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Importance of Motivations
Virtually all effective marketing initiatives help harmonize a brand’s positioning with the needs of consumers. Understanding how consumer needs affect product choice equips marketers to position brands to win. Market research that delivers insight into consumer motivations should therefore be at the core of most strategic research programs.

Brand choice has complex and hidden drivers that reflect underlying psychological dimensions. When viewed by the researcher, the consumer-brand relationship is like an iceberg. Only a fraction of the mass is at the surface, easily visible. Most of the iceberg - and most of the motivational dimensions - lie below the surface. The “sonar” for insight into consumer-brand relationships is Motivational Research.

Consumer-Brand Relationships
The truth is that consumers can’t tell us why they choose the brands they do. People will not admit to some motivations and they are often simply unaware of others that influence their actions. Traditional research techniques tend to focus on “tangible” reasons for brand choice like product features, convenience, price, etc. These are the elements that people can and will explain to us.

But consumer motivations are multi-layered. The outer layer encompasses those rational, functional factors that consumers consider in brand choice. This outer “needs layer” is relatively easy to study. It also offers the least opportunity for brands to develop strong relationships with consumers. Brands compete elsewhere.

If we dig deeper into consumer-brand relationships, we inevitably find social factors connected with brands. As humans, we instinctively structure our world according to feelings about social identity. What brands say about the consumer is a key factor in brand choice. Within certain limits of social acceptability, people can and will verbalize their attitudes about brand social identity. But socially unacceptable feelings about the image of brands are too often withheld.

The core of consumer-brand relationships is a more deeply psychological layer of complex and hidden consumer motivations. The emotions that govern this inner layer concern changing how one feels “inside,” and the need to express one’s self to the “outside.” Traditional market research techniques offer little insight here. But this motivational dimension is the real brand battleground where the key drivers of choice are found. 

Brand Choice Psychology is Situational
Adding to the complexity of consumer-brand relationships is variation in the motivators of choice by situation. In many product categories, different types of consumption occasions have different brand choice motivations. For example, clothing brand choices are clearly multimodal – the needs for self-expression or to change how we feel are linked to the social characteristics of situations. 

Situational variation makes research more complex. But an occasion-based perspective is often essential in the research design to capture the full range of consumer motivations.  

Quantitative Projective Techniques
Projective techniques in Qualitative Research have been used successfully for many years to help research subjects talk about themselves with fewer inhibitions. People are shown photographs and asked to associate them with brands, for example, and then to describe the brand’s users. Projective techniques in Quantitative Research also provide better access to the deeper needs layers than traditional methods.

Extensive research has demonstrated that due to instinctive reflex, we relate to other people by unconsciously looking at their facial expressions first. We don’t connect with any other image as readily. The key data for Quantitative Motivational Research are the “needs” that are expressed by projection through photographs of faces.

Motivational Segmentation and Brand Positioning
Not every offering will be right for every customer. Success requires a targeted approach to ensure bottom-line efficient use of product development and promotional resources. Segmentation is an informed means to organize customers into groups that allow such targeting.  

With a Motivational Segmentation approach, data are collected using sophisticated Projective Techniques. Advanced statistical software integrates consumer needs from the functional, social and motivational layers and groups individuals into category-specific, “needs-based” or motivational segments. Consumer brand perceptions across needs dimensions are also gathered using Projective Techniques. 

Once developed, each customized Motivational Segmentation acts as a fixed model of the consumer landscape upon which brands are positioned according to their fit to the needs of segments. Volumetric estimates (usage occasions, dollars, units) are developed and allocated to segments in order to evaluate opportunities.

Strategic Motivational Research Deliverables 

Positioning with respect to profitable segments and key competitors lies at the core of any brand strategy. A Strategic Motivational Research program furnishes a framework for understanding the brand dynamics and market opportunities in a category. 

Motivational segmentation and brand positioning, combined with segment-based consumption quantification, deliver analytical views to support a wide range of strategic and tactical marketing decisions. 

Strategic Motivational Research Deliverables:

· Motivational market segments 

· Segment motivational drivers (Marketing Hot Buttons)

· Profiled on demographics, behavior, etc. (Targeting)

· Quantification of purchase behavior (Opportunity Analysis)

· Brand profiles (Brand Blueprints)
· Tangible attributes (functional needs)

· Image/personality (social identity)

· Emotive symbols (gratification/expression)

· Overall brand positioning (fit to motivational segments)

· Brand Positioning Analyses (Brand Strategy)
· Brand positioning against needs segments

· Competitive brand positioning against needs segments

· Brand portfolio analysis and planning using motivational framework

· Brand repositioning analysis using motivational framework

· New product/extension positioning and opportunity analysis – targeting needs segment “white space”

For more information about Strategic Motivational Research please contact: tprice@icrsurvey.com
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