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borrowing power, and attitudes toward spending and saving. marketers of income-sensitive

goods continuously monitor trends in personal income, savings, and interest rates.

LIFESTYLE: People from the same subculture, social class, and occupation may lead quite

different lifestyles. A lifestyle is a person's pattern of living in the world as expressed in

activities, interests, and opinions. Lifestyle portrays the "whole person" interacting with his or

her environment. Marketers search for relationships between their products and lifestyle
groups.
Psychographics is the science of using psychology and demographics to better understand

consumers.

PERSONALITY AND SELF-CONCEPT: Each person has personality characteristics that influence

his or her buying behavior. By personality, we mean set of distinguishing human

psychological traits that lead to relatively consistent and enduring responses to environmental

stimuli. Personality can be a useful variable in analyzing consumer brand choices. The idea is
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MOTIVATION A motive is a need that is sufficiently pressing to drive the person to act.

Maslow's Hierarchy of Needs

needs (self-
development
and realization)

X Esteemneeds
(self-esteem, recognition, status)
o Social needs
(sense of belonging, love)
+ Safety needs
(security, protection)

-+ Physiological needs
(food, water, shelter)




