II

Inside the Consumer’s Mind

2
Approach motivation
Avoidance motivation
Biogenic need
Drive

The Less-Known Maslow

2

http://www.mycbbook.com/blogs
Blog
Self-Actualization—An Everyday Opportunity

Have we reached our self-actualization?

We won‛t think so if we believed that one
must first “be done” with the lower level
needs in Maslow‛s Hierarchy. Actually,
Maslow has articulated an additional view,
namely, that we experience self-actualization
as an episode, an event, a creative moment in
which we feel a sense of personal accomplishment, self-worth, extreme joy. Writes
Maslow20:
We may define it as an episode, or a spurt in
which the powers of the person come
together in a particularly efficient and
intensely enjoyable way... He becomes in
these episodes more truly himself, more
perfectly actualizing his potentialities,
closer to the core of his Being, more fully
human.

We must note that the events of extreme
enjoyment are not by themselves episodes of
self-actualization. Thus, joys of videogame
playing and watching a thriller movie are not
self-actualization. Rather, self-actualization
is a performance (distinguished from
consumption) episode, in which we perform

and create something; and, in creating that
thing, we see our true worth, our individual
talent and fulfillment.
Some consumption does offer opportunites
for self-actualization: When we reach out for
a product that appeals to our higher values in
life—preserving the environment, supporing
local and small business, fair trade, etc., and
also when we buy products as investments in
honing our capabilities (e.g., learning to play
music).
Among acts of performance, all work
counts: e.g., cooking, repairing cars, writing a
research paper or a book, teaching, studying
for a course. Not, of course, when we do these
acts as mere chores. Rather, they count only
if we perform them to the best of our abilities. This means we may self-actualize in our
course work if we engage in every school
course with full conscience and dedicate to it
the time and energy it warrants. The episodic
view is, thus, an invitation to experience selfactualization every day.
Thusly, we have the opportunity to
self-actualize everyday!
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YOUR TURN

REVIEW+Rewind
1. Define and explain the concept of motivation and how
it is related to the concept of need.
2. Explain each need in Maslow’s Hierarchy of Needs.
Explain any five needs suggested in the Murray’s list
of needs.
3. List any five of Dichter’s motives. How do they differ
from Maslow’s needs?
4. What is the difference between conscious and unconscious motives?
5. List all methods of researching consumer motives, and
explain each briefly.
6. What are emotions, and how are they related to motivation?
7. What are moods and how do they differ from emotions? Give examples of two uses of moods that a marketer can employ.
8. What is involvement? What is the difference between
situational and enduring involvement?
9. What is meant by hedonic consumption? List your
own hedonic consumptions.
10. Briefly explain the needs for cognition, arousal, and
attribution. Give one example of each.
11. Write down scales to measure consumers’ (a) enduring
and (b) purchase decision involvement.
THINK+Apply
1. Do Maslow’s needs always arise in the order of the
hierarchy? Explain.
2. Think of one example for each of the motives in
Dichter’s list, where a consumer’s action could be
motivated, at least in theory and at least in part, by
that particular motive.
3. With which of these products are you enduringly
involved: (a) your car, (b) your MP3 player; (c) your cell
phone; (d) any student or professional club; (e) your
gym; (e) your brand of cologne; (f ) your dishwasher
and microwave oven. Explain your answer.
4. Describe a recent consumption (buying or using)
activity that caused you to make attributions. List all
the attributions that came to mind and then explain
the one on which you settled. For this particular set
of attributions, what could marketers do to avoid an
attribution unfavorable to themselves?

PRACTICE+Experience
1. Find an ad on TV or in magazines that captures each
of the needs in Maslow’s Hierarchy.
2. Interview five consumers on their reasons for (choose
one): (a) joining a health club or gym; (b) joining
a sorority or a fraternity or another social club; (c)
keeping a Web page (e.g., Facebook) or participating
in discussion forums. Include a discussion of the sort
of activities in which they participate and what sort of
activities they enjoy (for a Web page, it would relate
to what sort of content they maintain on the Web
page). List and comment on the possible motives
different consumers may have for these activities.
3. Design and conduct a study using the Mason Haire
techniques to understand why consumers might (a)
download music even when they know it is illegal,
and (b) regularly participate in Flashmob events (see
Flashmob.com).
4. Interview two consumers who might have enduring
involvement in some consumption. Document the
kinds of activities they engage in to manifest their
deep involvement and explain what kinds of needs it
satisfies for them.
5. Interview two consumers on their net surfing behavior
—when, why, how often, which sites, and with what
feelings, pleasures, and frustrations do they surf the
net? Also what role does the Internet occupy in their
leisure life (i.e., exclude Internet surfing for work and
employment related purposes)? Then, identify and
compare these two consumers’ (a) motives, where
possible, relating them to any of the motives covered
in the chapter, and (b) emotions experienced during
Web surfing.

In the Marketing Manager’s Shoes

Put yourself in a marketing manager’s shoes. Most concepts
in the chapter have some lessons for the marketing
manager; i.e., they suggest what to do differently in
practice. Indeed, often these applications are implicit
in our explanations of the concepts and models in the
chapter. Identify at least five specific applications of the
chapter’s concepts, all of which should be entirely new,
different from the examples cited here.
HUMAN PURSUIT OF HAPPINESS
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