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Needs, motivation and the Messy Middle
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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?

Video: https://www.youtube.com/watch?v=2ZDMOIqn7LQ&ab_channel=AbstractMotion



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?




Interplay between needs, goals and motivations

/
Exploration fr Evaluation

f
Unpleasant !
”"E‘ggémd situation or Goal Motivation
tension

FIGURE 3.2 The motivation process: needs, tension, goals, and motivation serve as Triggers for
consumer behaviour.




Interplay between needs, goals and motivations

lllustrations of the motivation process in action

NEED HEALTH NUTRITION INCOME AND
RECOGNITION

Tension or Feeling unfit and Feeling hungry Uncertainty about career
.unpleasant situation | unhealthy =~ = e JTOSPRCS .

Goal Lose four kilograms over | Eat something within the | Obtain a degree in
Motivation or drive Willingness to invest Making the effort to buy | Investing energy in

time and energy in a sandwich studying
e EeraIse
Consumer behaviour | Purchasing a fitness Buying a sandwich at the | Enrolling in a marketing
Subscription Dakery ] CoUTSE B COllege

Achieving goal and Achieving desired weight | Hunger disappears Obtaining diploma and
_reducing tension | | | findingajeb
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Exercise

®
s

» Which of the following are consumer needs? sl

Which are not needs?

Being seen as a good mom
Clean laundry

Comfortable clothing
Luxury clothing

Cheap electricity
Sustainable electricity
Dental care products
Affordable childcare

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



Needs: foundation of human behaviour

B O al 'Y

KN

» 8 = -'

Image: Royalty Free Vectors/ Vectorstock



l

" Exercise

* Do you think marketers can create needs?

6

LOOK SHARP, NOT TIRED.
ENOUGH SAID. 55

Gerard Butler, actor ®




Types of needs

Biogenic needs Psychogenic needs



es of needs
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Utilitarian needs Hedonic needs



Types of needs

Manifest needs Latent needs



Types of needs — Subconscious or latent

“Consumers don’t
think how they feel,
they don’t say what
Ly b they think and they

________ don’t do what they

say’’. - David Ogilvy, the
late advertising guru.

“We must learn what customers really
want, not what they say they want or
what we think they should want.”

—Eric Ries, author of The Lean Startup



Maslow's pyramid of needs

Self-actualisation

Talent development, studies, creativity,
reflection, self-awareness

Esteem
Recognition, status, prestige, respect, success, self-worth

Belongingness
Family, friendship, connection, love, Intimacy

Safety
Protection, security, stabllity, health, Job security

Physiological
Food, water, shelter, sleep, clothing

In Maslow’s hierarchy, certain needs become relevant only once others are fulfilled.



Maslow's pyramid of needs

OH DEER ) SAMSUNG

ITS HARD TO SPEL "l Breathe Clean Arr,
WHEN YOUR HUNGRY

Pure, Fast & Wide.

Protect your loved ones from up to

99% PM 2.5 & HIN1 Viruses".
IF YOU KEAP MAKING TYPING MISTAKES

GRAB YOURSELF A SNICKERS FAST

Samsung Air Purifier




Maslow's pyramid of
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aslow's pyramid of needs

SCISSORS




Maslow's pyramid of needs




Maslow's py

ramid of needs

Flood
' Property & Ligbility

We've got you covered.

Independent Claim Adjusters & Administration

FOCUS retains the benefits of a large firm in our capacity to handle high volume and complex claims over a
large geographical area while at the same time retaining flexibility and personal tailored service. Our support
staff provides experienced and knowledgeable service, which enhances and assures a smooth workflow for
your claim assignment from start to finish. With 12 locations throughout the North East we are able to service
all of New York State as well as servicing Vermont, Western Massachusetts, Connecticut, Northern New

Jersey and Pennsylvania.

HOME OFFICE F
PO Box 447, 635 Plank Road, Clifton Park, NY 12065

Phone: 518-383-2102 / Fax: 888-667-7292 FORT ORANGE CLAIMS UNLIMITED SERVICES

www.focusadjusters.com 1 -800 -7 34-2 1 02

Ever.

Get back 90% on vet bills’ with our new Whole Pet plan.

