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BUYER AND CONSUMER BEHAVIOUR
Learning Outcome 1: Activity 5
GROUP ACTIVITY

Analyse the concept of motivation and its role in customer decision-making
Can marketers tap into our emotions to motivate consumer decisions?
There is no doubt that marketers set out to influence our purchase decisions; they seek to persuade us about a brand, a product or a service. Many marketing messages use emotional connections to achieve this and attempt to motivate us on a variety of levels to respond in the way marketers need us to.
Your challenge
· [bookmark: _GoBack]Working in groups of three or four, reflect on the concept of Maslow’s Hierarchy of Needs shown below and consider how marketers use this theory to motivate consumers and buyers to respond to their advertising.

· Next, visit http://adsoftheworld.com and identify the advertisements that you believe are good examples for at least two levels of motivation. For example, how might a car brand appeal to our sense of adventure; contribute to our motivation of self-esteem, confidence and achievement? 
If you are unable to access the website you may use other research methods to find appropriate advertisements.

· Present your advertisement/s to the group and explain the rationale that supports your arguments – why do you believe they are good examples of how the brands appeal to a particular motivation?



MASLOW’S HIERARCHY OF NEEDS
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Self-Actualisation
Morality, learning, creativity and self-development,

.................... S —————

Self Esteem
Confidence, achievement, respect and self-respect,

.................................... \

Love and Belonging
Friendship, family, memberships, community

\ .....................................................

Safety and Security
Health, protection, employment, housing, social stability

................................................................... A —

Physiological
Food, water, warmth, shelter , sleep
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