
CONSUMERS' BUYING MOTIVES

By MELVIN T. COPELAND

A an introduction to a study of
consumers' buying motives, I
have made an examination of

717 advertisements in current periodi-
cals. These included general magazines,
women's magazines, and national week-
lies. Although a survey of this sort
could not be expected to reveal every
buying motive that induces consumers
to purchase merchandise, nevertheless it
has indicated those motives to which ap-
peals commonly are being made at the
present time for the sale of goods for
personal consumption. The study was
confined to the buying motives of indi-
vidual consumers; it did not cover the
buying motives of industrial purchasers
and other wholesale consumers.

Practically every manufacturer is con-
stantly confronted with the following
questions: What are the selling points
of my product? What are the most
effective sales arguments for my sales-
men to use? What are the most promis-
ing appeals to use in advertising my
product? To ansv/er any of these ques-
tions satisfactorily, it is necessary to ask
another: What are the motives that
will lead consumers to buy the product?
In other words, a "selling point" or a
"sales argument" is effective only in so
far as it succeeds in arousing a buying
motive. The determination of the con-
sumers' buying motives to which appeal
should be made, consequently, is one of
the keys to successful salesmanship and
to effective advertising.

The most prevalent malady that af-
flicts numerous sales and advertising de-
partments is sales egotism. The chief
executive of a manufacturing company.

his sales manager, and his advertising
manager, thoroughly familiar with the
product and its merits, almost inevitably
tend to overestimate its salability. They
recognize its good qualities with such
great appreciation that they have diffi-
culty in reminding themselves constantly
that its merits are not equally apparent
to those who are expected to purchase
it. The necessity of keeping the con-
sumer's point of view constantly in mind
is a commonplace in salesmanship. Al-
though almost universally recognized m
principle, it proves to be far from easy
to observe the rule in practice. As a
matter of fact, in the 717 advertise-
ments covered in this survey, there were
34 in which no appeal to a buying
motive could be detected, even with
liberal imagination. Among the others,
there were several in which the buying
motives were so obscure as to warrant
suspicion that the buying motives which
it was sought to arouse were, at best,
only hazily recognized by those respon-
sible for the advertisements.

It was decided to make this study of
buying motives by an examination of
current advertisements because that ma-
terial was ready at hand; the time and
expense involved would have been too
great to warrant undertaking a compre-
hensive, general field survey among con-
sumers. A field survey, furthermore,
would not have yielded equally depend-
able results, because a majority of the
buying motives of consumers are not
rational motives, and in many instances
dependable answers could not have been
secured. The average consumer, for
example, probably would not admit pur-
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chasing an automobile from the motive
of emulation or purchasing silverware
from the motive of social achievement;
but the frequency with which such ap-
peals are used by experienced advertis-
ers indicates that they are effective.
Even though such a study of advertise-
ments as has been made here cannot be
final in the determination of all the buy-
ing motives which inffuence consumers
in making their purchases, nevertheless
it does represent the collective experi-
ence of a large number of advertisers.
Whether these advertisers have made a
careful study of buying motives or not,
they certainly have learned from obser-
vation, in a general way at least, which
motives are operative. The advertise-
ments offer tangible evidence as to the
motives to which appeals actually are
being made in current advertising and
sales practice.

In carrying on this study, the first dif-
ferentiation of buying motives that be-
came apparent was between primary
motives and selective motives. A pri-
mary motive is one which imparts to
consumers the major, initial impulse to
purchase the kind of article offered for
sale. In an advertisement of clocks, for
example, in which the appeal centered
on the point that such a clock is "one of
the few truly permanent things that
enter into home-making," the primary
appeal was to the motive of securing
home comfort—the desire to make the
home more livable by the installation of
an attractive clock. A selective motive,
on the other hand, is one in which the
aim is to divert the consumer's expendi-
ture away from other brands of the
same article. It does not recognize the
fact that for most articles it is necessary
to compete for the consumer's patron-
age, not only with other brands of the
same article, hut also with many other
articles serving different purposes. The

economy in purchase, or price, motive is
an example of a motive that is selective.
The average consumer does not pur-
chase an article merely because it is
cheap. First there must be a primary
motive to purchase the article. Price
then may come in to determine the
choice between competing brands.

