
WEEK 2: Motivation, Ability and Opportunity 
MOTIVATION 
Needs 

• ‘The purpose of any organisation should be the satisfaction of its customers needs’ à the 
organisation should define its business in terms of the customer need it satisfies, not in terms of 
the product it sells  

• Classifying:  
o Social needs: Require the presence or actions of other people  
o Non-social needs: Achievement is not based on other people 
o Functional: Motivate the search for products that solve consumption-related problems 
o Symbolic: Affect how we perceive ourselves and how others perceive us (our sense of self)  
o Hedonic: Reflect our inherent desires for sensory pleasure 

 
Wants 

• Wants are more concrete, specific  
• Particular means to satisfy the need, they are shaped by a person’s knowledge, culture, and context 

  
 
Goals 

• End states or desired outcomes that an individual would like to achieve à more specific and 
concrete than needs 

o Approach (promotion) goals: Motivated to achieve positive outcomes 
o Avoidance (prevention) goals: Motivated to avoid negative outcomes 

• Goals can conflict: Multiple simultaneous goals, disengage from one goal to pursue another 
o Approach-avoidance: Desire a product/service but wish to avoid it at the same time 

§ E.g. Drinking coke to get refreshed and energised, but not wanting to gain weight  
o Approach-approach: Person must choose between two desirable alternatives 

§ E.g. Go to careers night or hang out with friends  
• Goals and emotions: Appraisal theory à we appraise (evaluate) the goal outcome and the 

effectiveness of the chosen actions/means 
o Is the outcome consistent/inconsistent with my goals? 



 
Other factors influencing motivation 

• Values: Beliefs about what is right, important and good 
• The self-concept: Our mental view of who we are that guides our behaviour 

o Actual-self: Realistic appraisal of current self 
o Ideal-self: How one would like to be (shaped by consumer’s culture) 
o Ought-self: How one should be (shaped by duties and obligations) 

 
MODERATORS à LIMITS TO MOTIVATION  
Perceived risk 

• The extent to which the consumer is uncertain about the consequences of acquiring, using, or 
disposing of the offering 

o lack of information about offering (performance risk, safety/physical risk) 
o newness of offering (performance risk, safety risk) 
o high price (financial risk, safety risk) 
o social embarrassment (social risk) 
o potential harm to one’s sense of self (psychological risk) 
o loss of time (time risk) 

 
Ability 

• The extent to which consumers have the resources needed to make an outcome happen 
o financial resources 
o cognitive resources: knowledgeable consumers are better able to think deeply about 

information than less knowledgeable consumers  
o emotional resources: consumers’ ability to experience empathy and sympathy can affect 

their processing of information 
o physical resources: body power can affect how, when, where, and whether consumers 

make decisions and take actions 
o culture, education, age 

 
Opportunity 

• time available 
• distraction 
• complexity, amount, repetition, and control of information that needs to be processed 

 
OUTCOMES OF MOTIVATION à HIGH VS LOW  
Behaviour 

• Motivation can drive behaviours consistent with a goal but also create a willingness to expand time 
and energy engaging those behaviours 

 
Processing and decision-making 

• When we are highly motivated to achieve a goal, we are more likely to pay attention to it, think 
about it, critically evaluate any information, and try and remember it for use later  

 
Involvement: 4 categories 

• Enduring involvement: over a long period of time 
• Situational involvement: Temporary, caused by the circumstances surrounding the situation  
• Cognitive involvement: interested in thinking and processing information about an offering 
• Affective involvement: interest in spending emotional energy and/or evoking deep feelings about 

an offering  
 



WEEK 3: Exposure, Attention and Perception 
EXPOSURE 
Exposure is selective 

• Marketers can enhance exposure by making messages more relevant, using variety of media 
outlets, carefully selecting positioning/location 

• Pros: Increased chance of reaching more people 
• Cons: Advertising clutter and cost, Customers find ways to block advertising 

o Zipping: Fast-forward through commercials on a program recorded earlier 
o Zapping: Use of remote control to switch channels during commercial break  
o Blocking online pop-ups 

• Solution: Targeting 
o Targeted ads are less likely to be skipped 
o Cons: Fewer people reached overall 
o Pros: Likely to be more relevant to target audience, can be more cost effective 

 
Other factors influencing exposure: 

o Choice of media and position within media:  
§ Product placement 

o Store and shelf placement:  
§ The more stores carrying the brand, the more exposure 
§ The location in the store as well as shelf space allocated to that brand influences 

exposure 
 
Effects of exposure  

• Increases awareness: Maximise exposure  
• Increases liking: ‘The mere exposure effect’ à Repeated exposure to a stimulus increases liking for 

that stimulus  
o After a certain point, additional exposure leads to boredom à advertisement wear-out 

• Increases the perceived truthfulness of a statement 
 
ATTENTION 
Attention vs Exposure 

• Exposure to the stimulus: Coming into contact/within our range of sensory receptors   
o We may not pay attention to it/notice it 

• Attending to the stimulus: Directing mental resources to the stimulus to process it  
 
Characteristics of attention 

• Limited: E.g. turning down the radio when driving on unfamiliar route 
• Selective: E.g. choosing to pay attention to relevant ads during commercial break 
• Capable of being divided: E.g. drive while listening to the radio 

o Multitasking requires more brain power 
 
Factors that influence attention 

• Relevance: Personally relevant – appeal to needs, values, goals  
• Novelty: Surprising stimuli, stimuli that stands out 
• Uniqueness: Abrupt, unique features 
• Prominence/salience: Intensity affects prominence (size, length etc.) 
• Creativity: Use unexpectedness (not necessarily new, but arouses curiosity)  
• Controversy: ‘Shock advertising’ to stimulate debate and boost brand recognition  

 
 


