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MIDOCEAN Learning Objectives

 To understand what is motivation

* To understand the dynamics of motives, needs, and
goals and how they shape consumer behavior.

 To understand motivation theories and their
applications to consumer behavior.

* To understand how to identify and measure motives.



Motivation
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Self-
expression

Shelter

Clothes
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Needs

 Needs are the core of the
marketing concept.

 Needs are unfulfilled desires.

e Human needs are states of felt
deprivation.

« NEEDS - The essential things
for us to survive

Shelter
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, Needs

* Physical needs include the basic human requirements such
as air for breathing, food, water, clothing, and shelter.

* Social needs are the requirement for belongings and
affection from friends and family.

 Individual needs can be varied depending on each person’s
perception, knowledge, and environment.

Physiological Needs (* 1
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Needs

 What are Needs — Every individual has needs that
are required to be fulfilled.

* Primary needs are food, clothing, shelter and
secondary needs are society, culture etc.

* Sometimes needs are satisfied and sometimes they
are not due to individual’s personal, social, cultural or
financial needs.
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Wants

 What are Wants — Needs are the necessities, but wants are
something more in addition to the needs. For example, food is a
need and type of food is our want.

« Wants: Specific objects to fulfill our needs (Options given by
marketers)

« Wants are described in items of objects that will satisfy needs.

« Human’s wants can be varied depending on each individual’s
perception, personality, environment, culture, and society.
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Wants

Five Stars
Hotel Mercedes

Service




MII:}C)(;EA'lI Need, Want, Demand, Goal
(
Demand

« DEMANDS: Willingness and ability to buy Wants and Needs

* Needs or Wants turn to be Demands when a customer is willing and
having the ability to buy those wants.




I\AID'C)(;E,A}':I Need, Want, Demand, Goal

-
Demand




MIDOCEAN Need, Want, Demand, Goal

Needs Wants and Demand

Difference
Between Needs,
Wants & Demands

NEED WANT DEMAND
The basic requirements for Need when shaped by When backed by buying
human beings to survive. culture and individual power, want becomes a
personality becomes want. demand.
Ex: Food, Shelter, etc.
Ex: Owning a basic car or a Ex: Owning a BMW or Audi
6% two-wheeler
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Goals

« What are Goals — Goals are the objectives that have to be fulfilled.
« (Goals are generic and product specific in nature.

« (Generic goals are general in nature, whereas product specific goals
are the desires of a specific nature.
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« Brand personification occurs when consumers attribute
human traits or characteristics to a brand.

« A “brand personality” provides an emotional identity for a
brand, which produces sentiments and feelings toward
the brand among consumers. (Emotional connection)
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Brand personification is a form of anthropomorphism,
which refers to attributing human characteristics to
something that is not human.

(Represents the inner drive and motive)
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« The study of Motivation refers to all the processes
that drives in a person to perceive a need and
pursue a definite course of action to fulfill that need.

 Needs and fulfillment are the basis of motivation.

Change takes place due to both internal as well as
external factors.

* Motivation=Motive/drive + Action = Behavior output
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TABLE 3.1

To provide information.
To share information that might be useful to others.
To share news.

Because it’s enjoyable
Because it’s an easy way to stay in touch with people

Because I just like to use it Re|atIOnSh | p
Because I'm bored betwee n

Because I have nothing better to do

Because everyone else is doing it m Otivatio N

What motivates To meet people with similar backgrounds an d
To meet people with same interests as mine

you to share tech nology
information on Because 1 want someone to do something for me

To tell others what to do
Facebook?