: il " ' Nationwide’
Get a quote today. BestPetIinsuranceEver.com Is on your side
>

855.630.7063




aslow's pyramid of needs

love at
first touch
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of Hospitals®

-
Wrap your baby in the most trusted comfort anc P W
protection of Pampers Swaddlers, the only diaper ampers
trusted to be the #1 Choice of Hospitals.* lovesleep&play

Duluth Trading Company @ —
December 11 at 10:45 AM - Q

This year, wrap 'em in soft, cozy cotton flannel that’s as comfy as it
is can-do. Our Free Swingin' Flannel Shirts are built with free-movin
Underarm Gussets, deep back pleats and fits to flatter. And did we

mention? They're the perfect choice for family portraits too.

i

Shop these customer favorites (and more!) in our Holiday Gift Guide
at bit.ly/DTCGiftGuide!

-

e

e em
%(}HgE WARM N’ FUZZIES!

This Duluth Trading Company ad is an excellent example of how to reach people motivated by family.



Maslow's pyramid of needs




Maslow's pyramid of needs

PET CARE
PRODUCTS

biocanina

love him like you love yourself

PEY CARE
PRODUCTS

biocanina

love him like you love yourself




Maslow's pyramid of needs

My bonus is faster than your bonus.
A cockpit. An engine. Two wings.
[s it still a car?

Mercedes-Benz




aslow's pyramid of needs

~5~. Glen Eyrie
GLE
EYRIE Sponsored - @
Your coworkers will be jealous of these "work from home" views!
Get away and work from historic Glen Eyrie Castle! Dedicated workspaces across the property,
unbeatable views of nature and so much more!
You can work from anywhere....why not work from Glen Eyrie?

Your new "home away from home" office.

=

BEING PROUD IS STRONG. o
MAKING OTHERS PROUD IS ARMY.STRONG. &

There's strong.#nd then there's Army Strong. The strength that comes ] | -~
from the character, discipline and J6b training that the U.S. Army provides- f
as well as money for college. Yott'll €arn the type of respect that goes | |

GLENEYRIE.ORG
Learn More
beyond a salute. Find out more at goarmy.com/strong. fj.
U.S.ARMY

Remote work with a view!
Work from Glen Eyrie! Dedicated work space for overnight guests looking...

A~

—"
GLEN EYRIE.

o -

Glen Eyrie isn't just a remote work destination. It’s a place for getaways, weddings, conferences and more—
but this ad is focused on a specific subset of that audience.



Maslow's pyramid of needs

Discover Calm

The #1 App for Meditation and Sleep W o \\,
" e \{/ App of the Year \’/
<\ 2017 y) 4

START FREE TRIAL




aslow's pyramid of needs

ACHIEVE
SOMETHING

CLIPPER W&RiE /)

THE RACE OF YOUR LIFE

clipperroundtheworld.com/apply

é%j”(x’ Stitch Fix @
@;\Q\ Sponsored - Q

Looking for effortless summer-to-fall style? We'll send looks to fit you, your taste & your
wallet.

Free-spirited & ; Striy
2 Bohemian romance
feminine Learn More b , Learn More drez
) Free shipping. No subs...
Free shipping. No subs... Free
o Like (O comment &> Share .v

Stitch Fix knows it’s audience is comprised of people who value self-expression, as evidenced in this ad.



Exercise 00

« 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




Exercise

.+ What different levels of needs are adressed in
| these examples?

* Tryto find more than 1 level

FIND YOUR
GREATNESS.




ensydiam needs wheel
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Censydiam needs wheel




Censydiam needs wheel

SMELL LIKE A MAN, MAN.

WCE



Censydiam needs wheel

It all starts with! -
W




Censydiam needs wheel

t




Censydiam needs wheel

Making space.
Home is where it all begins.




Censydiam needs wheel




GUINNESS ¥/ RUGBY

MADE OF MORE




Censydiam needs wheel

DOV@




Censydiam needs wheel

Protect what matters




Censydiam needs wheel
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Censydiam needs wheel

100% dermatologist tested
skincare and makeup.




Censydiam needs wheel

(_)URA ’ Meet Oura Ring  Life with Oura  The Pulse Blog Shop Now

‘Track More Than
~ Your Fitness

Know why you feel
- Tl how you teel.

Sleep

( / / —
\d, v Stress

Recovery

, Teriperature Readiness, and Activity.

