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MOTIVATION Human Drive 
to Attain a Goal Object.
DRIVE  Energy That Impels 
Us to Act.
Goal Object Something We Seek, That 
Which We Judge Will Bring Us 
Comfort/Value

Purposive Behavior: Expenditure of 
Energy toward a Goal Object.

M.O.T.I.V.A.T.I.O.N.
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M.O.T.I.V.A.T.I.O.N.
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ORIGINS of Needs
Innate 
Learned

-------------------------------
Biogenic
Psychogenic

-------------------------------
DISCUSS : Where Do Learned Needs Come From? 
And Psychogenic Needs?

M.O.T.I.V.A.T.I.O.N.

Motives and Needs – How Are They Related?

Need (=  Felt Deprivation) + 
Drive to Achieve Desired State = Motivation
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Approach Motivation
Avoid Motivation

------------------------------------------

Doesn’t Every Product Present an 
Approach-Avoid Conflict?

A Compromise?

For Marketers: A Product 
Improvement Opportunity

Approach-Avoid Conflict

Approach-Approach Conflict

Avoid-Avoid Conflict

M.O.T.I.V.A.T.I.O.N.
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M.O.T.I.V.A.T.I.O.N.
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RESEARCHING CONSUMER MOTIVES

1. Undisguised Questioning
2. Disguised Questioning 

(Conscious Projection)
Third Person
Mason Haire Technique

Conscious Unconscious

Public 1 X
Private 2 3

3. Disguised, Unguarded 
(Natural) response
(Unconscious Projection)
Word Association
Sentence Completion
Story Completion 
Mason Haire Technique
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CONSUMER EMOTIONS
EMOTIONS Sudden Surge of Feelings

This Sudden Surge produces Strong Drive 
to Approach the Source of that Feeling

Thus, Emotions serve as Motivation
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CONSUMER INVOLVEMENT

Types of Involvement
Enduring Involvement
Situational Involvement
Purchase Decision Involvement 

The Degree of Interest a 
Consumer Finds in a Product or 
object

Deep Involvement
See Mini Ad 

Who Will This Ad Appeal to?
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CONSUMER INVOLVEMENT

Types of Involvement
Enduring Involvement
Situational Involvement
Purchase Decision Involvement 

Deep Involvement
Could anyone have a deep involvement 
in MYCBBOOK?

Who? Why or Why Not?

Enduring Involvement in MYCBBOOK
Yes___
No ___ 
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CONSUMER INVOLVEMENT
Deep

Enduring

Situational

None

CONSUMER INVOLVEMENT
The Most Important Concept in 

Consumer Behavior
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Remember, this was only a 
sample of 11 slides.

Full set is available to 
qualifying professors upon 

request.


