
MKF2111	Sample	Notes	

Consumer	Needs	vs.	Wants	

 
Marketers convert needs into wants for particular products or services. 
 
“Marketing	Myopia”	(T.	Levitt,	HBR	1960)		
“The purpose of any organization should be the satisfaction of its customer needs.” 
This implies:  

• The organization should define its business in terms of the customer needs it 
satisfies, not in terms of the product it sells    

• An organization that lacks such an orientation suffers from a “marketing myopia” 
and will likely fail in the long run.    

Consumer	research	tools	
- Surveys 
- Focus groups 
- Interviews 
- Experiments 
- Observations and ethnographic research 
- Neuroscience 

The	drivers	of	motivation	behaviour	
- Needs & Wants 
- Goals 
- Values 
- Self-concept 

 
 



Goals	
Goals – end states or desired outcomes that an individual would like to 
achieve. More specific and concrete than needs. 
Example: 

>Need: Self-actualisation and fulfilment. Goal: develop one’s writing 
skills 
>Need: Self-esteem and recognition. Goal: obtain a degree and 
become a famous author 

 
Goals can be: 

- Approach (promotion) oriented (eg. Get fit) 
- Avoidance (prevention) oriented (eg. Skin protection to stop ageing) 

 

Characteristics	of	goals	
Goals can conflict 

- Multiple simultaneous goals 
> Disengage from one goal to pursue another 

- Approach-Avoidance 
> Desire a product/service but wish to avoid it at the same time 
(eg drinking a soft drink. Goal 1=get refreshment, Goal 2=Lose Weight) 

- Approach-Approach conflict 
> A person must choose between two desirable alternatives 

 

Goals	and	emotions:	Appraisal	Theory	
We evaluate the goal outcome and the effectiveness of the chose 
actions/means 
 

 
 
 
 
 
 
 
 
 
 

How we appraise a situation, event or outcome (positively or negatively) 
determines emotional response to it 

- We feel positive emotions when the situation is consistent with our 
goals and expectations 

- We feel negative emotions when the situation is inconsistent with our 
goals and expectations 
 

Marketing implications 
Enhance consumer motivation through providing a goal and delivering a 
sense of progress and achievement towards the goal. 
 

Start  
again? 

How appropriate 
were the means? 

How appropriate 
were my actions? 



• Store reward cards 
- Consumer goal: saving money 
- Outcome of using card: points earned, free products, money 

saved 
- Positive emotional response as outcome is consistent with 

consumer’s money saving goal 

Prototypes	
Prototype: the best example of a category. Shares the most associations with 
other category members. This is often the most frequently encountered 
product and is “top of mind” for consumers. The prototypical brand can be 
characterised as being: 
 

- Most easily recalled 
- Have many features in common with other brands within the 

category.	
- Standard of comparison for category	
- May have been the first entrant in the product category	
- Most likely to be a part of consumers’ consideration sets	

 

Entrants into the market can choose to position themselves close to the 
prototype or away from the prototype to appear different. 

Memory	and	Retrieval	
– Encoding: The process of processing, learning of information. 

Transferring this knowledge from short- term/working memory into long-
term memory. 
 

– Storage: The process of consolidating knowledge into long-term memory. 
 

– Retrieval: The process of transferring information from long-term memory 
into short-term/working memory. Recalling or recognising.  

Types	of	memory	
 

 

 

 

 

 