Shop Now

The most accurate guide on Sleep,

OURA
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ensydiam needs wheel

ABSOLUT UNIQUE

CHALLENGE

For the upcoming autumn/winter sales peak, ABSOLUT wanted fo create
an inimitable product with a great pr story — and a pr rollout that would
generate a global conversation.

SOLUTION

Through a complex interaction of human and mechanical interaction, and
a carefully orchestrated randomness, we reengineered ABSOLUT's whole
bottle production process. The result: four million uniquely designed bottles,

s

wn
G a concept that taps info the phenomena of mass produced individuality and
No.1232523 5
o1 (07000 S 001 y fantastic pr content that revealed the story behind the story.

RESULTS

o 18 out of 30 pre-defined top tier media covered the sfory, including
Huffington Post, Fast Company, Ad Age, Hypebeast, PSFK,
Contagious and Nylon.

More than 4,000 online media posts in ten days, with an extremely
positive sentiment (97%)

AlHime high consumer engagement on Facebook with 12,000+ likes
and 2,400 likes in less that 24h

Nearly 9,000,000 twitter reach

Great market demand for ABSOLUT UNIQUE, with more than 80

markets launching the product

A rough draft of the ABSOLUT UNIGUE design 38 colors were manually added to splash guns, To create 4M unique botles, ABSOLUT had to An ABSOLUT UNIGUE siory ron wice on CNIN Coverage in fop fier media such as Huffington Post, Fast Company, Hypebeast and Ad Age inspired hundreds of twees,
spray heads and other colourgenerating machines reengineer ts whole bolle production process. Headline News. blog posts and arlicles in oter media



Censydiam needs wheel

So thet in tne,

-
ROLEX

-
ROLEX

QQY

198.854 vind-ik-leuks
11 april 2023

rolex & - Volgen
Originele audio

rolex @ What makes a Rolex a Rolex?
It's not the wheels and cogs. Not the
steel we shape, the gold we forge. It's
not the sum of every single part that
we design, craft, polish and assemble
with countless skills and constant care.
It's the time it takes. The numerous
days and months that are necessary
until we can print this single word on
each individual dial leaving our
workshops: “Superlative”. It's the mark
of our autonomy, responsibility and
integrity. This is all we make, but we
make it all. So that, in time, you can
make it your own.

#Rolex #Watchmaking #Perpetual

Bewerkt - 92 w.

©

Aanmelden om dit leuk te vinden of hier op te

raanaron
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ensydiam needs wheel

HORIZONS NEVER END LO U IS VU l TTON



ensydiam needs wheel

FIND YOUR GREATH




Censydiam needs wheel

T0 POWER THROUGH
RUSH HOUR SHOWERS,

RED BULL GIVES YOU WIIINGS, i



Exercise

Choose a brand that offers
= A) Soft drinks
= OR B) Phone and iternet services

Pheeppic

* 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 050

© | - Which needs are being addressed in these =i

examples?

- Describe these needs, optionally making use of

the theoretical models presented earlier.

added sugars mango

MORE FRUIT NO
ADDED SUGARS
MANGO

lucho mango! All the sweetness comes from juicy
mangoes, containing only the sugars naturally occurring
in ars or sweeteners!

Wm"& VITAMINS B2. BI2. D2, LOW INE :
UU

WHERE TO BUY

EXPLORE ESSENTIALS & Source of No added Source of
* o

NESPRESSO



6.72
Miles

YESTERDAY

.
14,999

Steps

o

5,392
Cals

42

Zone Mins

seeee T

1

floors

Hi

5:27 PM L

fitbit Edit

10,793

D &) H
7.6

1,768 15

miles cals minutes

i Michael! Let us help you set

some goals so we can tailor your

e

itbit experience.

Set Goals




« Which loyalty card do you think works best?
Explain why.

Buy 10 Cups, get 1 Cup FREE Buy 12 Cups, get 1 Cup FREE

This offer can not be used in conjunction with any other offers This offer can not be used in conjunction with any other offers

0.\ ( 0

o .
o

JPaTe P10\

Image: Behavioralinsight.nl
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Goals

THE GOAL-GRADIENT EFFECT
THE (OLOSER. WE GET TO A GOAL THE HARDER INE’LL TRY

CLOSER |LOTALTY caRD/ FAR LOYALTY CARD!
ToconL |POBBR| o (BOOOO
ee820 00000

OOH, \ETS GET A COFFEE ! NAH.

