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CONSUMER NEEDS & MOTIVATION
“Understanding human needs is half the job of meeting them”

  





Adlai Stevenson
What is Motivation?


Motivation can be described as the driving force within individuals that impels them to action.  This driving force is produced by a state of tension, which exists as the result of an unfulfilled need.

Needs

Every individual has needs.  Some are innate, others are acquired.

Innate Needs: are physiological (i.e., biogenic),  they include needs for food, water, air, clothing, shelter or sex.  Because they are needed to sustain biological life, the biogenic needs are considered primary needs or motives.

Acquired Needs: are needs that we learn in response to our culture or environment.  These may include needs for self-esteem, prestige, affection, power etc.  Because acquired needs are generally psychological (i.e., psychogenic), they are considered secondary needs or motives.  They result from the individual’s subjective psychological state and from relationships with others.

For example: All individuals need shelter; thus, finding a place to live fulfills an important primary need for a newly transferred employee.  However, the kind of resident he rents or buys may be the result of secondary needs.  He may seek a place in which he and his wife can entertain large groups of people (and fulfill social needs).  The house of an individual ultimately purchases thus may serve to fulfill both primary and secondary needs.

Goals: are sought-after results of motivated behaviour.  All behaviour is goal-oriented.  

Generic Goals: General classes or cagegories of goals that consumers select to fulfill their needs.  

Product-Specific Goals: Specifically branded or lebelled products that consumers select to fulfill their needs. Example: Conveying the consumers information generally about usage of IT education, selection of best institute etc given by NIIT is generic.  If NIIT conveys how it is superior than others its( product/service specific.

Example2: Dairy whitner usage ( information ( generic

If amul (amulya) comes out with this focus then it is product specific.

Selection of goals:

For any given need, there are many different and appropriate goals.  The goals selected by individuals depend on their personal experiences, physical capacity, prevailing cultural norms and values, and the goal’s accessibility in the physical and social environment.  

For example, an individual may have a strong hunger need

( he may go to the college canteen and have some food (meat)

( if his doctor has advised not to take any meat -> then he may go for vegetarian

( if doctor again has adviced not to take oily substances he may go for something else.


It is based on individual perception again.  Based on culture( pizza/burger/fastfood/meat/fried rice etc will be consumed.

Interdependence of Needs and Goals:

Needs and goals are interdependent, neither exizsts without the other.  However, people are often not as aware of their needs as they are aware of their goals.  

For example, 

( a college student may not consciously be aware of his social need but may join a voluntary organization

( a women may not recognize her achievement needs but may strive to have the most successful internet browsing center/computer education center in her town.  


Individuals are usually somewhat more aware of their physiological needs than they are of their psychological needs.  


Most people know when they are hungry or thirsty or cold, and they take appropriate steps to satisfy these needs.  The same people may not consciously be aware of their needs for acceptance, for self-esteem, for status.  They may, however, subconsciously engage in behaviour that satisfies the psychological (acquired needs).

Positive and Negative Motivation:


Motivation can be positive or negative in direction.  We may feel a driving force toward some object or condition, or driving force away from some object or condition.  For example, a person may be impelled toward a restaurant to fulfill a hunger need and away from motorcycle transportation to fulfill a safety need.  

Rational Versus Emotional Motives:


Rationality has been used in traditional economic sense, which assumes that consumers behave rationally when they carefully consider all alternatives and choose those that give them the greatest utility (i.e., economic man theory)


In a marketing context, the term rationality implies that consumers select goals, based on totally objective criteria, such as size, weight, price, miles/litre etc.


Emotional motives imply the selection of goals according to personal or subjective criteria (For example, the desire for individuality, pride, fear, affection, status).


Consumer researchers come out with two persons:

Positivist: who tend to view all consumer behaviour as rationally motivated

Experimentalists: who go for fun, or fantasy, or sensuality.

 =>The Dynamic Nature of Motivation:

 =>Needs and Goals are constantly changing:

=>Needs and goals are constantly growing and changing in response to an

individuals’physical condition, environment, interactions with others, and experiences.  As individuals attain their goals, they develop new ones.  If they do not attain their goals, they continue to strive for old ones or develop substitute goals.

 =>Needs are never fully satisfied

Most needs of the human being are never fully or permanently satisfied.  

For example, at regular intervals people experience hunger needs that must be satisfied.  The same may be the case with higher order needs also.

