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MOTIVATION RESEARCH

Primary Disciplinary Field(s): Marketing, Consumer Behavior, Psychology (Psychoanalytic

Theory)

1. Core Definition

Motivation Research (MR) is a specialized area within consumer research dedicated to probing the

deeper, often unconscious, psychological drivers that compel individuals toward specific

purchasing decisions or brand loyalties. Unlike purely descriptive quantitative research, which

focuses on what consumers do or what they explicitly say they prefer, MR seeks to answer the

fundamental question of why. It operates under the premise that many consumer behaviors are

not driven by rational, easily articulated reasons, but rather by underlying desires, fears,

aspirations, and unresolved conflicts rooted in the subconscious mind. This methodology draws

heavily from psychoanalytic theory, postulating that true motivations are frequently disguised,

censored, or unknown even to the consumer themselves, necessitating indirect and interpretive

research techniques to expose them.

The research methodology employs a blend of psychology and market analysis, aiming to uncover

symbolic meanings attached to products and services. For example, a consumer purchasing an

expensive sports car may consciously state the reason is performance or reliability; Motivation

Research would delve into whether the actual, underlying motive relates to social status, a search

for youthfulness, or the compensation for feelings of insecurity. The primary utility of MR in a

commercial context is to provide actionable insights that can be leveraged in advertising and

product design, thereby allowing marketers to connect with consumers on a profoundly emotional

and often primal level, exploiting these discovered motivations for commercial gain, as noted in the

source material.

While the term encompasses various qualitative techniques, its distinguishing feature is the

interpretive lens applied to the data. Researchers trained in clinical or experimental psychology are

often required to analyze responses to projective tests or unstructured interviews, translating latent

content (the hidden meaning) into manifest content (the observable behavior or stated preference).

This deep reliance on subjective interpretation is both the strength and the central vulnerability of

Motivation Research, setting it apart from empirical research paradigms that prioritize statistical

generalization and objective measurement.

2. Etymology and Historical Development

Motivation Research emerged as a distinct discipline in the United States shortly after World War

II, flourishing particularly during the 1940s and 1950s. This historical period was characterized by

mass production capabilities coupled with increasing market saturation, forcing manufacturers to
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move beyond merely satisfying basic needs toward understanding the creation of desire. Early

consumer research techniques, primarily based on direct questioning and statistical surveys,

proved inadequate for explaining complex, sometimes irrational, purchasing patterns.

The seminal figure most closely associated with the popularization and commercial application of

MR is Ernest Dichter (1907-1992), an Austrian-American psychologist who immigrated to the U.S.

and applied Freudian concepts directly to advertising. Dichter pioneered the transformation of

consumer goods into symbolic objects. His work for major corporations, such as uncovering that

convertibles symbolized youth and freedom (leading to increased sales) or that instant coffee was

resisted because it made women feel 'lazy' (leading to packaging and advertising changes),

solidified MR's place as a critical, albeit controversial, marketing tool. Dichter's book, The Strategy

of Desire (1960), served as a key text for the field, advocating for the strategic use of psychological

insights to influence consumer behavior at scale.

By the late 1950s and early 1960s, Motivation Research peaked in popularity, becoming

synonymous with sophisticated, psychological advertising campaigns. However, its success was

accompanied by significant public scrutiny and intellectual criticism. Critics, most notably Vance

Packard in his influential 1957 book The Hidden Persuaders, raised alarms about the ethical

implications of using deep psychological insights to manipulate the public without their conscious

knowledge, transforming MR from a scientific methodology into a subject of moral and social

debate regarding exploitation and autonomy. Although its intense popularity waned by the

mid-1960s due to methodological criticisms and ethical concerns, the core principles and

qualitative techniques pioneered by MR remained foundational to modern qualitative marketing

research.

3. Key Concepts and Components

The application of Motivation Research relies heavily on the use of projective techniques, which

are indirect methods designed to bypass the conscious defenses of the respondent. These

techniques are borrowed directly from clinical psychology, repurposed for commercial

investigation. They are crucial for eliciting responses regarding sensitive or subconscious topics

that direct questioning would fail to reveal.

Thematic Apperception Tests (TAT): Participants are shown ambiguous pictures and asked to

create stories about them. The assumption is that the themes, relationships, and emotional

narratives projected onto the images reflect the participant's own underlying attitudes, fears, and

motivations regarding related products or social contexts.

Word Association and Sentence Completion: Respondents are asked to quickly state the first

word that comes to mind after hearing a specific product or brand name, or to finish an incomplete

sentence. The speed and nature of the response are analyzed to reveal immediate emotional
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connections or psychological associations that might be suppressed in structured conversation.