To blog? To promote the organization I work for
To promote my personal work
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Need Arousal and Selecting Goals O |

Need Arousal (inside-inner) Selecting Goals

Internal stimuli (desire) * Factors

Emotional or cognitive — personal experiences and
knowledge

processes | |
: , — physical capacity
External stimuli (peer pressure) _ cultural norms and values

— goal accessibility
e Approach objects (+ve)
* Avoidance objects (-ve)
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MASLOW'S
HIERARCHY
OF NEEDS

- 2

MORALITY,
CREATIVITY,
SPONTANEITY,
PROBLEM SOLVING,
LACK OF PREJUDICE,
ACCEPTANCE OF FACTS

(SELF-ACTUALIZATION)

SELF-ESTEEM, CONFIDENCE,
ACHIEVEMENT, RESPECT OF

OTHERS, RESPECT BY OTHERS
( ESTEEM ) %’@
FRIENDSHIP, FAMILY, 3
SEXUAL INTIMACY

Abraham Harold Maslow (Apii 1, 1908 - June 8, 1970)
wass a psychologist who studied positive
human quadlities and the lives of exempla-
ry people. In 1954, Maslow created the
Hierarchy of Human Needs and
expressed his theories in his book,
Motivation and Personality.

Self-Actualization - A person'’s
motivation to reach his or
her full potential. As shown
in Maslow’s Hierarchy of
Needs, a person'’s basic
needs must be met
before self-actualiza-
fion can be
achieved.

( LOVE/BELONGING )

SECURITY OF BODY, OF EMPLOY MENT, OF
RESOURCES, OF MORALITY, OF THE FAMILY,
OF HEALTH, OF PROPERTY

SAFETY

BREATHING, FOOD, WATER, SEX, SLEEP,
HOMEOSTASIS, EXCRETION

( PHYSIOLOGICAL )

Motivation
Theories

www.timvandevall.com |Copyright © 2013 Dutch Renaissance Press LLC.
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Physiological Needs — Food, clothing, air, and shelter are the
first level needs. They are known as the basic necessities or
primary needs.

Safety or Security Needs — Once the first level needs are
satisfied, consumers move to the next level. Physical safety,
security, stability and protection are the security needs.

Biological Social Needs - After the safety needs are satisfied, consumers
needs expect friendship, belonging, attachment. They need to
maintain themselves in a society and try to be accepted.
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Esteem Needs — Then comes esteem needs such as self-
esteem, status, prestige. Individuals here in this stage want to
rise above the general level as compared to others to achieve
mental satisfaction.

Self-Actualization — This is the highest stage of the hierarchy.
People here, try to excel in their field and improve their level
of achievement. They are known as self-actualizers.

Non-
biological
needs
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* The Coca-Cola Company
* Nestle: Good Food, Good Life

¢ AXA Insurance
e |ICBC Bank

* Facebook
o Twitter

« BMW
« iPhone Esteem Needs

Examples of Companies fulfilling each level of Human’s Needs
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He also believed that environmental circumstances
strongly influence how psychogenic needs are displayed in

behavior. D
\ o SIS Motivation
urray organized his needs into five groups: :

L/ S Theories
1. ambition,
2. materialistic,
3. power,
4. affection,
5. information needs

(Needs,Types of needs,
Criticism of theory) |
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EXHIBITION: shock or thrill
others and be the center of

attention. o
materialistic

AFFILIATION: spend time,
form strong friendships and
attachments with others.

affection

POWER/DOMINANCE:
control, influence. and lead

others.
power

CHANGE: seek new experi-
ences and avoid routine.

information
ORDER: keeping things neat
and organized.

Tell amusing jokes at parties.
Say things that others regard as
witty and clever.

Be loyal to and share things
with friends. Help friends in
trouble. Being confided in by
others and told about their

troubles.

Seek leadership in groups.
Supervise and direct the action
of others.

Liking to do new and differ-
ent things, like eating in new
restaurants, going on trips,
and avoiding conventional
situations.

Planning and organizing the
details in any undertaking.
Setting definite times for
activities.

ILLUSTRATIVE PROMOTIONAL
NEED CHARACTERISTICS APPLICATIONS
ACHIEVEMENT: accomplish Do the best and work hard in Messages that encourage and
tasks. succeed, and overcome any undertaking. Be able to do illustrate success (e.g., advertis-
obstacles. ambition things better than others. ing education).

Messages showing attention
from others when they notice
one’s possessions (e.g.. expen-
sive cars).

Messages showing people
enjoying themselves in large
groups (e.g., vacations. shop-
ping situations).

Messages showing actual or
symbolic dominance (e.g.,
being a chief executive: own-
ing a

powerful car).