From the study of the advertisements
covered in this survey, it was concluded
that if the demand for any article is
latent, appeals only to primary motives
are appropriate. If the article is a new
article or one for which the consumers
have not felt the need, then the general
objective in selling and advertising must
be to arouse the desire for such an
article before any attempt is made to
influence brand selection; the consumer's
expenditure must be diverted from
other commodities or purposes. Even
in the case of articles for which the de-
mand is not latent, furthermore, it is
unsafe to rely entirely upon selective
motives.

Competitive advertising, in which ap-
peal is made only to selective motives,
is probably overlooking an elementary
principle which seems to be as applicable
to advertising as to other affairs of life.
It is generally recognized that a person
obtains more enjoyment from reading
the newspaper critic's comments on the
first night of the opera, when the reader
himself has been present. Likewise, one
usually obtains more enjoyment from
reading the review of a book that he al-
ready has read than from other book
reviews. One enjoys more thoroughly
the account of a football game in the
Sunday newspaper when he was present
at the game than if he had not had the
opportunity of witnessing it. Reason-
ing from the operation of this prmciple
in other fields, the conclusion is to be
drawn that in selling and advertising it
is likelv to be worth while to make use
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of appeals to the primary buying
motives that generally induce consumers
to buy the article. The fact that a buy-
ing motive is generally familiar to con-
sumers is a strong reason for making
a definite appeal to it; the more familiar
consumers are with the motive, the more
they are likely to be influenced by an
appeal to that motive; it is sound prac-
tice, therefore, even in highly competi-
tive industries to include appeals to
major buying motives in the sales plans
and in the advertisements and not to
confine the appeals to those motives that
are solely or even chiefly selective.
Numerous instances among the adver-
tisements examined indicated that the
specific recognition by the advertiser in
his copy of the existence oi a major buy-
ing motive tends to strengthen rather
than to weaken any subsequent appeals
that may be made to motives for brand
selection.

Another classification of the buying
motives found in the 717 advertisements
studied became apparent after the re-
sults had been tabulated. This group-
ing is more basic than the distinction be-
tween primary and selective motives.
The basic classification that finally was
decided upon was to group the buying
motives according to whether they were
(r) instinctive, (2) emotional, or (3)
rational.

The instinctive group includes such
buying motives as distinctheness, emula-
tion, gratification of the romantic in-
stinct, maintaining and preserving
health, and satisfaction of the appetite.
These motives have their origin in nat-
ural, inward impulses. They represent
in large measure unconscious, involun-
tary, or unreasoning promptings to ac-
tion.

The emotional group includes such
buying motives as pride of personal ap-
pearance, pride in appearance of prop-

erty, cleanliness, pleasure of recreation,
and securing home comfort. These are
conscious motives. Action is stimulated
through these motives, however, not by
an appeal to reason, but by an appeal to
the conscious desire of the consumer to
please his own personal feelings.

The rational motives are those which
are aroused by an appeal to reason.
This group includes such motives as de-
pendability in use, durability, and econ-
omy in purchase. When these appeals
are used, it is expected that the con-
sumer will make his purchase only after
reflection and the use oi his reason.

/. Instinctive Buying Motives

1. DiSTiNCTiVENESS. In 27 adver-
tisements, the major appeal was to the
desire for distinctiveness, that is, the
desire to manifest individuality in judg-
ment or taste, or to display leader-
ship in personal appearance or in the
appreciation oi new offerings. This
motive is based on an inherent desire
to obtain primacy, to excel, to "set the
fashion." The appeal to this motive
is made most effectively when stated,
not baldly, but with subtle suggestion.
It recognizes the desire of some con-
sumers to have "something different"
from their associates. The lady who
purchases the newest Parisian style is
influenced by the buying motive of
distinctiveness. She wishes to be the
first to wear that new style. The man
who purchases a suit because the tailor
has only one piece of that pattern is in-
fluenced by the desire to have something
different. The family which buys an im-
ported automobile is influenced, in part
at least, by the motive of distinctiveness.

