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Motivation Research Revisited

Geraldine Fennell

Foranumber of years motivation as an ex-
plicit focus for marketing research has
been neglected. In the business communi-
ty “'motivation research’ has come to refer
to a specific research approach, inspired
by a particular theory of motivational dy-
namics (Dichter, 1960, 1964; Martineau,
1957). Asthe methodology and its theoret-
ical underpinning fell out of favor, moti-
vation research largely disappeared from
the marketing rescarcher’s roster of re-
searchcategories.

Interest in consumer motivations has
not waned, however. Marketers of goods
and services are as vitally interested today
in the motivations of potential targets as
they were in the heyday of ‘‘motivation
research.” Nevertheless, it is current
practice to study and report on consumer
motivationseitherinlanguageclose tothat
used in questionnaires—e.g., reasons for
purchaseinterest or inferentially, through
the descriptive labels applied to clusters of
respondentsinsegmentation research.

Segmentation research appears to be
today's preferred methodology for study-
ian consumer motivation just as depth re-

scarch was the preterred methodology of
the 1950s and early 1960s. One difference
is worth noting, Whereas
“‘motivation research’ was, to a degree at
least, grounded in a theory of motivation,
segmentation research has been largely
theory free. To the extent that segmenta-
tion research has theoretical under-
pinnings, the formulations have not been
avowedly motivational. One reason is un-

however.

doubtedly the absence of a comprehensive
theory of consumer motivation that can
guide theinputand analysis of market seg-
mentationresearch and permit the predic-
tion of brand standing in relation to the
motivational structure of the market. A
second, related reason may be that the
purposes for which segmentation studies
are conducted require the investigation of
a variety of consumer processes, of which

only one could be called motivational. In
the absence of a theoretical formulation of

consumer motivation, the conceptu
boundary between motivation and othet
psychological processes remains unclear.
This paper presents a conceptual fradge-
work within which a limited role is Fs-

signed to motivation as & determinant of
brand chotee, and it presents i generalized
ty pology ofconsumer motivation. The dis-
cussion of motivation takes a position on
three topics currently receiving attentiof
inthe psychologicatliterature: (1) whether
or not there is a need for the construct
motivation; (2) the appropriate explana-
tory role for the construct motivation; and
(3) the role of personality, situations, and
their intgraction in explaining behavior.
Inthethree tollowingsections of this paper
cachoftheseissues is briefly described and
implications tor marketing research prac-
tice aresuggested.

Ncedfor Motivation

Given the value placed by science on
simplicity and parsimony, it is reasonable
toask thataconstructestablishits glaim to
beretained, and that minimally it nat du-
plicate the explanatory load' carfied by
other constructs. In this area, so Hle psy-
chologists have: questioned the need to
retain the construct motivatio | el
Bolles, 1967)." I
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Atits simplest level, the challenge to re-
taining the construct motivation takes the
tollowing form. We observe two individu-
als spending their summer Sunday after-
noons; onereads, the other plays tennis. If
we suggest that one is motivated to read.
the other motivated to play tennis, a rein-
forcement theorist will say that the behav-
jors of reading and playing tennis are bet-
ter explained by asserting that one indivi-
dual has in the past been reinforeed for
reading, the other for playing tennis. The
reinforcement theorist takes the position
that the construct motivation is supertlu-
ous.

The argument can, however, be pur-
sucd. Further observation over a period ot
months reveals that the individual who
reads on Sunday atternoon does so only
duringthe monthswhen hischildren are at
camp: when his children are at home he
plays tennis. Wealsoobserve that his three
boys raise the noise level at home to a de-
gree that makes a quiet afternoon of read-
ing quite unthinkable. It we now assert
that he plays tennis because he is motivat-
ed to getout of the house, a reinforcement
theorist will agree that the tormer analysis
in reinforcement terms was incomplete.
The antecedent conditions for reinforce-
The reintorce-

ment analysis may be amended along the

following lines: given antecedent condi-
tions of high noise level in the home, our
subject has been reinforced in the past for
playing tennis; given peace and quiet, he
hasbeen reinforced in the past for reading.
Once again the behaviors of reading and
playingtennis are better explained inrein-
forcement terms; the construct motivation
adds nothing to the analysis. At this stage
theissue reducesin large measure to one of
personal theoretical preference: one may
choose to study antecgdent conditions for
reinforcement or notivating situations.

