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Chapter 1
Consumer Motives and Values
End-of-Chapter Questions: Suggested Approaches

1. Find some examples of Freudian symbolism in advertising and packaging

This allows students to bring in - or merely cite - current (or earlier) examples of what might be Freudian symbolism.

The text discusses some examples that are relevant here, such as the MGB and Sanyo advertisements.


Students should be encouraged to add to the list with their own examples. 

Examples of phallic packaging can also be discussed - some will probably be drawn from the toiletries/cosmetics market.

2. Using your course as a product/service context, construct a needs-features-benefits framework and discuss its use in marketing the course. 

The main point of this exercise is to reinforce the point that consumers don't buy 'things' or features of products and services, but rather that they buy what the product or service can do for them. That is, the BENEFITS they derive.

The exercise can be used as a basic one to demonstrate how  'features' can be converted into benefit

This is a useful exercise along the same lines, but the results can also be interesting and helpful for our own marketing of our courses! Different needs should be identified (such as 'learning for its own sake, to 'grow as an individual' or 'to get a job' etc. - together with how these can be explained by motivation theory (for example, Maslow levels 4/5/6 for the first two and level 2 for the last mentioned).

Specific features of the course can be identified and linked with each need identified, such as 'student centred learning' or 'industrial placement'. Then for each feature, benefits should be shown to satisfy the identified needs'. Student centred learning for example could be converted into the benefit of providing for individualised planning and execution of work programmes which are more likely to lead to personal fulfillment and growth because it is less passive than sitting back and saying 'teach me’! 

The Industrial Placement can be converted into the benefit of providing work experience and this can help at job interviews and can also help identify into which areas of work the student does - and doesn't want to move.

How about extending this exercise by asking for ‘objections’ to be catered for -? This is a fun (if slightly dangerous) thing to do! It is, of course, what happens in reality.  By categorising each objection under the headings of ‘product’, ‘price’, ‘competition’ and ‘emotions’, the true nature of each objection can become clearer and a variety of ‘counters’ can be considered, depending on which category the objection is within.

The generation of objections is the dangerous bit, because you are asking students to come up with criticisms of their course. They can usually do this within minutes! Many objections will be petty, such as 'too many 9am lectures', 'not enough staff contact' and 'the out-of-town campus is isolated'.

Students are then forced to think of the basic nature of each objection. Is each to do, fundamentally with the course itself is it therefore a 'product' related objection such as 'doesn't have an entire module in International Marketing and employers are increasingly talking about global marketing'.

Objections can also be categorised as being 'competition based', such as the 'City University of Poppleton is in the city centre, not out of town.'

Another category of objection can be 'price' related, such as  'taking a job rather than coming to 'college would have been better financially', or 'apart from Consumer Behaviour, the required reading is too expensive and I have to do a part time job'.

Objections are sometimes none of these. For example, 'I am away from my friends at home'. In this instance the objection is more 'emotional'.

What is to be encouraged to for students to think of each objection as potentially being under more than one heading.  Actually, most can be listed under ALL headings and this is useful countering each because more than one way of countering the same objection can be used. For example, 'not enough staff contact', if seen by an objector as a fault with the course (product) can be countered with the 'product related benefit' of  'student centred learning being more effective, more participative and less passive. Others might be concerned about not enough staff contact because they've heard that the City University of Poppleton has twice as many lectures. This can be countered with the benefit that their lectures are in cohorts twice the size of ours and that in any case WE got the excellent teaching rating when they were only satisfactory, so 'quantity isn't the same as quality!

Some might worry about the lack of staff contact from an emotional point of view, in that they feel isolated. The emotional benefit could come through self help groups that are likely to spring up, leading not only to 'task orientated' benefits, but also in meeting new people. Also, the lack of staff contact can bring the benefit of generally becoming more self-reliant and therefore leading to personal growth and development, affectively - that is, its 'character building’!!

3. Discuss the reasons why consumers go shopping. 

Answers should draw from a range of research in this area, including the work of Tauber, Westbrook and Black and Arnold and Reynolds.

Students can relate the following sorts of motives to their own and others’ shopping behaviour:

· to escape from daily drudgery and to alleviate depression

· to get some physical exercise (not for virtual shopping!)

· to experience products via our senses of touch, sight, taste etc and to experience novel stimulations

· to engage socially with others

· to ‘pose’ by shopping in exclusive stores

· to keep up with trends and fashions

· etc.

4. Select THREE press advertisements and for each of these:
a. Discuss the likely target market and promotional objectives based on media and message used and your knowledge of the competition within such markets.
Students should analyse the messages used in terms of the likely readership profile of the newspaper or magazine within which they are contained. National Readership Surveys and the Target Group Index might be useful in this context; otherwise they can rely on a more subjective understanding of readerships.

Evidence of competing brands’ advertising approaches can be expected as well. In this way, the positioning with the market relative to other brands can enhance understanding of the promotional objectives for the selected messages.

b. What do Maslow and Freud contribute to explaining the message used and motivational factors in the target market?

Analyse and evaluate the contribution of the work of Maslow and Freud to explaining both the message employed and motivational factors in the market targeted. 

This allows students to not only analyse advertising messages in the light of assumed objectives and market segmentation, positioning, and targeting, but also to use the needs-features-benefits framework within which to apply relevant motivation theories.