Messages stressing novelty,
uniqueness, and breaking with
routines (e.g.. adventure travel
and active vacations).

Promoting devices that save
space and keep things firmly in
place (e.g.. for closets, drawers,
and garages).

. Psychogenic Needs: Murray and Edwards

Motivation
Theories
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Psychogenic Needs: Murray and Edwards
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NEED

ILLUSTRATIVE
CHARACTERISTICS

PROMOTIONAL
APPLICATIONS

ACHIEVEMENT: accomplish
tasks. succeed, and overcome
obstacles. a mb’tfo n
EXHIBITION: shock or thrill
others and be the center of

aulention. mm aterialistic

AFFILIATION: spend time,
form strong friendships and
attachments with others.

affection

POWER/DOMINANCE:
control, influence, and lead
others.

power

CHANGE: seek new experi-
ences and avoid routine.

information

ORDER: Keeping things neat
and organized.

Do the best and work hard in
any undertaking. Be able to do
things better than others.

Tell amusing jokes at parties.
Say things that others regard as
wilty and clever.

Be loyal to and share things
with friends. Help friends in
frouble. Being confided in by
others and told about their
troubles.

Seek leadership in groups.
Supervise and direct the action
of others.

Liking to do new and differ-
ent things, like eating in new
restaurants, going on trips,
and avoiding conventional
situations.

Planning and organizing the
details in any undertaking.
Setting definite times for
activities.

Messages that encourage and
illustrate success (e.g.. advertis-
ing education).

Messages showing attention
from others when they notice
one’s possessions (e.g., expen-
sive cars).

Messages showing people
enjoying themselves in large
groups (e.g., vacations, shop-
ping situations).

Messages showing actual or
symbolic dominance (e.g..
being a chief executive; own-
ing a

powerful car).

Messages stressing novelty,
uniqueness, and breaking with
routines (e.g., adventure travel
and active vacations).

Promoting devices that save
space and keep things firmly in
place (e.g.. for closets, drawers,
and garages).

THE BEST TIPS ON

FRIDGE ORGANIZATION
AND STORAGE

DECLUTTE

SAVE YOUR MONEY AND PRODUCE!

infpiéalion—
FOR MOMS

-

Yy
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fogether, rain & shine.

Exhibition

Achievement

| GROW WITH STES |
STEPS




MIDOCEAN Motivational Theory and Marketing Strategies

Marketers have to understand the motives of their potential customers to enjoy

good sales.
A buyer has several motives and each change with various elements.

In such cases the marketers can readily help their customers by changing their
marketing strategy so that the conflict is resolved. Following are the major
conflicts that may arise.



MIDOCEAN Motivational Theory and Marketing Strategies

Approach Conflict = This conflict arises when a consumer has two different
choices of similar products or services. He gives equal importance to them, but
is unable to choose one over the other.

Approach Avoidance Conflict — This type of conflict happens when the
consumer decides in favor of a product, but is unhappy with a particular feature
of the product and wants to avoid it. Under such circumstances, the marketer

may come up with few modifications in the existing product and make it
suitable for the consumer.
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Stated Needs BN CER:]s

The “Five Types of
Needs” that Real Needs (B L E:;tt?n;agnﬁ; going to work with low
marketers should
knowinorderto
distinguish the type
of customer’s needs
are as following:

* | want good after-sale service from the
dealer

- * | want the dealer to include some gifts
Delight Needs e

ey =[5 e | want a car for the status symbol

\_
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What Defense
Mechanism is used?

Types of defense mechanism
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* Defense mechanisms are used when people
cannot cope with frustration.

 Developed to protect one’s ego from feelings
of failure when goals are not achieved.

* When you are angry, you are reacting with
several defense mechanismes.