Among the advertisements that came
within this group m the 717 studied was
one of pearls, which were offered as
"distinctively different." Another was
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the advertisement of a merchant who
based his appeal on the fact that he pur-
veyed "distinctive shirtings." An adver-
tisement of furniture centered its appeal
on the selling point that "the color
schemes may be selected to match with
the interior decorations into a charming
ensemble that is distinctly pleasing and
out of the ordinary"; the fact that the
merchandise was "out of the ordinary"
made this an appeal to distinctiveness.
A tone of distinction was employed in
the illustration and text of many of the
advertisements in this group, which it
apparently was expected would carry an
atmosphere of distinctiveness that the
reader would wish to attain.

The articles, for the sale of which
appeal to the buying motive of distinc-
tiveness was made, generally were
specialty goods. As was explained in an
article in a previous number of the
HARVARD BUSINESS REVIEW, "specialty
goods are those which have some par-
ticular attraction for the consumer,
other than price, which induces him to
put forth special effort to visit the store
in which they are sold and to make the
purchase without shopping." Distinc-
tiveness ordinarily is not characteristic of
shopping goods—"those for which the
consumer desires to compare prices,
quality, and style at the time of pur-
chase." It also cannot ordinarily be
used effectively for convenience goods
—"those customarily purchased at easi-
ly accessible stores." The appeal to
distinctiveness carries with it an implica-
tion that the consumer is expected to be
willing to go to the store where the
distinctive merchandise is sold.

2. EMULATION. In 37 advertise-
ments the primary appeal was to emu-
lation. The purpose of the consumer
who is influenced to make a purchase
by the motive of emulation is to equal

or rival his neighbors and associates
in display, wherever the avenue of ex-
penditure may lead. He wishes to show
that he can "keep up" with them. One
shoe manufacturer, for example, as-
serted: "In these four smart shoes.
you find Fashion's choice for fall." A
hosiery manufacturer stressed as one
selling point: "Silk, the accepted fabric
of elegance." A cosmetic manufacturer
featured the use of his product by a
famous stage beauty, the obvious im-
plication being that the reader would
wish to emulate that beauty. A trunk
manufacturer stated: "Smart women

know they are judged by ttie
looks of their luggage." A manufac-
turer of mustard stated that such mus-
tard generally was requested "by the
connoisseur of good foods." An auto-
mobile company used an appeal to the
motive of emulation by referring to its
product as "the modern woman's
favorite car."

The motive of emulation usually was
subtly suggested, and frequently the sug-
gestion was conveyed by means of an
illustration. The advertisements in this
group included six for shoes, six for
men's clothing and furnishings, five for
women's garments, four for perfumery,
lotions, and face powders, three for
automobiles, two for hosiery, and eleven
miscellaneous. In so far as this prac-
tice can be used as a guide, it indicates
that the motive of emulation influences
both men and women in making their
purchases.

The motive of emulation was used for
convenience, shopping, and specialty
goods. It probably has its strongest ap-
peal for shopping goods, in which the
element of fashion enters, and for some
specialty goods. Fashion, the prevail-
ing mode or style in wearing apparel, is
an especially good example of the buy-
ing motive of emulation. In fact, it is
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more influential than these advertise-
ments in national media indicated, for
the continual series of fashion changes,
particularly in women's wearing ap-
parel, are not represented frequently
in the copy of national advertisers.
One of the peculiar characteristics of
fashion is that its influence is largely
independent of inherent beauty or du-
rability. Wben fashion changes, ap-
parel that still retains such inherent
beauty as it originally possessed and
that still is far from being worn out is
discarded. It is supplanted by apparel
of a new prevailing style, merely be-
cause the consumer wishes to be "in
fashion," to "keep up" with others. A
person influenced by emulation does not
wish to be behind the fashion in her
particular social group, and she does not
have the initiative, judgment, and social
influence to lead her to attempt to set
a new fashion.