The exercise is fairly demanding if done properly. Many students tend not to go much beyond the ‘advert. analysis’ level and although this can reflect much thought and good analytical skills, the really good answers will those that apply theory where it is seen to fit. Some try to apply all of Maslow, Freud, Hertzberg etc., to every advertisement they pick. The better ones are much more selective and will demonstrate a depth of not only analysis but also application.

For example an advertisement for private health cover might be seen to be focusing on safety and security as defined by Maslow, offering protection from fear and directed at stimulating the physiological motive emanating from the biological need to avoid pain. Such a message might be based on the premise that many sectors of today’s society are anxious about the dangers of modern health problems. In this context anxiety was also recognised by Freud as an emotion, which may affect man’s actions. Bayton’s ego-defensive classification of psychogenic needs is also relevant because it relates to the human need to protect the person from physical and psychological harm. The rational versus emotional dichotomy first offered by M T Copeland could be applied - the rational motives for purchasing private health care are evident but the emotional motives for feelings of comfort and prestige are more subtle but nonetheless apparent.

Financial achievement bestows on the consumer independence and a measure of freedom in the way we satisfy our needs, receipt of private health care might be associated with personal achievement so advertising in this market could be interpreted as attempting to satisfy Maslow’s higher social and self needs. 

A deeper analysis might be forthcoming for, say, the Saab advertisement depicting an aircraft flying over a Saab car. Here, the receiver is invited to equate the car with a jet fighter with the helmeted pilot evoking the warrior image. The owner of the Saab can be a jet pilot, a member of the warrior elite of society, satisfying Adlerian drives for social superiority and the Freudian ‘thanatos’ or aggressive death instinct. simultaneously.

Another example: Obsession Eau de Toilette for men. A pleasing scent means security in Maslow’s social level terms. It can, if depicting a man and a woman, sensually, focus on love needs and/or the ability to attract women. With this exclusive scent he has conquered other men and become one with his woman ! 

Consider, also, women’s anti perspirants. The pack might be about 4” which, pink, with a sculptured top and this could be described as relying on phallic symbolism in Freudian terms. Whereas the consumer is consciously buying the product, the brand choice might be subconsciously directed through the packaging. So the overt advertising message can be acceptable to the superego while the covert message is directed at the Id.

Whilst applying theory in this sort of way, throughout their analysis, students should also discuss how specific product or service features as displayed in their chosen advertisements can be converted into benefits which satisfy the various needs they have identified via this application of motivation theory.

5. Choose a product or service, and then design projective techniques to explore why consumers do or do not buy it.

Associations with brands for example could be interesting for word association – Levis, their own University, Sony, Calvin Klein etc etc

Similarly, the application of cartoon completion might lead to the initial ‘quote’ to which respondents are asked to reply, might be :


‘My flatmate recommends I take out a student loyalty card at the local supermarket’


‘I can’t afford a sound system…’


etc.

6. Marketing creates needs’.  Discuss.

The question provides an opportunity to critically analyse the role of marketing in creating/stimulating/enhancing consumers desires and needs. Some may wish to criticize marketers for creating a need for a product or a service that would not exist except due to some aggressive and repetitive marketing activities that educate, inform and even persuade consumers to buy those products and services. For example, most advertisements strive to portray products in such an emotional and persuasive manner that consumers start to think that they ought to buy those products even if that specific brand is not a necessity for sustaining life. For example, many Western societies have high levels of personal debt. The American ‘sub-prime’ mortgage and UK Northern Rock crises of 2007-8 reflected a degree of over-stretching of credit levels. Hence, this may serve as a basis for accusing marketers of encouraging the acquisition of materialistic lifestyles that are not sustainable in the long term. The Marketing Week article cited in the chapter illustrates the problem very well.  

However, others may argue that marketing does not create needs, rather it encourages consumers to want or desire brand X by associating its acquisition with the satisfaction of a latent need. For instance., some academic argue that marketers can restructure and shape how human needs are manifested by introducing and producing products that did not exist before (Firat et al., 1995). For instance, the need for transportation and mobility has been restructured and reshaped in recent times by the production and consumption of cars and televisions. Due to the modern organization of life and the relationships of work and home, we have witnessed a reorganization of the transportation and entertainment systems at both the society and individual levels leading to changes in our consumption and expenditure patterns (Firat et al.,1995).

7. What are values?  Provide examples of consumer values in different cultures.

Question provides opportunity to define values and its various types and then critically reflect upon the extent to which these values are shaped by norms and traditons and some particularly cultural traditions.  As per Rokeach (1968) a value is as ‘an enduring belief that a specific mode of conduct or end-state of existence is personally or socially preferable to an opposite or converse mode of conduct or end-state of existence’.  For Schwartz and Bilsky (1987) values transcend specific situations and one of the most widely accepted value inventory is the Rokeach Value Survey (RVS).  Student refer to the RVS which measures 18 instrumental values and the same number of terminal values (Table 1.7).

To bring the culture into the context, students should refer to Hofstede’s (1980) study on work-related cultural values in 40 countries. This identified four major dimensions: power distance, uncertainty avoidance, femininity/masculinity and individualism/collectivism.  Table 1.8 provides additional insights into different European values which also highlight the issue of cultural differences very well. 
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