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• 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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Need, Want, Demand, Goal



Needs

Need, Want, Demand, Goal



Needs

Need, Want, Demand, Goal

• Needs are the core of the 
marketing concept. 

• Needs are unfulfilled desires.

• Human needs are states of felt 
deprivation.

• NEEDS – The essential things 
for us to survive



Needs

Need, Want, Demand, Goal

• 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.



Need, Want, Demand, Goal

• 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.

Needs



Wants

Need, Want, Demand, Goal

• 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.



Wants

Need, Want, Demand, Goal



Demand

Need, Want, Demand, Goal

• 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.



Demand

Need, Want, Demand, Goal



Needs
Wants

Demand

Need, Want, Demand, Goal



Goals

Need, Want, Demand, Goal

• 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.



Brand Personification

• 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)



Brand Personification

• 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)



Motivation

• 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



The Motivation Process



Motivations: Technology Use

What 
motivates you 
to share 
information on 
Facebook?  
To blog?

Relationship 
between 

motivation 
and 

technology



Motivations: Technology Use



Need Arousal and Selecting Goals

Need Arousal (inside-inner)

• Internal stimuli (desire)

• Emotional or cognitive 
processes

• External stimuli (peer pressure)

Selecting Goals

• Factors
– personal experiences and 

knowledge

– physical capacity

– cultural norms and values

– goal accessibility

• Approach objects (+ve)

• Avoidance objects (-ve)



Maslow’s Need Hierarchy Theory

Motivation 
Theories



Maslow’s Need Hierarchy Theory

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.

Social Needs − After the safety needs are satisfied, 
consumers expect friendship, belonging, 
attachment. They need to maintain themselves in a 
society and try to be accepted.

Biological 
needs



Maslow’s Need Hierarchy Theory

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



Maslow’s Need Hierarchy Theory









Henry Murray 

He also believed that environmental circumstances strongly
influence how psychogenic needs are displayed in behavior.

Murray organized his needs into five groups:

1. ambition,

2. materialistic,

3. power,

4. affection,

5. information needs

Motivation 
Theories

Non-
biological 

needs



• Psychogenic Needs: Murray and Edwards

Psychogenic Needs: Murray and Edwards

ambition

power

affection

materialistic

information

Motivation 
Theories

Non-
biological 

needs



• Psychogenic Needs: Murray and Edwards

Psychogenic Needs: Murray and Edwards



Psychogenic Needs: Murray and Edwards



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.



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.



The “Five Types of 
Needs” that 

marketers should 
know in order to 

distinguish the type of 
customer’s needs are 

as following:

Five Types of Needs in Marketing



Defense Mechanism 



Defense Mechanism 

• 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 mechanisms.  

Can you identify a time when you 
used a defense mechanism when 

reacting to a difficult situation.



Defense Mechanism 

Aggression

Feelings of anger or antipathy 

resulting in hostile/aggressive 

or violent behavior; 

readiness/willingness to attack 

or confront.

Aggression 



Defense Mechanism 

Rationalization

The action of attempting to 

explain or justify behavior or 

an attitude with logical 

reasons, even if these are 

not appropriate.



Defense Mechanism 

Reaction Formation

When a person unconsciously 

replaces an unacceptable 

impulse with its opposite as a 

defense mechanism.



Defense Mechanism 

Repression

The unconscious blocking 

of unpleasant emotions, 

impulses, memories, and 

thoughts from your 

conscious mind



Defense Mechanism 

Repression

The unconscious blocking 

of unpleasant emotions, 

impulses, memories, and 

thoughts from your 

conscious mind



Defense Mechanism 

Displacement (object) & Projection (people) 

An individual transferring 

negative feelings from one 

person or thing to another.



Defense Mechanism 

Sublimation 

Channeling unwanted 

or unacceptable urges 

into an admissible or 

productive outlet.



Defense Mechanism 

Regression 

Individuals cope with 

stressors by acting in a 

childish, immature, or 

age-inappropriate 

manner



Defense Mechanism 



Defense Mechanism 

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.



Defense Mechanism 

Identification

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.



Examples of Defenses Mechanisms



The Measurement of Motives

Tools to 
measure 
customer 
motives



Story Telling



Word Association



Word Association



Word Association



Thematic Apperception Test



Photo Sorts



Drawing Pictures



To Sum Up…
Lecture

02

• 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.



Thank You

Dr. Perihan Salah
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