1. New needs emerge as old needs are satisfied

Some motivational theorists behave that a hierarchy of needs exists, and 

that new, high-order needs emerge as lower-order needs are fulfilled.  For example, a man who has largely satisfied his basic psychological needs may turn his efforts to achieving acceptance among his new neighbours by joining their political clubs and supporting their candidates.

2. Success and Failure Influence Goals

In general, individuals who successfully achieve their goals usually set

new and higher goals for themselves, and vice-versa.

Substitute Goals:


When for one reason or another, an individual cannot attain a specific goal or type of goal that he or she anticipates will satisfy certain needs, behaviour may be directed to a substitute goal.  Although the substitute goal may not be as satisfactory as the primary goal it may be sufficient to dispen uncomfortable tension.  For example, a college student who cannot afford to a Suzuki Fiero may continue himself with some economy models.

Frustration


Failure to achieve a goal often results in feelings of frustration.  At one time or another, everyone has experienced the frustration that comes from the inability to attain a goal.  Regardless of the cause, individuals react differently to frustrating situations.

Defense Mechanisms:

People who cannot cope with frustration often mentally redefine the frustrating situation in order to protect their self-image and defend their self-esteem.

(i) Agression: Individuals who experience frustration may resort to aggressive behaviour in attempting to protect their self-esteem.  Frustrated consumers have boycotted manufacturers to improve product quality, and boycotted retailers in efforts to have prices lowered.

(ii) Rationalization: Sometimes individuals redefine a frustrating situation by inventing plausible reasons for being unable to attain their goals.  For example, consumers who cannot quit smoking may continue themselves and others by saying they use filter cigars only.  

(iii) Regression: Sometimes people react to frustrating situations with childish or immatured behaviour.  For example, in a bargain sale, the dissatisfied consumer may tear a garment (un)knowingly).

(iv) Withdrawal: Frustration is often resolved by simply withdrawing from the situation.  For example, a person who has difficulty in achieving officer status in an organization may simply quit that organization.  Further he may decide to use his time more constructively in other activities. Another example, VRS Schemes ( Mutual Funds ( LIC Schemes etc take hold of these consumers.

(v) Projection: An individual may redefine a frustrating situation by projecting blame for his own failures and inabilities on other objects or persons.  For example, the driver who has an automobile accident may blame the other driver or the condition of the road.

(vi) Autism: Autism, or autistic thinking, refers to thinking that is almost completely dominated by needs and emotions, with little effort made to relate to reality.  Such day dreaming, or fantasizing, enables the individual to attain imaginary gratification of unfulfilled needs.  A person who is shy and lonely, for example, may daydream about a romantic love affair.

(vii) Identification: Sometimes people resolve their feelings of frustration by subconsciously identifying with other persons or situations they consider relevant.  Marketers have long recognized the importance of this defense mechanism and often use it as the basis for advertising appeals.  That is why slice-of-life commercials and advertisements are so popular.  Such advertisements usually portray a stereotypical situation in which an individual experiences a frustration and then overcomes the problem that has caused the frustration by using the advertised product.

(viii) Repression: Another way that individuals avoid the tension arising from frustration is by repressing  the unsatisfied need.  Thus, individuals may “forget” a need; that is, they force the need out of their conscious awareness.  For example, A couple who cannot/don’t have children ( husband will/may go to library and wife( beng a school teacher in forgetting their sorrow.

Slice-of-life Commercials:


Television commercials that depict a typical person or family solving a problem using the advertised product or service.  They focus on “real-life” situations with which the viewer can identify solutions to problems.

Multiplicity of Needs:


A consumer’s behaviour often fulfills more than one need.  In fact, it is more likely that specific goals are selected because they fulfill several needs.  We buy clothing for protection and for modesty; in addition, our clothing fulfills an enormous range of personal and social needs.

Needs and Goals Vary among Individuals:


People with different needs may seek fulfillment through selection of the same goals.  For example, 3 peoples joining social club

( one – for time passing

( two – for developing contacts

( three – for social service

Arousal of Motives


Most of an individual’s specific needs are dormant much of the time.  The arousal of any particular set of needs at a specific point in time may be caused by internal stimuli found in the individual’s physiological condition, emotional or cognitive processes, or by stimuli in the outside environment.

Physiological Arousal


Bodily needs at any one specific moment in time are rooted in an individual’s physiological condition at that moment.  A drop in blood sugar level or stomach contractions will trigger awareness of a hunger need.  Secretion of sex hormones will awaken the sex need.