Every fashion, nevertheless, by its
very popularity carries within itself the
germ of its own destruction. The more
rapidly it becomes popular, the sooner
it will begin to be supplanted by another
distinct fashion. Just as soon as the
motive of emulation has made a fashion
widely popular, the style leaders who
are influenced by the motive of distinc-
tiveness want no more of the popular
fashion; it has become "too common";
they want something new. The uncer-
tainty of this rate of change and the
inevitable conflict between the motives
of emulation and distinctiveness are two
of the particularly powerful deterrents
from more extensive national advertis-
ing of goods subject to rapid, seasonal
changes in fashion.

3. ECONOMICAL EMULATION. Six
advertisements were included in this
group. Ordinarily, the appeal to emu-
lation does not stress low cost or econ-
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omy. At first thought, furthermore,
cheapness seems inconsistent with emu-
lation, for the latter frequently op-
erates to prove, at least nominally, that
the consumer can afford to "keep up"
with his acquaintances, that he does not
find it necessary to economize more
than they do, that he is sufficiently suc-
cessful financially to afford at least as
good articles as they can afford. In
several advertisements among those ex-
amined, however, the motive to which
appeal was made was emulation, with
an emphatic explanation as to how the
result could be secured at economical
prices. For instance, one fur company
stated that its product was "the best imi-
tation of the genuine article." An auto-
mobile company stated that its car
"rivals the finest of custom-built cars

with a price far lower than
you would expect to pay." Another
automobile manufacturer stated that his
product afforded "custom-built quality
at a quantity price." A shoe manufac-
turing company stated that its product
sold for $6 a pair, whereas "shoes like
it sell for $10." Although the particu-
lar advertisements cited here may have
been effective, on general principles one
would expect that ihe appeal to this
motive should be ustA sparingly. It in-
volves the danger of overselling, where-
as actual sales experience generally indi-
cates that underselling is sounder policy
than overselling, in that by the former
the consumer is not led to expect more
satisfaction than the product will yield.

4. SOCIAL ACHIEVEMENT. This mo-
tive aims at the achievement of distinc-
tion in social relationships by the mani-
festation of good taste in managing
and participating in social affairs. There
were nine advertisements placed in this
group. One was for a book of eti-
quette, which offered instruction on how
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to avoid social blunders. Another ex-
ample was that of a silverware manu-
facturer, in which an attractive illustra-
tion that helped to arouse the motive
was supplemented by: "Charming
Memories. Her formal dinners—
Luncheons at the club—Coffee on the
terrace—for two." In the advertise-
ment of a writing paper manufacturer,
the following statement stood out as
the chief appeal: "The letter a woman
writes shows her good taste as surely
as will her hat or her home."

In all these instances the appeal was
to the individual's desire for social
achievement, not for emulation. The
appeal to social achievement most com-
monly is applicable to specialty goods.

5. PROFICIENCY. The motive for at-
taining proficiency arises from the satis-
faction that is felt in doing one's tasks
well, and incidentally from the enjoy-
ment of such credit as may accrue from
a capable performance of the tasks.
Ten advertisements were in this group.
In most instances, they recognized the
desires of particular groups of con-
sumers to attain a reputation for being
well skilled. Two examples of these
advertisements suffice to illustrate this
buying motive. In an advertisement
of salad dressing the appeal centered on
the explanation of the headline: "What
all women may he—and some women
ire." In an advertisement of macaroni
and similar products, "new dishes" were
advertised as "the constructive side of
housekeeping."

6. AMBITION. The buying motive of
ambition is the desire for personal ad-
vancement—personal gain or prefer-
ment. Appeals to ambition differ from
the appeals to the buying motives of
uxial achievcmenl and proficiency, m
that ambition carries with it a stronger

idea of advancement. In arousing this
motive, consequently, greater effort is
made to inspire self-confidence and cour-
age in the prospective buyer's mind. In
the case of social achievement and pro-
Iliiency, it is recognized that the pro-
spective customer is at or near the top.
one who readily can grasp the sugges-
tions for achieving distinctwn either in
vxjcial matters or in the skilful perform-
ance of tasks.

