
Consumer Behaviour Revision 
 

Topic 1 – Needs, Motivation & Goals 
 
Motivation: is the driving force that impels us to take action 

• This driving force arises from the tension associated with having unfulfilled needs 

• We set goals that we believe will reduce the state of tension. 
 

Needs 

• Needs can be: 
o Innate (biogenic) – these are primary needs required to sustain life e.g. food, water 
o Acquired (psychogenic) – secondary needs we learn in response to our culture e.g. 

prestige, affection etc.  

• Needs underlie all human actions 

• Needs become motivations when they are activated e.g. feel hungry, look for food. 

• Consumers may be unaware of their biogenic and psychogenic needs but they usually know 
what they want  

 

Goals 

• Goals are the sought-after results of motivated behaviour e.g. need = power, goal = Chanel 
bag. 

• All behaviour is goal oriented 
o General goals e.g. become fitter, track steps. 
o Product-specific goals e.g. use iphone to track steps 

 

Positive and Negative Goals 

• Needs may create goals that are positive or negative 
o Positive goals are referred to as approach objects because we direct our behaviour 

towards them e.g. joining a gym to get fit 
o Negative goals are referred to as avoidance objects because we direct our behaviour 

away from them e.g. joining a gym to not get fat. 
 

Goal selection 

• We select to satisfy our needs depend upon: (EXAMPLE:EXERCISE) 
o Personal experiences 
o Cultural norms and values 

▪ 1960s 

• recreational running seen as weird pastime 

• police would often stop runners and question them 
o Goal accessibility 
o Physical capabilities 

▪ Injuries  
o Self-image 

▪ Look good 
▪ 6 pack 

 



Needs and Goals Vary b/w People 

• We all have different needs and goals 
o The basis of segmentation is to divide a market into groups of consumers with 

similar characteristics, such as needs/goals. 
 

Needs and Goals Vary Overtime  

• Needs change because 
o Needs never completely satisfied  
o New needs emerge once old needs become relatively satisfied  
o Goals change because of past successes and failures 

▪ Past successes lead to grander, more aspirational goals 
▪ Past failures lead to less aspirational gaols (substitute goals) 

• Failure to achieve goals can lead to frustration  

• Defence mechanisms are used to cope with frustration; they protect our egos from feelings 
of failure  

• Many types of defence mechanisms 
o Rationalisation e.g. can’t afford a BMW so believe that only egotistical people drive 

BMWs 
o Withdrawal e.g. can’t afford car so don’t drive and focus on the environmental and 

healthy benefits of cycling instead.  
 

Need Arousal 

• Needs will only be acted upon when they become activated in our minds (i.e. need arousal) 

• Need arousal may occur: 
o Physiologically 

▪ Changes in physiological processes in the body trigger specific needs 
o Emotionally 

▪ Latent needs become aroused through daydreaming or thinking about 
desirable situations  

o Cognitively 
▪ Personal achievements or random thoughts trigger cognitive processes and 

make a consumer aware of their needs 
o Environmentally  

▪ Specific cues in the environment activate particular needs and motives  

 

Model of Needs 

• Different psychological models have been developed to explain the various needs that 
humans may have 



 
 
Level 1: Physiological Needs  

• Equivalent to the biogenic needs mentioned earlier e.g. air, water, food, shelter, clothing. 

• Most people have their biogenic needs satisfied and pursue higher-level needs EXCEPT 
homeless and some people on low incomes.  

 
Level 2: Safety and Security Needs 

• more than just physical safety; also includes the pursuit of: 
o Order 
o Stability 
o Routine 
o Control 
o Certainty  

 
Level 3: Social Needs 

• Includes needs such as love, affection, belonging and acceptance  
 
Level 4: Ego Needs 

• Ego needs can be: 
o Inwardly directed e.g. self-esteem, independence 
o Outwardly directed e.g. status, recognition from others.  

 
Level 5: Self-actualisation Needs 

• Refers to the desire to reach our full potential  

• According to Maslow, most people do not move to this level 
 

Evaluation of Maslow’s Hierarchy 

• Widely accepted but criticised for: 
o Being too general 
o Advancing untestable propositions 
o Its limited ability to predict specific behaviours; lower-level needs still shape 

behaviour, even if they’ve largely been met 

• Despite these issues, Maslow’s hierarchy can be a useful tool for: 
o Developing advertising appeals around particular needs 
o Segmentation strategies  



 

Topic 2 – Personality and Self-Concept 
Personality Reflects Individual Differences 

• All of us are different but we will often share similar personality traits with other people 

• Personality traits tend to be relatively stable, many will endure across the lifespan 

• Markets cannot change personalities however can appeal to relevant traits in persuasive 
communications  

 

Personality can Change: 
• Although personality is relatively stable, it can change over time due to:  

o Major life events (example: having children, death of a partner)  
o Gradual maturing process (example: transition from childhood to adolescence to 

early adulthood) 
o Sociocultural changes (example: women have adopted more masculine personality 

traits over recent decades in response to social changes)  
 

Trait Theory 

• A trait is any distinguishing, relatively enduring way in which one individual differs from 
another  