Reinforcement thjgorists and psycholo-

gists of ofher theorgtical persuasions will
. undoubtedly decxde thisissuein thelr own

. good time and in thf light of their particu-

. larconcerns.

What then of th& concerns of the ;mar-

* 'ke;ling researcher‘? The marketing re-
PO . |

ment were not specified.

searcher observes two individuals buying
laundry detergent; one buys Brand A, the
other buys Brand B. We investigate tur-
ther and determine that the antecedent
conditions for reinforcement of the first
individual are an exceptionally dirty laun-
dry. and for the second individual a light
laundry consisting mainly of delicate tab-
rics.

Jndoubtedly a simple analysis ()!brdnd
used by condition of laundry will reveal
that individuals who have exceptionally
dirty laundry distribute their brand choice
overanumber of brands; likewise tor indi-
vidualswhohave alightlaundry of delicate
tabrics. Individuals, then, experiencing
identical antecedent conditions for rein-
torcement are apparently reinforced by
ditferent brands. Thisstate ot atfairs is not
necessarily a retlection on the reinforce-
ment analysis per se. The introduction of
additional variables—tor example, brand
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loyalty and brand perception—will no
doubtincreaseexplained variance.

The point at issue for the marketing re-
scarcher appears to be primarily a prag-
maticone. Given thespecific objectives for
which his research is planned and
conducted. will the marketing researcher
find it more convenient to study motivat-
ingsituations or antecedent conditions for
reinforcement? Consider the situation in
whichanew brand entry in a product cate-
gory is contemplated. The marketing re-
searcher may find it more convenient at
first to address the issue: what are the
motivatingsituationsinwhich users of this
product find themselves? He then asks:
Are the current brand ofterings well-tai-
lored to these motivating situations or do
some consumers find themselves making-
do with existing brands? In a situation,
then, where the task is essentially to deter-
mine the characteristics of a brand that
will reinforce purchase behavior, the
marketingresearcher mayfind it intuitive-
ly more meaningtul to conceptualize his
problem initially as one of isolating and
describing the motivating situations in
whichconsumers find themselves.

Explanatory Role for Motivation

Psychologists who are not averse to re-
taining the construct use motivation in
reference tothe activation and direction of
behavior or in reference tothe activation of
behavior (Cofer, 1972). Briefly- stated,
“activation” is concerned’ with the
question: Why does behavior occur? and
“direction” is concerned with the
question: Given the many forms behavio‘i'
can take, why does it take this form?
Psychologists who restrict the use of moti
vation to the activation of behavigr (Wh
does it occur?) do so bedause they believ
other constructs, principally learnjng con;
structs, can deal adequately wjth the
direction of behavior (Why in this form?)

Minimally, a? motivatiohal analysis o
behavnor addresses the conditions under .

aroused, or inst gatejp Following, ‘it i



havior is implicit in the various activating
conditions. However, the position is taken
that the specific direction of behavior
(brand choice, in this case) is determined
only in part by motivation and that other
psychological processes enter the deter-
mination of the specific behavior selected.
These other psychological processes can
be described in learning and perception
terms, -or alternatively in terms of the
affective and cognitive components of
brand attitude.

To the extent that the activation of be-
haviorisof interest to marketing research-
ers, it may be found convenient to have
available a term that has unique reference
to behavior activation. Motivation offers
much in the way of intuitive meaning and

usage torecommend it for this purpose. Of

the other major psychological constructs
suchaslearning, perception, attitude, and
personality, none has developed connota-
tions of behavior activation.

Personality and Situation

The construct motivation has been
extensively used in the work of personality
theorists. Freudian theory, which provid-
ed the theoretical direction for motivation
research of the 50s and 60s, is a theory of
personality development. Incommon with
other major theorists in this field, Freud
proposed an interpretation of personality
in terms of one unifying motivational
theme. For Freud it was channelization of
the libido; for Alder it was striving for
superiority (Ansbacher and Ansbacher,
1956); for Fromm escape from loneliness
(1941); for Sullivan the need for human
relationships (1953); and for Horney
copingwith anxiety (1937).