Se\ en advertisements fell under this
heading. Ihree of them were sax-
ophone advertisements, in which efforts
were made to arouse social and pecuni-
ary ambitions. Another example of an
appeal to ambition was the one used by
a shoe manufacturer, who stated that
'big men who do big things" are aided
to clear thinking and quick action by
wearing comfortable shoes that facili-
tate the free circulation of blood in their
feet. A negative appeal to ambition
was found in the advertisement of a
throat wash for a man as a corrective
for the one thing which bad "retarded
his progress both in business and
socially."

7. Ro.MANTic INSTINCT, The buy-
ing motive of gratifying the romantic
instinct was recognized in eight adver-
tisements. One of these was an ad-
\ ertisement of incense: "A tiny wisp
of incense, curling from a burner in
your home tonight, can bring to you
all the mystery, the beauty and the lure
of Eastern Romance." In an advertise-
ment of sterling silverware, the appeal
was directed to tbe spirit of romance
in the days just preceding marriage
when the bride-to-be is selecting her
furniture and silver. lour ad\ertise
ments in tbis group were those of steam
ship companies, which sought to stimu-
late enthusiasm for enjoying the "gold-
en romance" of the Orient, tbe "age-old
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romance" of the West Indies, and the
color and beauty of the "glamorous
cities of the Mediterranean."

8. MAINTAINING AND PRESERVING
HEALTH. This buying motive goes back
to the instinct of self-preservation. It
is universal and innate. Thirty adver-
tisements apparently belonged in this
group. Five of these were for den-
tifrices, three soap, three heating equip-
ment, and nineteen miscellaneous. Neg-
ative appeals were used in one-third of
these advertisements.

9. PROPER CARE OF CHILDREN. In
18 advertisements among those exam-
ined the appeals were to the desires
of parents to assure their children of
proper care, by such means as providing
comfortable clothing and healthful food.
This differs from the preceding motive
in that it is based on the instinct of
parental affection and the recognition of
the duty of fulfilling parental obliga-
tions. In the advertisements in this
group, six aimed to stimulate sales of
children's wearing apparel, five food,
three soap, two talcum powder, and two
miscellaneous.

10. SATISFACTION OF THE APPE-
TITE. This pertains to the inherent de-
sire for food and drink, in order to pro-
vide nutrition and refreshment for the
body. Where it is sought to arouse this
motive, however, the emphasis is not on
health or the necessity of sustenance, but
upon the enjoyment of a good meal or
an "appetizing" article of food or drink.
The impressionistic type of copy was
used with especial frequency in the 22
advertisements in this group. The most
extreme example of tbe use of the im-
pressionistic appeal was a full-page
spread without text, which pictured an
anxious ranchman who had lost a case

of Jell-O on the railroad track, just a*
he was starting for home with a heavy
load. The anxiety which he clearly dis-
played, as he hurried his stubby legs to
snatch the package from under the on-
coming train, conveyed a message that
could not be mistaken.

11. PLEASING THE SENSE OF TASTE.
When the appeal is made to this mo-
tive, the emphasis is on the flavor, the
quality, or savor as perceived by the
tongue, whereas satisfaction of the ap-
petite is experienced through the diges-
tive organs. Satisfaction of the appetite
usually involves pleasant taste, but in 31
of the advertisements exarnined the ap-
peal was made to taste alone. The ad-
vertisement of Lucky Strike Cigarettes,
which stressed the "delightful flavor"
because "it's toasted," used an appeal
to the sense of taste. In a salad dress-
ing advertisement, the buying motive
that appeared was the "subtle, elusive
charm of taste." For Aunt Jemima
Pancake Flour it was stated: "No other
cook could get that same flavor in pan-
cakes."

12. ALLEVIATION OF LABORIOUS
TASKS. Thirteen advertisements recog-
nized the inherent desire of consumers
to lessen the effort required to perform
essential tasks, to "save labor," to miti-
gate the performance of disagreeable
tasks, to secure relief from drudgery.
Although the desire to avoid unnecessary
labor is instinctive, nevertheless, it is
noteworthy that efforts to arouse this
buying motive were far less common
than the use of emulation and pride of
personal appearance, for example, as
buying motives.

