nurse who washes her hands forty times a shift; fifty-two of the sixty-six occupational contact items sit inside it.

The baby and child doorway has one hundred and twenty-nine Reddit items and the largest Amazon autocomplete count of any door, seventy-six strings, with three hundred and twenty-nine on Google, including eczema cream for baby and what can I put on my baby’s eczema. Its reader is the desperate parent, and on our account she is often a grandparent.

The topical steroid withdrawal doorway has one hundred and four Reddit items by a narrow count and three hundred and forty-four autocomplete strings. It differs from the steroid door by stance: the steroid door still uses the cream, and the withdrawal door has quit it.

The psoriasis doorway has forty-eight Reddit items and is mostly organic traffic to the brand’s blog, and the pregnancy doorway, with one hundred and twenty-four Google strings and only fifteen Reddit items, is unmined, though every prescription on the ladder carries a pregnancy warning and steroid-free is a literal fit.

Inside the steroid door, the map lists several lives: the flexural hider who keeps the crook of her elbow and the backs of her knees covered in summer, with ninety-one flexural items, the woman whose eczema came back in her late forties around menopause, with thirty-seven items, the scalp sufferer, and the teenager or the teenager’s parent.




The four personas and the fifth

Phoilex’s personas folder holds four deep cases built from the corpus, and our account data demands a fifth.

The lifelong sufferer, in personas/01-lifelong-sufferer.md, has had eczema since before she can remember, has out-read her dermatologists, and believes this is just who she is and she can only manage it. Her core emotion is the wish for peace in her own skin, and her open question is whether anything actually fixes this or she manages it forever.

The desperate parent, in personas/02-desperate-parent.md, is caught between the steroid she fears and nothing at all. Her core emotions are relief and redemption, and her guilt has a specific origin: she followed a doctor’s instructions and put a cream with a warning on it onto her baby.

The TSW warrior, in personas/03-tsw-warrior.md, quit steroids and is healing from what she experiences as an injury done to her. She is the hardest to sell to, sceptical of products and sometimes of moisturiser itself, and what she wants is control, reclamation and vindication.

The hider, in personas/04-the-hider.md, has milder but visible eczema, often younger, dating, and organised around concealment, sabotaged at night by scratching in her sleep. A Reddit post in her evidence, with forty-eight upvotes, records an ex-partner telling her she scratched in her sleep and how embarrassed she was.

The fifth persona, which the folder does not yet contain, is the older adult, sixty-five and over, who is most of our buyers. She may have had eczema for sixty years or for six. She has tried the most, spent the most, and often trusts doctors the least. She reads long stories. She also buys for others, and grandparents appear repeatedly in our own comments describing grandsons who scratch until they bleed.




Emotional states

The messaging matrix describes the dominant belief state as hopeless, confirmed by the corpus, and the emotional state as high and exhausted rather than merely dissatisfied. The steady background is fatigue from poor sleep, shame at visible sites and an oscillation between hope, when a new diet or a new drug appears, and despair, when it fails. The matrix names the deepest emotion in the desire ladder as freedom, specifically freedom from dependence on products and routines, and the emotion copy should start from as entrapment, the sense that every topical is something she will one day have to come off.

The emotional states also differ by doorway. The parent is frightened and guilty. The withdrawal warrior is angry and vindicated. The hider is ashamed and watchful. The lifelong sufferer is tired and resigned. The older adult is often sceptical and tired of being sold to, and in our comments she is the one asking whether the company is real.




What they have been burned by

The burn list is long. They have been burned by steroid creams that worked and then came back worse, by over-the-counter creams that did nothing, by moisturisers they believe made them dependent, by doctors who spent five minutes and printed a prescription, by elimination diets that changed nothing, by supplements, by Dupixent when they stopped it, by allergy tests that led them to cut foods for no reason, by insurers who refused the expensive drugs, and by direct-response ads. Competitor buyers add their own burns: Gladskin’s one-star ratings on Trustpilot repeated five times that the product made the skin worse, and one complained that the company would not disclose what its key ingredient actually was.




Their words, beat by beat

What follows are their own words, grouped by the beat of the story they tell. Every line is a quotation from a sufferer or buyer, with its source.

