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Think back to your days as a college freshman,... so many
classes, so many options. If you ever took a psychology class,
you might remember a guy by the name of Abraham Maslow.

Maslow was a psychologist that came up with a theory dealing with
the hierarchy of human needs. No, marketing is not essential to
human survival, and chances are your product or service is not
either. However, whatever you are offering, it will fall into one
of the categories Maslow has listed in his hierarchy of needs.
And if you know which need you should appeal to, it will be that
much easier to market to your prospects.

The first level on Maslow's hierarchy deals with physiological
needs. These are the most basic necessities that humans require
to survive. Food, water, shelter, and oxygen all fall into this
category, along with sleep, activity and other inevitable human
functions.

If your product or service has to do with a basic need, your main
problem is getting the customer to buy from you instead of your
competitors. Everybody needs food, so why would potential
customers be more inclined to buy lunch at your restaurant
instead of the taco shack across the street? Perhaps you have
lower prices, better quality, faster service, or a more
comfortable environment than they do. It is important to stress
that what YOU offer holds certain advantages over the customers'
other choices.
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The next stage of human need deals with safety and security. Turn
the TV on for five minutes, and see how many ads about insurance,
retirement plans, or home alarm systems play during the
commercial break. How would the use of your product initiate
feelings of safety and stability in your customers' lives? Stress
these factors as your main selling points.

The third tier of Maslow's hierarchy is the love and belonging
step. We have all felt the desire to be closer to our families,
to have more friends, or to find a significant other.

Appealing to these desires is useful if you run a personals web
page or a own a club. Tell your prospects about the great

interactions they will have if they try your service, and use
testimonials from customers past. Hearing about great results
from former clients is a great way to get new buyers.

Maslow's next area of human need deals with esteem. One area of
esteem needs calls for recognition from others, status,
attention, and recognition. The other area hits a little closer
to the self, involving self respect, confidence, competence,
independence and achievement.

I am reminded of a shampoo commercial in which the lead actress
walks through an office building with the admiring eyes of many
workers following her around. At the end, she walks into a board
meeting and states that she doesn't even work for the company,
and all the attention must be the result of her shampoo.

The last tier of Maslow's hierarchy is called the self
actualization level. Ever heard the army slogan "Be all that you
can be"? This is an appeal to the self actualization needs of
human beings. Approaching people at this level of the hierarchy
involves inviting them to live up to their full potential as a
hard working, motivated member of society.

Appealing to the needs of your customers can be a great way to
grab the attention of your customers, as long as you remember to
be responsible about it. Who knew incorporating psychology into
your marketing plan could be such a great way to grab customers?

Consumer Participation Hierarchy and Consumer Profiling

The Hierarchy Of Marketing

2



By Darrin F. Coe, MA

Consumer Participation Hierarchy and Consumer Profiling by Darrin F. Coe, MA

copyright 2004

According to the Journal of Consumer Affairs, (1999), consumer participation can be divided into a six
level hierarchy. Each level provides insight concerning the demographics of a given set of consumers
and how involved they are in consumer activities. This information can be used when an entrepreneur
is developing a profile of their ideal customer, which in turn is important in the development of a
marketing strategy.

Tier six of the hierarchy is comprised of the "cosmopolitans". This group of consumers tends to be very
diverse socially. They tend to be mature adults in between the ages of 30−44 and are very proactive in
making consumption decisions. They are highly aware of deficiencies and problems and tend to be
very influential to those around them. They are viewed as leaders in their communities and actively
seek out multiple forms of information and synthesize this information into useful units. Cosmopolitans
tend to have higher levels of education but not necessarily higher levels of income.

Tier five of the hierarchy is made up of the "opinion leaders". These consumers tend to have college
education and are employed. This group also tends to have, on average, the highest levels of income.
Most of this group is comprised of professionals and managers.

Tier four of the hierarchy is made up of the "active consumer". This group tends to be predominately
between the ages of 30 and 44 and has a large amount of homemakers. The vast majority of people in
the group would be considered craftspeople or skilled laborers. Finally, this group tends to be erratic in
it's information gathering and comparative shopping.

Tier three of the hierarchy is made up of the "dependent consumer". This is the stereotypical and
average consumer. They tend to have lower levels of education and income and are generally poorly
informed about consumer choices. They also tend to have "recognition−level" consumption knowledge.
This group generally has a much lower desire for increased consumer knowledge and also contains a
significant number of people 60 years of age and older.
Tier two of the hierarchy is the "hi−dependent" consumers. This group makes very poor consumer
decisions, and have a very low desire for consumer information. They rely on others to make their
consumer decisions for them. This group is lower in education and lower in income.

Finally, tier one of the hierarchy are the "non−decision makers". This group represents 28 percent of all
consumers. This group tends to make decisions based on default options or they leave consumption
decisions to someone else.

Note that tiers two and three make up 60% of all consumers, with tier one making up another 28%.
This leaves only 12 % of consumers who are well informed, desire multiple forms of consumer
information, and do well in perceiving consumer needs and problems.
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With the above information one can begin to create a general profile of their ideal customer. For
example, here's how I would apply the above hierarchy to marketing my ebook, "Micro Loans: Finance
Your Dreams". First, I would assume that 60 % of my market is going to made of people who have an
average level of education, with average income. Many of the people in the majority market are also
retired, but a majority are between the ages of 30 and 44. They tend to have a lowered desire for
consumer information and also tend not to perceive consumer needs or problems. They also tend to be
fairly dissatisfied with their place in life.

I can then ask myself is this the market I want to pursue? 28 % of the market is completely
unmotivated and I don't want to pursue that market with this product so I'll choose to target the 12% of
the consumer market that tends toward gathering information, perceiving needs, and comparing
solutions. So now I can create a customer profile. My ideal customer will be between the ages of
30−44. They will have some college education. They will have an average to above average income but
they will probably believe they should have a higher level of income. They will probably be employed
and working for someone else. They will have some type of business knowledge based on probably
being either a tradesperson, a manager, or a professional.

This customer will probably be open to information concerning wealth creation but the information will
need to be credible and well presented without the gloss of appearing to be marketing or overt
advertising. This customer will not believe in get rich quick schemes but will probably be interested in
proven methods that can be validated. Finally, when this customer perceives a need or problem they
will actively look for a solution.

Now it is my task to position my product as a credible, useful, product that will help my customer create
wealth leading to increased life satisfaction.

Take a moment to use the above hierarchy in developing your ideal customer profile and see if you
can't create some unique marketing strategies for your product or service.

Darrin F. Coe, MA is a mental health professional, weekly columnist, and author of the ebook "micor
loans: finance your dreams" available at http://dcoe1.tripod.com contact him at coe@ris.net or
http://dcoe1.tripod.com
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