; “JoumaoLumm:m

chthcoonsuma'has mﬁﬁro ’}tegodzauon.‘lbesmdynholndhﬂlbeu

!e\rahmtion.'l‘lhus,tﬂe. ty of not only extracting this consumer
‘isétareneltheracoqptednd' tegorization process (but also obtaining the
.Themeptset however, asons for such a process. A lack of sufficient

information about n brands may be one of
the reasons that these are included in the
inert sets of many mers. If the appropriate
irfformation were supplied, some

might move into the sct and thus enjoy
consumer acceptance wmt

Five Kinds of Motives . |
. Con§umers of goods and services perceive themselves to be in one of five

motwatmg si ations,| each of wlnch has an activating condition md behavior _
.} mode.

, IAvemve El ments/EscapJ ‘The consumer whose &bawor mod{.er
, monva tobuy a product : to solve (escape from) salient problems.
’ Anti ipated| Aversive !ElemenlslPrevenuon The ' consumer

) tmodeu revnuonlsmonatedtdbnyaptoduqtowudoﬂ
situation, ‘ L
|  Norma IetionlMain nce. The consumer whose behavior. mode is
! ' maintenance {8 motivated. to buy the product because supplies have become
| depleted or tq use the ro uct because normal departure from a/ maintenance Y
| level has ed. | -
1 Product-Related Aver.nve Elements/Conﬂla Resoluaon The oodsuma whose
behavior | is conflict resolution is motivated to avoid polqual pmbleuu

'| inherent in th con}sunpuoh‘of the product itsdf ]

Positive Ele ents/Diversion Enjoyment. The consumer whose behavior mode is
:\eve::;nmd joyment ‘is vatedtobuythepmduetprmiybéc-nehem
) uct: situation as offering an opportumty for fun, nov wahuy
| and nesthetic sensory pleasure. . . eky

! ( " _Geraldine Feanell, | Motivation
| ' ! Research Revisited,"” Joumol of
| . . Advertising Research, Vol 1S (Junc

' . A 1975), pp. 23-28. at pp. 25-26