On the night, a YouTube commenter in our comment bank wrote, “i wake up around 1-2 am every night since i’ve had it constantly itching and not being able to go back to sleep until about 4-5,” and a commenter on our own ad listed the cost of ten years as “itch, sores, bloody sheets, and mental anguish.” A Reddit poster in our bank wrote that “My bedsheets often looked like a crime scene.” Another commenter on our own ad wrote of her grandson, “He scratches at night in his sleep.”

On the itch itself, a Reddit poster in our bank wrote, “It’s the bone deep, fully under the skin itch that has me rolling on my bed trying not to claw the skin off my legs,” and a YouTube commenter in the same bank wrote, “I actually would love for my legs to be amputated, just so I can finally sleep.”

On the steroid arc, the clearest single statement of the valley in the whole corpus is a YouTube comment in our bank that reads, “Steroid cream would clear it up completely but then as soon as I stopped the cream it would come back. Being that you can’t use the steroid cream long term I would wait until I couldn’t bare the burning, itching and scaling of it before using it again.” A commenter on our own ad wrote, “I was prescribed clobetasol ointment for my eczema, but the doctor told me to use it for only two weeks and then stop, because continued use could cause my skin to thin.” Another commenter on our ads wrote, “I’m embarrassed cause I’m gone thru so many of this big tubs of steroid cream.”

On having tried everything, a commenter on our own ad wrote, “I have literally spent over $100k on Dr’s, clinics, snake oils and medications,” and another wrote, “I have spent so much money on over the counter stuff that I can open up my own drug store.” A YouTube commenter in our bank wrote, “I had a dermatologist tell me this would be life long. I almost lost hope.”

On shame and hiding, a YouTube commenter in our bank wrote, “I’m tired of hiding my skin I wanna wear shorts and sleeves shirts,” and another wrote, “I’ve been teased because of my eczema all over my arms. People used to say I was zombie skin.”

On the skin itself, the language clusters around reptiles, burns and raw wounds. TikTok creators in our bank described shedding skin “like a snake” and having “crocodile skin,” and one wrote, “It looked like I was burned. And it felt like this rash just kept eating me.”

On scepticism toward us, a commenter on our own ad wrote, “I am also suffering. The bottom line? Definitely not another cream or a miracle probiotic.” Another wrote, “Is anyone really there at Phoilex? I’ve sent questions to your posts here on Facebook and also on the company website Comment Page, and I never get a reply.” A third wrote that the story ads were “very similarly worded, just changing the person, the relative, and maybe the situation.”

On the win, the dream they describe is forgetting their skin. A Reddit poster in our bank wrote, “The biggest change… is that I never think about my skin. It sounds weird, but that’s such a gift.” Another wrote, “I’m writing this as I wake up for the first time in months from a full night of sleep.” A Gladskin buyer on Trustpilot wrote, “I feel like myself again!” And in one of the long recovery videos, the young woman whose mother had to feed her said she cried tears of happiness because she had not dreamt for so long.




Their top phrases

If you keep only ten phrases from this market in your head, keep these, because they recur across every bank Phoilex has collected. The first is that it comes back worse when I stop, and the second is that the steroid only works while I’m using it. The third is the declaration that she has tried everything, and the fourth is the line that it only manages it and never cures the root cause. The fifth describes the itch as bone deep, and the sixth is the night scene of bloody sheets and scratching in my sleep. The seventh is the question of whether something will make my skin worse, which is the most common objection in the corpus. The eighth is the refusal of not another cream, which our own commenters wrote almost word for word. The ninth is being tired of hiding, of long sleeves in summer and jumpers worn in the heat. And the tenth, the language of the win, is I never think about my skin anymore.




The words they do not use

The last lesson of this episode is about absence. The say-this, not-that vocabulary file in the Phoilex offer folder, written after a clinical ad was caught, lists the words sufferers almost never use for themselves: ceramide, barrier, lipids, trigger, resilient, emollient, inflammation. They describe their skin as raw, cracked, weeping, flaking, red and angry, and they speak of what sets it off where a doctor would say trigger. They speak of the seal on my skin or what keeps the water in, if they talk about it at all. The word flare is theirs, used constantly, with a warning from the severe end of the market, who distinguish constant raw skin from skin that comes and goes. And the word calm, which marketers love, appears in their mouths when they want something, rarely when they describe a result. Episode nine turns from the buyers to the competitors who are selling to them.