Emotional Arousal


Sometimes thinking or daydreaming results in the arousal or stimulation of latent needs.  People who are bored or frustrated attempts to achieve their goals often engage in daydreaming (autistic thinking), in which they imagine themselves in all sorts of desirable situations.  These thoughts tend to arouse dormant needs, which may produce uncomfortable tensions that “push” them into goal-oriented behaviour. For example,

( A young woman who dreams of becoming a business tycoon may enroll in business school.

( A young man who dreams of becoming a grand master in chess may join country chess coaching (club)

Cognitive Arousal


Sometimes random thoughts or personal achievement can lead to a cognitive awareness of needs.  An advertisement that provides reminders of home might trigger instant recognition of the need to speak with one’s parents.

Environmental Arousal


The set of needs activated at a particular time are often determined by specific cues in the environment, without these cues, the needs would remain dormant. 

For example, Sakthi Chilli Chicken Masala Ad on Sunday morning



Narasus Coffee Ad on Everyday morning

SELF AND SELF IMAGES


Consumers have a number of enduring images of themselves.  These self-images or “perceptions of self”, are very closely associated with personality in that individuals tend to buy products and services, and patronize retailers, with images or “personalities” that closely correspond to their own self-images.

One or Multiple Selves


Historically, individual consumers have been thought to have “a single self” – and to be interested in products and services that satisfy that single self.  However, research indicates that it is more accurate to think of the consumer in terms of a multiple self or multiple selves. 


The change in thinking reflects the understanding that a single consumer is actually quite likely to act quite differently with different people and in different situations.  For instance, a person is likely to behave differently at a school, college, house, friends house, relatives house, cinema theatre, etc.


The healthy or normal person is likely to be a somewhat different person in each of these different situations or social roles.  In fact, acting exactly the same in all situations or roles is likely to be a sign of an abnormal or unhealthy personal behaviour.

The Makeup of the Self-Image


Consistent with the idea of multiple self-images, each individual has an image of himself or herself as a certain kind of person, with certain traits, habits, possessions, relationships and ways of behaving.  


Individuals develop their self-images through interactions with other people; initially their parents, then other individuals or groups with whom they relate over the years.


Products and brands have symbolic value for individuals, who evaluate them on the basis of their consistency (i.e., congruence) with personal pictures or images of themselves.  Some products seem to match one or more of an individual’s self-images; others seem totally alien.  It is generally held that consumers attempt to preserve or enhance their self-images by selecting products with “images” or “personalities” they believe are congruent with their own self-images, and avoiding products that are not.

Kinds of self-images:


A variety of different self-image constructs have been identified in the consumer behaviour literature.  One popular model depicts four specific kinds of self-image:

(i) Actual self-image: Ex: how consumers in fact see themselves

(ii) Ideal self-image: Ex: how consumers would like to see themselves

(iii) Social self-image: Ex: how consumers feel others see them

(iv) Ideal social self-image: Ex: how consumers would like others to see them

Other research has identified a fifth type of self-image, 

Expected self-image: Ex: how consumer expect to see themselves at some specified future time.  The expected self-image is somewhere between the actual and ideal self-images.  It is somewhat like a future-oriented combination of “what is” (the actual self-image) and what consumers would like “to be” (the ideal self-image)

The Extended Self


Modification or changing of the self by which consumers use self-altering products or services to conform to or take on the appearance of a particular type of person (ex: a biker, a physician, a lawyer, a professor etc).

Altering the Self


Sometimes consumers wish to change themselves — to become a different or “important” self.  Clothing, grooming aids, and all kinds of accessories (ex: cosmetics, jewellery) offer consumers the opportunity to modify their appearances and thereby to alter their “selves”.  In using “self-altering products”, consumers are frequently attempting to express their individualism or uniqueness by creating a new self, maintaining the existing self (or preventing the loss of self) and extending the self (modifying or changing the self)

LEARNING AND CONSUMER INVOLVEMENT


From marketing perspective, consumer learning, “is the process by which individuals acquire the purchase and consumption knowledge and experience they apply to future related behaviour.”

Cues: are the stimuli that give direction to those motives.

Response: How individuals react to a drive or cue – how they behave – constitutes their response.

Re-inforcement: increases the likelihood that a specific response will occur in the future as the result of a particular cues or stimuli.


