Satisfying customer needs



“(a) process by which individuals and groups
obtain what they want through creating and
exchanging products and value with others’

(Principles of Marketing)



HE BODY SHOP



Needs

Wants

Demands



Needs

Human needs are states of felt deprivation
Physical - food, water, clothing, warmth, safety

Education, insurance, pensions
Products and service people always buy
Social- belonging, affection

Individual — knowledge, self-expression



Shaped by culture and individual personality
Wants can change as time passes

Wants aren’t essential for humans to survive,
but it’s associated with needs

Wants satisfy the needs



e The difference between wants and demands is
desire

* |f a consumer is willing and able to buy a need

or a want, it means that they have a demand
for that want



e Usually applies to luxury or premium brands:
— Eg. Samsung mobile vs Apple iPhone

— Eg. Honda Civic car vs Mercedes-Benz

* Consumer Buying Power
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What is a Consumer Product?



e ‘any tangible product for sale that is used by a
person or household for non-business

pu rpOSGS' (boundless.com) 2015.

* ‘merchandise or other item of common or
daily use, originally bought by individuals or
households for private consumption’

(businessdirectory.com) 2015
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Consumer Product Benefits

Tangible

Intangible




Exercise 1

* Taking your consumer product, list the
Benefits:

— Tangibles
— Intangibles



Maslow’s Hierarchy of Needs

Love & social belonging




Exercise 2

 Maslow’s Hierarchy of Needs:









Love & Social needs

friendship family
sense of belonging

sense of connection sexual intimacy




Love & Social needs

friendship family
sense of belonging

sense of connection sexual intimacy




Love & Social needs

friendship family
sense of belonging

sense of connection sexual intimacy




Self fullfilment needs

Psychologogcal needs

Love & Social needs

friendship family
sense of belonging

sense of connection sexual intimacy

Basic needs



Maslow believed:

* One must satisfy lower level (depravation) needs
before progressing on to meet higher level
(growth) needs

* Every person is capable and has the desire to
move up the hierarchy toward a level of
self-actualization

* Progress is often disrupted by failure to meet
lower level needs



e Tutor: Match products to Maslow’s Hierarchy



Exercise 3

Relate your consumer products to:

1) Maslow’s Hierarchy

2) Needs Wants Demands



