Chapter 4 – Motivation and Affect

What motivates us?
· Desired vs. Current state of affairs
· Overview of activation
· Starts the decision process
· Perceived gap

Factors that redefine the current state:
· Reference group changes
· Changes in socioeconomic variables
· Changes in societal norms
· Changes in family life cycle
· Changes in cultural surroundings
· Product innovation

Needs
· What are satisfied needs?
· The specific way a need is satisfied depends on individual’s unique history and learning experiences and his/her cultural environment.
· Essential to humour behaviour
· Relatively permanent
· Forms basis of personality and roots of consumer behaviour

Dynamics of the Need Drive:
· Some needs are never satisfied
· May be achieved but only temporarily
· “Thrill of the chase”

Motivational Direction
· Needs vs. Wants
· A need is a consumer’s desire for a product’s or service’s specific benefit, whether that be functional or emotional.
· A want is the desire for products or services that are not necessary, but which consumers wish for
· Motivational Conflicts
· Approach-Approach
· A choice between desirable alternatives
· Approach-Avoidance
· A choice with desirable and undesirable outcomes
· Avoidance-Approach
· A choice between undesirable alternatives



Classifying Consumer Needs
· Physiological/Biogenic Needs
· Food, water, shelter…
· Psychological/Psychogenic
· Need to feel good, feel autonomous…
· Murray believed that everyone has the same basic set of needs
· Difference is how individuals prioritize these needs

Specific Needs and Buying Behaviour
· Need for Affiliation
· This need is relevant to products and services that alleviate loneliness and that are consumed among groups of people at places such as athletic venues, bars, and shopping malls.
· Need for Power
· Many products and services, ranging from “souped-up” muscle cars to hotels, restaurants, promise to respond to the customer’s every whim, allowing consumers to feel that they have mastery over their surroundings.
· Need for Uniqueness
· This need is satisfied by products that pledge to accentuate a consumer’s distinctive qualities.

Consumer Involvement
· Involvement
· A person’s perceived relevance of the object based on: inherent needs, values, and interests
· The motivation to process information and/or imagery

Measuring Involvement
· Segmenting by involvement
· Strategies to increase involvement:
· Increase complexity
· Increase relevance
· Increase risk
· Celebrity endorsements

Goals and Affect
· Goals represent desired future states
· Goals have a valence (+ or -)
· A positively valenced goal has a desirable outcome for the consumer, and people strive toward such a goal
· A negatively valenced goal has an undesirable outcome for a consumer and people seek to avoid such an outcome
· Goals are hierarchical, can be defined in specific or abstract terms

Types of Affective Responses
· Evaluations – valenced reactions to events and objects, that are not accompanied by high levels of arousal
· Moods – involve temporary positive or negative affective states accompanied by moderate levels of arousal
· Emotions – tend to be more intense and are often related to a specific triggering event



How Do Marketers Use Affective States?
· Affect as a product benefit
· Negative state relief
· Helping can relieve negative moods
· Mood congruency
· Positive moods lead to more positive evaluations

Social Media and Emotions
· Sentimental analysis: People express their mood and also their emotional reactions to products and brands
· Opinion mining: Designed to measure feelings consumers experience first-hand
· [bookmark: _GoBack]Word phase dictionary: When people are emotional, they are likely to choose certain words that tend to relate to the emotion. From these words, a computer will scan social media text to identify whether the words in the dictionary appear.
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