T
T Moze MOTIVATED L LE2s moTivnTED

Skekch P\a nations
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i Exercise 050

¥ - 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?



Motivation

TABLE 3.1

Tension or

..unpleasant situation |

Goal

Motivation or drive

Consumer behaviour

Achieving goal and

HEALTH

Feeling unfit and

unhealthy ...l

Lose four kilograms over

thenextsixmonths = |

Willingness to invest
time and energy in
exercise

Purchasing a fitness

_subscription

Achieving desired weight

lllustrations of the motivation process in action

NUTRITION

Feeling hungry

Eat something within the
next hour

Making the effort to buy
a sandwich

Buying a sandwich at the

Hunger disappears

U OO | e

INCOME AND
RECOGNITION

Uncertainty about career

| prospects

Obtain a degree in

Jmarketing

Investing energy in
studying

Enrolling in a marketing

course at college

Obtaining diploma and

findingajob



Types of motivation

Intrinsic Extrinsic



Types of motivation

Extrinsic Motivation Intrinsic Motivation

Motivated to perform an activity to Motivated to perform an activity for
earn a reward or avoid punishment its own sake and personal rewards

-
|

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
" A.

MAKE €

YOURSEI.
IR




Types of motivation

WHAT GOES
IN THE OCEAN
GOES IN YOU.

RECENT STUDIES ESTIMATE THAT FISH OFF THE WEST COAST INGEST
OVER 12,000 TONS OF PLASTIC A YEAR. FIND OUT HOW YOU CAN HELP
TURN THE TIDE ON PLASTIC POLLUTION AT WWW.SURFRIDER.ORG/RAP

B

SURFm - Need space?
NOTHING'S QUICKER. o o

M/Alalnqllh«nm.hhumdndw. 248™




Exercise o0

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

« Explain.



Ivation

High purchase mot




Motivation conflicts

© ¥ O @ 6
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I want multiple things, I want something, but at I do not want any of these
but I can only pick one the same time, I don't options, but I must choose one

EEILIENY  Motivation conflicts can occur when a person feels multiple motivations.



Motivation conflicts
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| want multiple things,
but I can only pick one




Motivation conflicts

BOTH DESIRABLE  APPROACH

AND UNDESIRABLE
OUTCOMES  AVOIDANCE

I want something, but at
the same time, | don’t




Motivation conflicts

GUILT-FREE,
DELICIOUS,

HEALTHY.

EXPLORE




Motivation conflicts

S
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I'do not want any of these
options, but I must choose one

¥
—
J—

Photo

: Jacob Zerdzicki / Unsplash




Involvement

REPETITIVE PURCHASE

INFREQUENT PURCHASE

HIGH INVOLVEMENT

{(moderate to high risk)

s

Health supplements Some apparel items
and vitamins (underwear, hosiery)

Dental and medical care
(dentist, doctor, natural
therapies etc.)

Telecommunications
provider

Business travel

LOW INVOLVEMENT

(low risk)

oy

Magazines Ice cream

Chewing gum

Some commodity low point of

difference food items
Public transport

Soft drink,
beverages

(eggs, salt, sugar, flour etc.)

=

Cars

Ay

Outfit for a Holidays
special occasion

S

High ticket
household furniture
(e.g. bed, couches,

dining tables etc.)

Investment choices
(investing, mortgage)

HIGH INVOLVEMENT

{moderate to high risk)

s -]

Car batteries Garden products

(hose, mulch etc.)

Wlalalilils'
Mechanical cleaning
(brooms, dust pans etc.)

¢

Powerboard, extension

cords, phone power household appliance

adapter (e.g. toaster, kettle etc.)

LOW INVOLVEMENT

(low risk)

Replacement of small

ASYHOUNG JAILLILId3N

ASVHOUNd LNINO3¥4NI

Image:

Google Analytics Thailand



N ;. Exercise 298
Do the following products fall into the =i

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

Explain why.

_}-—:\; & "%- P = > >, &%
e g&(“hﬁjn P Gt 4




Motivation, involvement, risk

TABLE 3.2 Perceived risks

TYPE OF RISK

EXAMPLE

Financial risk

Functional risk

Physical risk

Social risk

Psychological risk

Time risk

I might lose money.
The risk of wasting or losing money or having too little budget left.