Can you identify a time when you Sublimation Regression
used a defense mechanism when T —
reacting to a difficult situation.
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Aggression

Aggression

Feelings of anger or antipathy
resulting in hostile/aggressive
or violent behavior; o
readiness/willingness to attack usle—
or confront. e
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Rationalization < v
The action of attempting to N ﬁ.,a;“f,-
explain or justify behavior or B

an attitude with logical T X
reasons, even if these are _ L% L Y

not appropriate.
fa iled because
my teacher

.’]-[ﬂTIS ME
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Reaction Formation EXAMPLE OF REACTION

FORMATION

When a person unconsciously *ACTINGLKEYOU @
replaces an unacceptable - HATE SOMEONE

. gy . YOU REALLY HAVE £
Impulse with its opposite as a CRUSH ON. |
defense mechanism.
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Repression
Puts on a The unconscious blocking
cheerful front of unpleasant emotions,

Impulses, memories, and
thoughts from your

R B
E -
SUPPRESSION REPRESSION: SUPPRESSION—)C‘onsizous
Consciously Unconsciously = [ s AVOIDANCE
suppress impulses deny impulses [|8 I T
. ](\)] ——-> UnConsczousw "’-_35.
\_ ) /')
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Repression

* Repression is a defence
mechanism which causes
the person to forget an
event. A child whose
parent was killed in a car
crash may grow up with
no memory of this event
because they have simply
pushed this into the
unconscious and aren’t
aware of it at all.

The unconscious blocking
of unpleasant emotions,
Impulses, memories, and
thoughts from your
conscious mind

Sy

P
SUPPRESSION=—>Conscious

AVOIDANCE

— UnConscious. =
— : o s e '\i‘

= O~k
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| Displacement (object) & Projection (people)

An individual transferring
negative feelings from one
person or thing to another.
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Sublimation Defense Mechanisms:
Sublimation

Channeling unwanted
or unacceptable urges
Into an admissible or
productive outlet.

Sublimation is a
defense mechanism in
which we act out N
unacceptable impulses \\ ) e
by converting these :
behaviors in a more
acceptable form

«":» TN

@floridapsychaanalytic
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Regression:

Re g re S S | O n Slipping to an earlier stage of

development when faced with stress.

Individuals cope with
stressors by acting in a
childish, immature, or age-
iInappropriate manner
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REGRESSION

% DEAL WITHANXIETY
~ WITHANINFANTILE

METHOD OF Ch
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Denial

Denial is one of the most common
defense mechanisms.

It occurs when you refuse to accept
reality or facts.

People in denial may block external
events or circumstances from the mind
so that they don’t have to deal with the
emotional impact.

In other words, they avoid painful
feelings or events.
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|dentification

The internalization or reproduction of
behaviors observed in others, such as
a child developing the behavior of his
or her parents without conscious
realization of this process.
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Identification

Repression

Denial

Projection

Displacement

Regression

Sublimation

Rationalization

Reaction
formation

A focus on negative or feared traits

Repression is an unconscious mechanism
employed by ego to keep disturbing or
threatening thoughts from becoming

conscious.

Denial involves blocking external events
from awareness. If some situation is just
too much to handle, the person just
refuses to experience it.

This involves individuals attributing their
own unacceptable thought, feeling and

motives to another person.

Satisfying an impulse (e.g. aggression)

with a substitute object.

This is movement back in psychological
time when one is faced with stress

Satisfying an impulse (e.g. aggression)
with a substitute object. In a socially

acceptable way.

Rationalization is the cognitive distortion
of “the facts” to make an event or an

impulse less threatening

A person goes beyond denial and behaves
in the opposite way to which he thinks or
feels

If you are afraid of someone, you can practically

conquer that fear by becoming more like them

During the Oedipus complex aggressive thought
about the same sex parents are repressed

For example, smokers may refuse to admit to
themselves that smoking is bad for their health.

You might hate someone, but your superego tells

you that such hatred is unacceptable. You can

solve the problem by believing that they hate you.

Someone who is frustrated by his or her boss at

work may go home and kick the dog.

A child begin to suck their thumb again or wet the
bed when they need to spend some time in the

hospital.

Sportis an example of putting our emotions (e.g.
aggression) into something constructive.

‘ A boy dumped by his girlfriend says she was not

that attractive anyway.