Third-Person Technique: Instead of asking consumers directly why they haven't bought a

product, the researcher asks why a "neighbor" or "average person" might avoid it. This allows the

respondent to project their own socially undesirable or subconscious reasons onto a hypothetical

third party, providing a valuable layer of psychological distance.

In-Depth Interviews (IDIs): These are unstructured, extended conversations where the

interviewer uses non-directive questioning, employing techniques borrowed from clinical therapy to

encourage the respondent to elaborate freely on feelings, memories, and associations related to

the product category. The depth allows the researcher to follow unexpected emotional leads.

Picture Sorts and Collage Techniques: Consumers are given various images and asked to

select those that represent a brand or product category, and then explain their choices. This visual

mapping helps articulate abstract or symbolic meanings that are difficult to verbalize directly.

These methods collectively function to create a psychological profile of the consumer's relationship

with the product, identifying the emotional needs (e.g., security, power, belonging) that the product

is perceived to fulfill, often unconsciously. The interpretation of these findings requires significant

expertise, often resulting in complex reports detailing the deep, symbolic meaning of colors,

shapes, and brand usage.

4. Significance and Impact

Motivation Research fundamentally changed the landscape of marketing and advertising by

shifting the focus from product features to psychological benefits. Prior to MR, advertising often

relied on straightforward informational appeals. MR demonstrated that consumers bought images,

feelings, and symbols, not just utility. This realization led to the creation of enduring brand

personalities and archetype campaigns that dominate modern marketing.

One of the most significant impacts was the development of emotional branding. MR studies

revealed, for instance, that men bought heavy, rugged cars not just for safety, but because they

symbolized dominance and masculinity; similarly, certain foods might be purchased because they

evoked nurturing and motherly love. This led to campaigns that appealed directly to these hidden

needs. For example, the creation of the Marlboro Man campaign was based on MR insights that

men felt insecure about smoking filtered cigarettes (which were perceived as feminine),

necessitating an image of ultimate, rugged masculinity to compensate for and override this

insecurity.

Furthermore, MR's legacy persists in modern qualitative research. While the term 'Motivation

Research' itself became less common after the 1960s, the techniques it popularized--such as
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focus groups utilizing projective exercises, ethnographic studies, and deep contextual inquiry--are

now standard tools in consumer insight development. It legitimized the use of clinical psychological

models within commercial contexts, paving the way for disciplines like neuromarketing and

behavioral economics, which similarly explore the non-rational elements of decision-making. In

essence, MR introduced the idea that successful commerce requires profound psychological

empathy and an understanding of human irrationality.

5. Debates and Criticisms

Despite its commercial success, Motivation Research faced substantial academic and ethical

criticism, which ultimately contributed to its decline in formal usage. The primary methodological

critique centers on the issues of reliability and validity. Since MR relies almost entirely on

subjective interpretation by the researcher, the findings are often difficult to replicate, leading to

questions about their scientific rigor. Different researchers applying different psychoanalytic

frameworks might draw vastly different conclusions from the same projective data.

Generalizability is another major limitation. MR studies typically involve small, non-representative

samples (sometimes fewer than 50 participants) due to the intensive nature of the data collection

(long, in-depth interviews). Critics argued that conclusions drawn from such limited samples could

not be reliably extrapolated to the mass market, making them inherently risky foundations for multi-

million dollar advertising campaigns. Furthermore, the findings often lacked predictive power; while

MR could explain *why* a product was currently failing, it was less successful at accurately

predicting future market success.

Perhaps the most persistent criticism remains the ethical dimension, particularly the charge of

manipulation and exploitation. As the source content suggests, the goal of MR is to find true

motivations that can then be "exploited." Critics argued that deliberately targeting unconscious

vulnerabilities, fears, and desires--such as linking purchases to existential needs like self-worth or

immortality--constituted an unethical subversion of consumer autonomy. This debate highlighted

the tension between scientific knowledge acquisition and commercial application, raising questions

about the moral responsibility of researchers using psychological tools for profit.

Further Reading

Ernest Dichter: Wikipedia Entry

Motivation Research (Marketing): Wikipedia Entry

The Hidden Persuaders by Vance Packard (1957)

ARABPSYCHOLOGY.C
OM

https://en.wikipedia.org/wiki/Ernest_Dichter
https://en.wikipedia.org/wiki/Motivation_research
https://en.wikipedia.org/wiki/The_Hidden_Persuaders
https://scales.arabpsychology.com/?p=64000
https://scales.arabpsychology.com
https://scales.arabpsychology.com