13. SECURITY FROM DANGER. TO
obtain security from danger, either to
one's self or to one's family, is a nat-



146 HARVARD BUSINESS REVIEW

ural desire to which appeal as a buying
motive was made in nine advertise-
ments, including two for automobiles,
three for automobile accessories such as
tire chains and head lights, two for in-
surance, and two miscellaneous.

//. Emotional Buying Motives

14. PRIDE OF PERSONAL APPEAR-
ANCE. This is the buying motive to
which appeal was made most frequently
in the advertisements examined. Pride
is closely related to emulation, but there
are distinctions between the two mo-
tives which are of significance from the
practical sales standpoint. Pride is self-
esteem, the feeling of elation at having
those things of which one is worthy, the
satisfaction of making a good impres-
sion for one's own worth, or, more com-
monly, by one's appearance. In emula-
tion the object is to make a good show-
ing in comparison with others, to be "in
fashion," whether or not that fashion
is artistic and beautiful. In the appeals
to pride, the notion of comparison with
one's associates is pushed Into the back-
ground and the emphasis is placed on
the inherent attractiveness or worth of
the results obtained. In marketing
ladies' garments, for example, if the
chief selling point is that they are fash-
ionable, the buying motive aimed at is
emulation; if the selling point is that
they are beautiful, the buying motive is
pride. Pride connotes independent ap-
preciation; emulation, "keeping up"
with others; distinctiveness, keeping
ahead of others, or manifesting inde-
pendence of taste. Although it well
may happen that the satisfaction of
pride results in a high degree of excel-
lence in comparison with others, the ob-
icct is sought for its own attractiveness,
not because it excels in comparison. In
one soap advertisement, the sales attack

was centered on: "The charm of lovely
hair"; in the advertisement of a cos-
metic.: "Your eyes tell the story of
youth or years." A shaving soap was
advertised as "a help to every man" in
making a good personal appearance.
In an advertisement of kitchen cabinets,
an appeal to pride of personal appear-
ance was accomplished through the
headline: "Will your mirror tell a
happy story tonight?"

Among the 71 advertisements in
which pride of personal appearance was
the major buying motive, sixteen were
advertisements of cosmetics; twelve of
liair treatments, including shampoos
and accessories; eight hosiery; six cor-
sets; six dentifrices, including five ad-
vertisements of a single company with
different copy in each insertion; three
underwear; three ladies' garments; two
shoes; and fifteen miscellaneous. The
advertisements in this group included a
wide range of commodities, and among
them were convenience, shopping, and
specialty goods.

15. PRIDE IN APPEARANCE OF PROP-
ERTY. Pride in the beauty, charm, and
attractiveness of one's possessions is a
buying motive to which appeal was
made in 31 advertisements. The home
and the automobile were the types of
property to which pride in appearance
chiefly was applied as a buying motive.
Well-kept floors, an attractive doorway,
and decorative bookcases were examples
of the objective sought in pride in ap-
pearance of property.

16. EXPRESSION OF ARTISTIC TASTE.
This motive was used only for promot-
ing the sale of specialty goods. It
appeared in 17 advertisements. The
object of the consumer who desires to
express artistic taste is not primarily to
achieve distinetiveness or to satisfy
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pride, but to enjoy art and artistic ac-
complishment, to obtain the satisfaction
which comes to the possessor of that
which is artistic. One furniture adver-
tisement, for example, was addressed "to
those who love furniture for its beauty
of design and execution." A piano was
"recommended for its incomparable
tone"; an automobile for the "pure
beauty of the new body lines." A sil-
verware manufacturer advertised his
product as: "Things you choose to last
forever You and your descend-
ants will never weary of it." The ad-
vertisements in this group included five
for pianos; four for silverware; three
for furniture; and five miscellaneous.

The distinction between emulation
and expression of artistic taste as buy-
ing motives has been manifested mark-
edly in the automobile industry. Wben
automobile manufacturers, about fifteen
years ago, made radical changes an-
nually in model designs, they were
counting upon emulation to effect sales,
the desire to be in fashion. As the
policy of "style permanency" was de-
veloped, with infrequent changes in
model designs, the buying motive relat-
ing to the design of the car was shifted
to expression of artistic taste. The in-
fluence of seasonal styles as a buying
motive is essentially different from that
of enduring styles.