If a college student finds that an advertised brand of headache tablets has enabled him to get through exam week relatively unscathed, he is more likely to buy  the advertised brand in advance of the next exam period.


Clearly, through reinforcement, learning has taken place, since the tablets lived upto expectations.  On the other hand, if the headache tablets had not helped the first time, the students would be less likely to buy them again, despite extensive advertising or store display cues for the product.

Theories of Learning

Behavioural Learning Theories


They are sometimes referred to as stimulus-response theories because they are based on the premise that observable responses to specific external stimuli signal that learning has taken place.


Ivan Pavlov, a Russian psychologist, was the first to describe conditioning and to propose it as a general model of how learning occurs.  According to Pavlovian theory, conditioned learning results when a stimulus that is paired with another stimulus that elicits a known response serves to produce the same response when used alone.


In experimental terms, if an unconditioned  stimulus (US) results in an unconditioned response (UR), then the conditioned stimulus (CS), after repeated pairings with the unconditioned stimulus, will result in the same response, which is now called as conditioned response (CR).


Pavlov demonstrated what he meant by conditioned learning in his studies with dogs.  The dogs were hungry and highly motivated to eat.  In his experiments, Pavlov sounded a bell and then immediately applied a meat paste to the dogs’ tongues, which caused them to salivate.  


Learning (i.e., conditioning) occurred when, after a sufficient number of repetitions of the bell sound, followed almost immediately by the food, the bell alone caused the dogs to salivate.


The dogs associated the bell (the CS) with meat paste (the US) and, after a number of pairings, gave the same response (salivation) to the bell alone as they did to the meat paste.  The unconditioned response (UR) to the meat paste became the conditioned response (CR) to the bell.  


An analogues situation would be one in which the smells of dinner cooking would cause your mouth to water.  If you usually listen to the sis o’clock news while waiting for dinner to be served, you would tend to associate the six o’clock news with dinner, so that eventually the sounds of the six o’clock new alone might cause your mouth to water, even if dinner was not being prepared and even if you were not hungry.


In a consumer behaviour context, conditioned stimuli consist of consumption objects such as brands, products, and retail stores and the conditioned response would be purchases or some patronage.  Unconditioned stimuli might consist of celebrity, endorsers, sports figures, and well-known consumption models.

Neo-Pavlovian Theory


Under neo-pavlovian theory, the consumer can be viewed as an information seeker who uses logical and perceptual relations among events, along with his or her own preconceptions, to form a sophisticated representation of the world.  Conditioning is the learning that results from exposure to relationships among events in the environment, such exposure creates expectations as to the structure of the environment.

Instrumental Conditioning


The name closely associated with instrumental (operant) conditioning is that of the American psychologist B.F. Skinner.  According to Skinner, most individual learning occurs in a controlled environment in which individuals are “rewarded” for choosing an appropriate behaviour.


In consumer behaviour terms, instrumental conditioning suggests that consumers learn by means of trial-and-error process in which some purchase behaviours result in more favourable outcomes (i.e., rewards) than other purchase behaviours.


A favourable experience is instrumental in teaching the individual to repeat a specific consumption behaviour.  


Like Pavlov, Skinner developed his model of learning by working with animals.  Such animals as rats and pigeons were placed in his “Skinner box”; if they made appropriate movements (ex: depressed levers or pecked keys), they received food (positive reinforcement).


Skinner and his many adherents have done amazing things with this simple learning model, including teaching pigeons to play ping-pong, to dance, and even to act as the guidance system in a missile.


In a marketing context, the consumer who tries several brands and styles of jeans before finding a style that fits his figure (positive reinforcement) has engaged in instrumental learning.  Presumably, the brand that fits best is the one who she will continue to buy. 

Cognitive Learning Theory


Not all learning takes place as the result of repeated traits.  A considerable amount of learning takes place as the result of consumer thinking and problem solving.  Sudden learning is also a reality.  When confronted with a problem, we sometimes see the solution instantly.  


More often, however, we are likely to search for information on which to base a decision, and carefully evaluate what we learn in order to make the best decision possible for our purposes.  Learning based on mental activity is called cognitive learning.


Cognitive learning theory holds that the kind of learning most characteristic of human beings is problem solving, which enables individuals to gain some control over their environment.  Unlike behavioural learning theory, cognitive theory holds that learning involves complex mental processing of information.


Instead of stressing the important of repetition or the association of rewards with a specific response, cognitive theorists emphasize the role of motivation and mental processes in producing a desired behaviour.
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