Theexperimentalapproachto the study
of personality has in recent years provided
insight into the manner in which individ-
ual predispositons to respond show them-
selvesin overt behavior. Theimportance of
this insight can scarcely be overrated. To
predict behavior, one much measure more
than just predisposition to respond.- He
must also ascertain whether the particular
sit@ation is perceived as one that engages

the measured predisposition (Mischel,
1968, 1973; Bowers,®1973). Individuals
classified as comparable in terms of
measured predisposition behave difter-
ently in different situations. These
differences are a function of the degree to
which thesituation engages the behavioral
predisposition. For example, individuals
high in need for achievement show
achievement-related behavior in situa-
tions they perceive as ego-involving or
evaluative, but.not in situations they per-
ceive as non-evaluative (Atkinson, 1953).

The immediate implication for mark&-
ing research is to focus attention on the
consumer’s perception of the product-use
situation. It matters little that a housewife
scores highon need forapprovalif she does
not perceive doing the laundry as a situa-
tion that engages her need for approval..
This important insight suggests that when
only personality predisposition is mea-
sured, marketing research practice falls
short of the mark. The evidence attests to
the meager explanatory power of person-
ality constructs for consumer behavior
(Kassarjian, 1973).

Psychologists who study the effect of
personality predisposition on behavior
have attempted to integrate situational
factors into their research, and the need
for situational sampling is empbhasized
(e.g.. Bowers, 1973). The idea of situa-
tionalsamplingraises at once the question
of a definition of the population of situa-
tions to be sampled. If marketing re-
searchers are to integrate a situational
focus into the study of consumer moti-
vation, a classification of motivating sit-
uations is called for. The availability of
such a classification for use in motivation
research will allow the consumer to tell us
how he or she perceives the product-use
situationin motwatlonal terms.

Tosummarize tbedlscusswn Thereisa
unique niche Fo; motivation among the ex-
planatory cpnsh-ucts that | organize con-
sumer behaviot. and am&ng the corre-

~ sponding areds of consumér itrformation

that researchers need to investigate. Con-
ceptually, motvation encompasses the

' situation

conditions qor behavior activation, ore of

thedeterminantsof brand choice. Theem-
pirical question for motivation research is
the identification of the conditions® that
activate brand purchase. This view of mo-
tivation calls for analysis of the conditions
that activate behavior, a requirement that
davetails withthe need to include situation
as well as personality variables as behav-
ioraldeterminants. The resulting motiva-
tional typology is stated in terms of situa-
tiontypes, not person types.

Motivational Typology

Consumers of goods and: services
perceive themselves tobe in one of five mo-
tivating situations, each of which has an
activating condition and behavior mode.
The motivating situations are distin-
guished in terms of the perceived situa-
tional element that activates ;situation-
characteristic behavior. The five catego-
ries of situation perception an& behavior
activated areshowninTable 1.
Thetemptationtolabelthe cqtegones in
aformsimilartothatusedin seQmentatlon
research (e.g., Escapers, Preventers, etc.)
has been resisted in the interest of under-
scoring that this is a typology of situations
(as perceived by consumers). There may or
may not be a tendency for co'fnsumers to
perceive the product use sit jation in a-
consistent manner across products. That
questionis an empirical one that will have
low priority for the consumerresearcher

customarily engaged in estigating
productcategories, oneatati
Aversive Elements/Escape.. The con-

sumer whose behavior mode fis escape is
motivated tobuya product to splve (escape
from) salient problems. The jproduct-use
is perceived as{ containing
aversive elements primarily. The aversive
elementsin thissituation are nt perceived
ds preventable; they are present and must
be dealt with (escaped from). Examﬁles
are: laundry perceived as pxtra dirty,
eadaches or stomach upsets perceive
especially se’y/ere or frequer
umer for whomithis is the r
ct-use. sntuatlon seeks bra
\ clahzéd produci .or panka pin
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in line with the perceived aversive ele-
ments.

