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Why does this matter?

Watch the video and consider the situation:

• What drives the consumer behavior or the marketing strategy here?

• What do people who buy condoms really buy?

Topic relevance

Chapter 
outline

Video: https://www.youtube.com/watch?v=ZZDMOIqn7LQ&ab_channel=AbstractMotion
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What’s coming up?

What  drives consumer behaviour?
At the core of consumer behaviour:

→ Consumers use products to satisfy needs

• 1. What are needs and motivation?

• 2. Which needs can products respond to?

• 3. What helps to increase motivation and involvement?

Topic relevance
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Exercise
• Which of the following are consumer needs? 

Which are not needs?

Bank with a good mobile app

Sustainable packaging

Locally grown vegetables

Free Wi-Fi

Schoolbooks

Cheap second-hand clothing

Medicines delivered to your home

24/7 customer service

Water

Low-calorie soft drinks

Being seen as a good mom

Clean laundry

Comfortable clothing

Luxury clothing

Cheap electricity

Sustainable electricity

Dental care products

Affordable childcare
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Needs: foundation of human behaviour
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Exercise

• Do you think marketers can create needs?
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Types of needs

Biogenic needs Psychogenic needs
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Types of needs

Utilitarian needs Hedonic needs
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Types of needs

Manifest needs Latent needs
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Types of needs – Subconscious or latent



Maslow's pyramid of needs
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Maslow's pyramid of needs



Exercise

• Imagine you are a shoe brand

▪ Step 1: Identify and describe a target segment and a 
product

▪ Step 2: Come up with a marketing communications 
strategy that appeals to basic (physiological) needs

▪ Step 3: Now design a  marketing communications 
strategy that appeals to another need level in 
Maslow’s pyramid
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Exercise

• What different levels of needs are adressed in 
these examples?

• Try to find more than 1 level

Photo: Roberto Nickson / Unsplash
Photo: 77 Human Needs / Unsplash



Censydiam needs wheel
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Censydiam needs wheel



Exercise
• Choose a brand that offers

▪ A) Soft drinks

▪ OR B) Phone and iternet services

• Look up some of their campaigns and ads 
online. Which needs do you think they are trying 
to appeal to?

• Describe the needs that the brand addresses, 
using the Censydiam compass
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Exercise
• Which needs are being addressed in these 

examples?

• Describe these needs, optionally making use of 
the theoretical models presented earlier.
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Exercise

• Which loyalty card do you think works best? 
Explain why.
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Goals
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Exercise

• What is motivation, according to you?

• Reflect on what drives your behavior:
▪ Why did you get up this morning?

▪ Why did you decide to come to class?

▪ Why are you still sitting in class rather than 
leaving?
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Motivation



Types of motivation

Intrinsic Extrinsic



Types of motivation

Beeld: Very Well Mind



Types of motivation

Positive Negative



Types of motivation
Motivation can be positive (approach) or negative (avoidance)

Why do people brush their teeth?

Positive / Approach: 
• To feel fresh
• To make teeth white

Negative / Avoidance:
• To avoid bad breath
• To avoid cavities
• To avoid yellow teeth
• To avoid disapproval from the dentist



Types of motivation



Types of motivation



Exercise

• Do you think advertising campaigns for 
deodorants appeal to positive or negative 
motivation?

• Explain.
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High purchase motivation



Motivation conflicts



Motivation conflicts

Photo: Priscilla Du Preez / Unsplash



Motivation conflicts
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Motivation conflicts
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Motivation conflicts
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Involvement
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Exercise
• Do the following products fall into the 

low engagement and low motivation category?
Or high engagement and high motivation? 

• Explain why.
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Motivation, involvement, risk



Exercise
• What kinds of risks can arise 

when purchasing…
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Lowering perceived risk



Lowering risk perception



Heightening perceived risk
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Heightening perceived risk



Exercise
• What risk is there? 

• How is the perceived risk increased or 
decreased?
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Complexity of needs and the motivational process
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What were the main points?

What do you remember about...

• Subconscious needs?

• Needs according to Maslow?

• Needs according to Censydiam?

• Positive and negative motivation?

• Motivation conflicts?

• Involvement and risk perception?

Pro tips

Essence

Context
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How is this applied?

Some practical tips: 

• Needs and benefits in marketing messages

• Resolving motivation conflicts

• Solving subconscious problems
▪ Why? > Why? > Why? > … 

Pro tips

Essence

Context
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What’s next?

Pro tips

Essence

Context
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