17. HAPPY SELECTION OF GIFTS.
The satisfaction of choosing gifts that
are appropriate to the occasion and
pleasing to the recipient was the major
buying motive in sixteen advertisements.
Five of these advertisements were for
silverware. The differentiation of this
buying motive from the expression of
artistic taste also is of fundamental
significance, as, for example, in the
formulation of the sales policy and the
selection of designs by a silverware

manufacturer. Although not of neces-
sity mutually exclusive, the two motives
tend to lead in different directions. If
a silverware manufacturer, for instance,
aims to sell his product chiefly for gift
purposes, variety of patterns and nov-
elty designs are likely to become prom-
inent factors. When the object is to
sell silverware to consumers for their
own use, the expression of artistic taste
—the appreciation of the beauty of the
design—is uppermost in the sales plans;
and novelty designs oftentimes are not
the most beautiful designs. An attempt
to combine appeals to both motives in
the same advertisement, furthermore,
ordinarily tends to cause confusion and
lessens the effectiveness which each ap-
peal would have if it were used inde-
pendently.

18. CLEANLINESS. The result of
cleanliness is better health, greater com-
fort, or more attractive appearance, but
when cleanliness appears as a buying
motive, the emphasis is on the means,
not on health, comfort, or appearance.
The desirability of accomplishing those
results is taken for granted. Cleanli-
ness, moreover, includes both per-
sonal cleanliness and home cleanliness.
Among the nineteen advertisements in
which the buying motive of cleanliness
was used, five were for soap and clean-
ing compounds, four for tooth brushes,
and ten miscellaneous, including such
articles as an electric washing machine,
insecticide, cold cream, and polishing
wax.

19. SECURING PERSONAL COMFORT.
So far as can be judged from the fre-
quency with which this buying motive
appeared, it is second only to pride
of personal appearance and dependabil-
ity in quality as an effective means for
increasing sales. The objective in secur-
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ing personal comfort is to enjoy the
contentment which flows from physical
comfort. Maintaining health has as
one of its purposes the securing of per-
sonal comfort, but with that in the
health motive are merged such consid-
erations as preservation of life, duty,
necessity of protecting earning power,
and family affection. Inasmuch as phys-
ical comfort frequently is used by
itself as a buying motive, it is necessary
to differentiate it from the motive of
maintaining and preserving health. Per-
sonal comfort, furthermore, is a motive
that can be aroused for buying numer-
ous commodities that do not directly
affect health. Under this same heading
is included also the motive of securing
relief from discomfort or pain, where
the negative appeal commonly is used.
Examples of appeals to the motive of
securing personal comfort included a
shaving cream, which was stated to
afford a "good, smooth, comfortable
shave"; rubber-soled shoes—"a new
comfort in summer dress"; soap, which
was said to "refresh and invigorate the
skin"; kitchen sinks, which "provide
comfort and prevent back-strain." The
motive of avoiding discomfort or pain
was appealed to chiefly for the sale of
liniments, corn cures, and bunion treat-
ments.

Forty-eight advertisements used the
buying motive of securing personal com-
fort. Among these were seven adver-
tisements of shoes; six of underwear;
four of shaving cream; three of shav-
ing accessories, such as brushes, razors,
and strops; three of soap; and twenty-
five of them advertised miscellaneous
articles.

20. PLEASURE OF RECREATION.
Recreation is the refreshment of
strength and spirits by pleasurable activ-
ity, and usually carries with it a conno-

tation of enjoyment of the big outdoor
world. In view of the obviously wide-
spread popularity of recreation, of the
enjoyment that millions of consumers
obtain from recreation, it is surprising
that this buying motive appeared in so
few advertisements; it was used in only
nine. Among automobile companies,
the Jordan has stood out as one that
has utilized especially the appeal to the
pleasure of recreation. In the group
of advertisements that were examined
in this study, there was one Jordan ad-
vertisement which featured the head-
line: "A million miles from dull care."
Another outstanding advertisement in
this group was that of 3-in-i Oil, to be
used in keeping the camper's outfit
working smoothly. Another was the ad-
vertisement of a canoe manufacturer.
A shoe manufacturer utilized this mo-
tive by urging consumers to "make
every walk a 'joy-hike.' "

21. ENTERTAINMENT. Whereas rec-
reation connotes refreshment and exhil-
aration, entertainment conveys the less
active concept of diversion by the agree-
able engagement of the attention.
Entertainment includes various forms of
amusement, such as indoor games, and
also the serious, instructive use of non-
working hours. There were seventeen
advertisements in which the major pur-
pose was to arouse the buying motive of
entertainment. Seven of these adver-
tisements were for music and musical
instruments.