Anticipated ‘Aversive Elements/Pre-
vention. The consumer whose behavior
mode is prevention is motivated to buy a
product to ward off an undesirable situa-
tion. He perceives the product-use situa-

~ tionnotascontainingstrongly aversive ele-
:ments (requiring escape), but rather he is
“motivated by the possible failure to deal

appropriately withthe situation. Action to
prevent or avoid the occurrence of
problems is indicated here. In more gen-
eralterms the product-usesituationisanx-
iety-arousing, and the product is uded pri-
marily to reduce anxiety. Examples are
fear of censure it the laundry is not up to
socially acceptable standards, concern
over social inadequacy it the headache,
tension, orstomach upset is not overcome.
Theconsumer forwhom thisisthe relevant
product-use situation seeks brands offer-
ingsocial or psychological benetits.

Included here are perceptions of the
product-use situation as an occasion for
praise, prestige, affection, eminence,
esteem. Although these are pleasant
outcomes, they are included here and are
excluded from the Positive Elements
category in Table 1 because they are moti-
vationally equivalent to perceptions of the
situation as an occasion for preventing
blame or loss of prestige, aftection, emi-
nence, esteem.

Normal Depletion/Maintenance. The
consumer whose behavior mode is
maintenance is motivated to buy the
product because supplies have,become de-

- pleted or to use the product because nor-

I

mal departure from a mamtenance level
has occurred. He perceives the product-
use 'situation as one of simple mainte-
nange. Examples aredoing thelaundry be-

- causetheclothesare soiled, taking a head-

ache remedy because one has a headache.
This consumer is likely to have a low level
of involvement and interest in the product
category and he may not be very brand
canscious. . |’

i ,Pmdnct-Related Aversive Elemenu/

‘ nﬂlctRm
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"havwr mod conﬂlct resolution is ﬂ'no-

. The cpnsumer whose‘. o
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tivated to avoid potential problems
inherent in the consumption of the prod-
uct itself. For this consumer, the salient
teature of the product-use situation is po-
tentially negative outcomes originating in
the product itself. Examples are concern
that a laundry detergent may damage the
tabric or that a headache or stomach
remedy may have side effects. This con-
sumer seeks brands oftering product-in-
use assurances.

Positive Elements/Diversion Enjoy-
ment. The consumer whose behavior
mode is diversion and enjoyment is moti-
vated tobuy the product primarily because
he sees the product-use situation as ofter-
ing an opportunity for fun, novelty, com-
plexity, and aesthetic or sensory pleasure.
Examples ate dishwashing detergent with
treshscent, alphabet breaktast cereal, air-
lines with kimonoed stewardesses and ex-
otic food.

This motivating situation may be
thoughtofas analogous to Maslow's (1954)
self-actualizing motive, assumed to arise
when physiological, safety, belonging-
ness, and esteem needs have been
The assumption in the present

love,
satisfied.
instance is not the prior satisfaction, but
the relative unimportance of these other
needs. The analogy may be helpful in
clarifying that the Positive Elements
activating condition is one in which the
consumer perceives the product-use situa-

tion asoffering an opportunity for aesthet-
ic, cognitive, and sensoryenjoyment.

Product Applications )

Perception of Product-Use Situation.
Generalization and abstraction go hand in
hand, and inevitably the typology is stated
atalevelofabstractionthatrequires trans-
lation into the specific problems and
benetits appropriate to individual product
categories. The typologyserves as a frame-
work for writing the interview guide used
in exploratory research, as well as the
input items used in survey research. The
specification that motivation be measured
in terms of consumer perception of the
product-usesituation actsasa reminder to
formulate the usual input sources—per-
sonality constructs, lifestyles, and other
psychographic variables—irl terms spe-
cifically tailored to the product under
study. The motivational categories pro-
vide a checklist to ensure that possibly
relevantsituation perceptions arecovered.