Conscious feelings are the opposite of the

unconscious. Love —hate, Shame-disgust and
moralizing are reaction formation against
sexuality
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( RESEARCH METHOD

DESCRIFPFTION AND EXAMPLES

Storytelling

Word Association

Thematic Apperception
Test

Drawing Pictures

Photo Sorts

Storytelling consists of having customers tell real-life stories regarding
their use of the product under study. By using this method to study par-
ents”™ perceptions of diapers, Kimberly-Clark discovered that parents
viewed diapers as clothing related to a particular stage in the child™s de-
velopment. Thus, if their children wore diapers too long. parents became
distressed and embarrassed because it was an overt sign of their failure to
toilet-train their children. The company introduced its highly successful
Huggies Pull-Ups training pants—a product that established a new
category in the U.S. diaper industry.

In the word association method. respondents are presented with words.
one at a time. and asked to say the first word that comes to mind. This
method is highly useful in determining consumers’™ associations with ex-
isting brand names and those under development. In sentence completion.

respondents are asked to complete a sentence upon hearing the opening
phrase (e.g.. ““People who drive convertibles . . 7). oo s o

Developed by Henry A. Murray. the Thematic Apperception Test

consists of showing pictures to individual respondents and asking them to

tell a story about each picture. For example. Clearasil employed an image

of a female looking into a mirror under the caption ““Here is a teenager m ea S u re
looking into the mirror and seecing pimples.”” The researchers discovered

that teenagers view their lives as fast-paced and socially active and that

the discovery of a pimple abruptly disturbs the swiftness of their lives.

The resulting advertising depicted a teenage male walking briskly down

the street and spotting a pimple on his face in a store window. All motion C u s o m e r
around him stops. He applies Clearasil. the pimple disappears. and life

resumes its pace.

brands and to develop new advertising strategies. For example. when re-
spondents were asked to draw pictures of the typical Pillsbury cake-mix
user. their drawings depicted old-fashioned. chubby females wearing
frilly aprons. When asked to draw pictures of the Duncan Hines cake-mix
user. their drawings showed slim. ““with it”7” women wearing heels and
miiniskirts. These findings provided important input to Pillsbury concern-
ing the need to reposition its product.

[
Visual images are often used to study consumers’™ perceptions of various m Otlves

In a study using photo sorts conducted by the advertising agency for
Playtex (a manufacturer of bras), respondents received stacks of photos
depicting different types of women and asked to select pictures por-
trayving their own self-images. Although many of the respondents were
overweight, full-breasted. and old-fashioned in appearance. they selected
photos showing physically fit. well-dressed. and independent women. The
advertising agency advised Playtex to stop stressing the comfort of its
bras in its ads and designed a new campaign showing sexy. thin, and big-
bosomed women under the slogan: ““The fit that makes the fashion.™
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THE SCIENCE oOF

* STORYTELLING #

o e B andls Frake Ches mioee Do Ao COPDENE PR e D, =
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digital words ane Consummed ol Comswmers want hrands o rate at which
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ey dlang & story Comparison (o wonds
Keep it short (and Deeliver cortent e e Shoner, don tell.
harve a great tithe that is linear and i B Use images for
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User-Friendly

Fast
Expensive

Friendly

Family-oriented -

s Convenience

MxRomsld Innovative Apps
Golden
Arches

Cleanliness Apple Logo ——
Charities
Cool
Families and kids
Steve Jobs
Creative }
iPod
B s Fast food i

- Stylish
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ASSOCIATIVE NETWORK

Mike Running _

o
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Cartoons
Enter-
tainer

American

Mega
costumes

pon: Pop star

cesses

Castles

Outrage-
ous




i W ER 5§87 ¥

M‘|DOCEAi+]I Thematic Apperception Test

v / '
II&/

Sk A

i
\J
|




MIDOCE A'I:\]I Photo Sorts




MIDOCEAN Drawing Pictures

e '_:l'\
e A LA

=
S



Understood what is motivation

Understood the dynamics of motives,
needs, and goals and how they shape
consumer behavior.

Understood motivation theories and
their applications to consumer
behavior.

Understood how to identify and
measure motives.

MIDOCEA|

U N | VIE B S i

Chapter

02

To Sum Up...
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Thank You Dr. Perihan Salah



	Default Section
	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60