• Trait theory focuses on identifying and quantitatively measuring traits to form a picture of 
an individual’s personality  

• This perspective assumes that: – Personality is made up of many traits  

• People have many dimensions to their personality  

• Two approaches to assessing personality traits  
o Holistic measures, such as the Big Five model  

o Single‐trait measures ****We will examine both approaches  
 

 

BIG FIVE MODEL  

• One of the most influential trait theories 

• Suggests that personality is made up of five dimensions:  
o Neuroticism 
o Extraversion 
o Openness to experience 
o Agreeableness 
o Conscientiousness  

 

Neuroticism 

• Tendency to experience negative effects  

o Low neuroticism = emotional stability; calm and relaxed  
o High neuroticism = emotional variability; more likely to experience negative effects 

such as fear, anger, and guilt  

• Products can be pitched to consumers as a means for lowering their levels of neuroticism  
 
 

Extraversion 

• Tendency to interact with the world  



o Extraverts (high extraversion) enjoy stimulation, seek excitement, and prefer large 

gatherings of people  
o Introverts (low extraversion) don’t require as much external stimulation; they enjoy 

spending some time alone  

• Some products will be differentially preferred by extraverts or introverts  
 

Openness to Experience 

• Tendency to seek a variety of experiences and to be intellectually curious  
o High openness to experience = active imagination, preference for variety, 

intellectual curiosity, independent judgement  
o Low openness to experience = conservative outlook, desire for the familiar and 

conventional  
 

Agreeableness 

• Tendency to move towards people and act kindly towards them  
o High agreeableness = altruism, eagerness to help others, cooperativeness, and belief 

in reciprocity  
o Low agreeableness = antagonistic, egocentric, competitive, and sceptical of others’ 

intentions  
 

Conscientiousness 

• Tendency to control impulses and pursue goals  

o High conscientiousness = purposeful, strong‐willed, punctual, and reliable  
o Low conscientiousness = lackadaisical in working towards goals  

 

Single-Trait Measures  

• We will look at three single‐trait measures:  

o Visualisers vs. verbalisers  

o Consumer social character  
o Need for uniqueness  

• Other single‐trait measures are covered in your textbook  
 

Cognitive Personality Factors 

• Visualisers vs. verbalisers  

o Visualisers prefer information in a visual format  
o Verbalisers prefer information in written or verbal format  

 

Social Personality Factors 

• Consumer social character  
o A continuum ranging from inner‐ to outer‐directedness  

o Inner‐directed consumers:  
▪ Rely on their own values when evaluating new products  
▪ Are more likely to be innovators  

o Outer‐directed consumers:  

▪ Look to others for direction  
▪ Are more likely to be followers  

 

• Need for uniqueness – Don’t want to conform to others’ expectations and standards  
o Unconcerned about criticism from others  
o Example items for measuring need for uniqueness: 



▪ When products or brands become extremely popular, I lose interest in them  
▪ Avoid brands that are purchased by the average consumer  
▪ I like to create a style that is all my own  

 

Self-Concept 

• Note: Remainder of this week’s lecture content is primarily drawn from Belk (1988) 

• Self‐concept is the totality of an individual’s thoughts and feelings about themselves  

• An individual’s self‐concept is often supported through the consumption of particular 
products  

o This is known as the extended self  

 

Extended Self 

• Based on the idea that we know who we are by looking at what we have  

• We use possessions to: 
o Remind us of our self‐concept  
o Define and shape our self‐concept 
o Communicate our self‐concept to others  

• Downside: can lead to ‘commodity fetishism’, where products are ‘worshipped’ for their 
supposed ability to bring us happiness  

• Four ways that objects become integrated with the self:  

o Controlling  
▪ The more control we have over an object, the more likely it is that that 

object will become a part of the self  

• Owning an object 

• Overcoming an object (examples: climbing a mountain, riding a 
bicycle)  

o Creating 
▪ We invest a part of ourselves in the things we create 

• Example: the ‘Ikea Effect’ 
o Knowing   

▪ Intimately knowing an object increases our sense of identification with it 

• Example: the hidden restaurant or obscure band that only you know 
about 

o Contaminating  
▪ Attempt to incorporate the traits of others through symbolic contamination 

• Example: sharing clothes with friends; sharing food with others 

• Handcrafted objects ‘store’ more of the original maker’s sense of 
self than mass-produced objects  

 

Possessions and Nostalgia 

• Possessions can ‘store’ past memories  
o We ‘edit’ our possessions to capture happy moments from the past (examples: 

travel souvenirs, family heirlooms, photos)  
o We collect possessions from previous eras to identify with the values or traits of 

those eras (examples: collecting Beatles memorabilia)  
 
 
 
 
 



 
 

Multiple Selves 

 
• Marketers can:  

o Segment consumers on the basis of their self‐images and then position their 

offerings as symbols of those self‐images  
o Assess the discrepancy between actual and ideal self‐images and then use this 

information to position their offerings as a way of reducing such discrepancies  
 

Actual self image     Ideal Self-Image 
 

 
 
 
Social Self-Image     Ideal Social Self-Image 

 
 
Family Self-Identity     Group Self-Identity 

 



Subcultural Self-Identity    National Self-Identity 
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