Brand Choice Within Motivating Situa-
tion. In the present formulation, brand
perception (e.g., Does Brand A offer what
Iwant?) and brand evaluation (e.g., Does
Brand A deliver what I want?) as well as
motivation (perception of the product-use
situation) determine brand choice. Anim-

“portant consideration here is the degree to

which brands are unambiguously posi-

Table 1

Typology of Motivating Situations* l

Situation Perception

Aversive Elements
Anticipated Aversive Elements
Normal Depletion

Product Related Aversive Elements .
Positive Elements

I

*The typology ongmates in the three clhssnc paradigms of mstr mental conditi
(Kimble, 1961), the experimental stux of conﬂlcﬁ (Miller, 1
di, 1961;

behavior (Betlyne. 1960; Fiske and M
|
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tioned in relation to the various activating
conditions. Unambiguous positioning is
clearly a two-way street, reflecting on the
one hand the positioningstance of market-
ing management and, on the other, what
theconsumer chooses to perceive and take
away from thebrand's message.
Motivational Profiles of Products. The
stage of brand differentiation reached, as
well as a product’s essential function, de-
termine its motivational profile expressed
in terms of the proportion of the market in
each of the motivational categories. Con-
sumer perception ot the product-use situa-
tion is multidetermined. In addition to
personality, litestyle, stage in life-cvele,
family size. and other demographic vari-
ables, teedback fromadvertisingand from
the range of brand ofterings helps struc-
ture the consumer’s perception of the
product-use situation. In a particular
product category. brand ditterentiation
may nothave proceeded to the stage where
therangeotbrand otferings responds to all
typology categories. In this event, con-
sumers” pereeptions may not be maximally
ditterentiated.  Even ;issuming brand
offerings tailored to all typology categor-
ies, product profiles will likely show dit-
ferent motivational contigurations, re-
tlecting the product’s essential function.
Drug remedies compared with tood prod-
ucts, for example. may have relatively
more of their consumers at the problem-
oriented end of the typology than in the
Positive Elements category.
Among many aids to unravelling the
- mystique of creativity in product idea gen-
. eration, Ramond (1974) offers a2 muiti-
“ dimensional taxonomy of products—one
dimension being product complexity ex-
i pressed in terms of number of rewards.
Product profiles stated in terms of the mo-
. tivational ;typology may serve as one ap-

proach to.{ocating products on Ramond’s

dimensior| of psychological complexity.
e ’
Comparison With
“Téleometric Model

It is of interest to compare the theoreti-
cally-based! motiyational typology pre-

sented here with an empirically derived
teleometric typology (Pernica, 1974). At
theconceptualievel, Pernica’s teleometric
dimensions of choice criteria can be consi-
dered side by side with the behavior modes
inthe present model. Behavior mode char-
acterizes the behavior ightigated by the
activating condition; teleometric dimen-
sion characterizes the goai-fulfilling
product benefit for each segment in Per-
nica’s model. Examination of the items re-
lating to beliefs about the product-use sit-
uation for each of Pernica’s four teleo-
metric segments suggests the correspon-
dences with the present typology shown in
Table 2.

Pernica did not tind a segment corre-
sponding to the Positive Elements cate-
goryin the present model. This may be be-
cause his model was originally derived
from studies in drug remedy markets
where the range of brand offerings at the
present time include only one brand that
could be regarded as being positioned
against  consumers  in  the
Elementscategory.

Positive

Summary

Marketing rescarchers frequently are
called upon to-identify and describe the
motivational structure of the market for a
product or service. It has been suggested
thatit may beconvenient to use motivation
to refer to the conditions under which
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brand purchase behavior is act|
to the general direction of th
activated.

Five motivating situations have been
identified, each consisting ofar,ractivating
condition and behavior mode. Motivation
is operationalized by permitting con-
sumers to classify themselves in terms of
perceived activating condmon—l e., in
terms of the product-use snuaglon as per-
ceived by the consumer. !

Each motivating situation Epeciﬁes a
general direction for consumer purchase
behavior. Brand choice withid the moti-
vating situation is determined &)y the cog-
nitive and affective componen,‘s of brand
attitudg. !

It is assumed that persona’ny predis-
positions are reflected in the tonsumer’s
self-classification in terms 0;? perceived
activatingcondition for the prdduct under
study. This situational empHasis of the
motivational typology is expected to in-
crease the ability of personality constructs
toexplainbrand purchase. 3
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Intelligence Service

Wouldn’t you like to have in a week’s
time, or sooner, the answers to six or ten -
questions which concern you most about
your company in the market place, here
or abroad?

You will be surprised how effectively .
such intelligence can Be obtained for you'
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customer relations and sales! develop-.
ment, for executive recruitment, for sup-
plier, labor and government relations,
for keeping.an eye/on the competition.
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