Expensive purchases such as a car, an investment, or a dishwasher.

The product might not perform as expected.
The risk of the product malfunctioning or nor working as promised.
Newly launched innovations, but also common products such as stain removers,

computers, or second-hand cars.

I might harm myself.
The risk that the product is harmful or dangerous.

_Motorcycles, flammable substances, or hairdye.

I wonder what others think of this.
The risk hat using a product might diminish one’s status, popularity, or self-confidence.
Socially visible or symbolic products such as clothing, jewellery, car, home, or sports

_equipment.

This might be bad for my self-image or well-being.
The risk that the product may have a negative impact on well-being, self-image, or
status. The product might not fit the image.

Branded products, designer clothes, cosmetic treatments.

How much time will I need to invest before | can use the product?
The risk that considerable time may be required to make a product functional or to
have it delivered and ready for use.

| New software, a self-assembly cabinet, a full year's enrolment in a fitness centre.



Exercise P
» What kinds of risks can arise =i
when purchasing...




Lowering perceived risk

Owtdek hier swel de
NIEUWE COLLECTIE

WOODY
—~

=% GRATIS VERZENDING
~ vanaf 40€

- GRATIS RETOUR

B% info@moutonaalstbe 5% KORTING
053214242 ‘ op volgende aankoop |

——

o — - 4 " —_—

) BOSCH
FREE
4 Year Warranty

on selected Bosch Appliances




Lowering risk perception
v

Fights Stains & Odour
Loves Fabrics & your Skin

with plant-based ’
surfactants, bioenzymes,

PRODUCT
FEATURES

Full UHD 4K
Media Support

Provides Audio
Extraction Capabilities

Power Over LAN

Extends 4K Media
Playback up to 400ft
at 4K signal, or up to
500ft with 1080P

/\,. Includ.es
- IR emitters
& IR receiver




Heightening perceived risk




Heightening perceived risk

ESTIMATES FROM
2017-2018 FLU SEASON

488 MILLION PEOPLE SICK

227 MILLION CLINIC VISITS

959,000 HOSPITALIZATIONS
79,400 DEATHS

FIGHT THE FLU!

TIPS FOR THIS INFLUENZA SEASON:

GET VACCINATED! WASH YOUR HANDS! COVER YOUR COUGH!

DON'T TOUCH YOUR FACE! STAY HOME IF SICK!

Join the fight to end food waste at

food.cloud/climate

2

FoodCloud




Heightening perceived risk
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i Exercise AR

+ What risk is there? =i

 How is the perceived risk increased or
decreased?

g

There’s Always That Guy
Who Paid Less For His Flight. BE THAT GUY

Flights, Accommodation, Tours, Holiday Car Hire, Travel Insurance
Available, Cruises, Rail Journeys, Experiences/Activities/Attractions

W

WYY

BRIGHT WORLD TRAVEL

Fairy lasts 2x longer
than the next best-selling brand




Complexity of needs and the motivational process




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?



How is this applied?

Some practical tips:

« Needs and benefits in marketing messages

FEATURE

Weighs only 500 grams

5-year warranty

1 Gigahyte

Made of wool

BENEFIT
No back pain

Worry-free and risk-free

1,000 photos on your phone

Stay warm when it gets colder

« Resolving motivation conflicts

« Solving subconscious problems
= Why? > Why? > Why? > ...



H3

NEEDS AND
MOTIVATION

What’s next?

CH1 - MARKETING AND CONSUMER BEHAVIOUR

Essence
CH2 — DECISION-MAKING

CH3 - TRIGGERS — NEEDS AND MOTIVATION

Pro tips

CH5 — INTERNAL EXPOSURE — MEMORY AND LEARNING

CH6 — INTERNAL EXPOSURE - ATTITUDES

Evaluation

CH7 — INTERNAL EXPOSURE — PERSONAL CHARACTERISTICS

CH8 — EXTERNAL EXPOSURE - SOCIAL FACTORS

CH9 - EXTERNAL EXPOSURE - SITUATIONAL FACTORS

CH10 - CHOICES, DECISIONS, AND BIASES

CH11 - EXPERIENCES DURING AND AFTER PURCHASE

CH12 — POSSESION, DISPOSAL AND REPURPOSE




CH3
NEEDS AND MOTIVATION
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