22. OBTAINING OPPORTUNITY FOR
GREATER LEISURE. Where the appeal
to this motive is used, the desirability of
leisure, whether utilized for rest, recrea-
tion, or entertainment, is taken for
granted. Little or no reference is made
to the use to which the leisure will
be put; it is assumed that the
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normal person welcomes greater lei-
sure to he utilized as he may prefer
at the moment. A manufacturer of
floor coverings stressed: "Freedom
from Work—Freedom for Leisure."
For an electric washing machine patron-
age was solicited on the ground that:
"A housekeeper's time may be very
profitably invested in play, in visiting,
and receiving friends, or in taking
beauty naps." The manufacturer of an
oven heat-regulating device suggested
the desirability of its use on Thanks-
giving Day, in order that all the mem-
bers of the family might go to the local
football game. The fifth advertisement
in this group—there were only five in
all—was that of an electric range, which
embodied an automatic control that re-
moved the necessity for watching the
stove, and thus gave opportunity for
leisure. From general observation, one
would expect that the motive of obtain-
ing opportunity for greater leisure
would be more potent than is indicated
by the small number of instances in
which it appeared in these advertise-
ments.

23. SECURING HOME COMFORT.
This is the buying motive which arises
from the desire of a person to make
his home comfortable because of the
pleasure which accrues from the com-
fort itself; it carries with it the con-
cept of the quiet, personal enjoyment
of one's home. This motive aims to
enhance the "livability" of the home,
rather than to take pride in its appear-
ance. A chinaware manufacturer, for
example, suggested to prospective pa-
trons that they make their "rooms in-
vitingly cheerful." In one of the ad-
vertisements of the American Radiator
Company, its equipment was referred to
as "the invisible host whose
genial presence permeates every room

in the house." A manufacturer of drap-
eries suggested that his product would
make the home "livable and home-like."
A furniture manufacturer advised the
use of his product in order to provide
"a home of charm, individuality, and
livable comfort." There were twenty-
two advertisements in this group; six
were for heating equipment; four for
furniture; two for clocks; and ten mis-
cellaneous.

/ / / . Rational Buying Motives

24. HANDINESS. In seeking to
arouse this motive, emphasis is placed
upon the means by which the result
is to be accomplished rather than upon
the result itself. The convenience of
having the article ready at hand, its
adaptability for numerous, varied pur-
poses, and the avoidance of incon-
venience are reasons advanced for buy-
ing a product that is "handy." Twenty-
nine advertisements fell into this group.

In an advertisement of the Walworth
Stillson wrench, it was stated: "For
every car in any trouble, the Walworth
Stillson wrench is—a whole kit of
tools." A Goodell-Pratt advertisement
aimed to show how handy Mr. Punch
was. A company manufacturing ab-
sorbent cotton pointed out that its prod-
uct has "countless uses" and that it
"absorbs twenty times its weight in
moisture." A manufacturer of kitchen
cabinets showed the "wonderful con-
veniences built into it." An
advertisement of Packer's Tar Soap,
announcing a new metal container, made
its appeal to the buying motive of handi-
ness by showing the convenience of the
container. Inasmuch as this was the
first announcement of the container, the
advertisement had real news value in
this case. Ordinarily, however, the con-
venience of the container is not likely
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to prove to be a powerful buying mo-
tive; a consumer usually buys an article
for its own worth, rather than because
of the incidental handiness of the con-
tainer.

25. EFFICIENCY IN OPERATION OR
USE. AS in the case of the buying mo-
tive of handiness, so in the motive of se-
curing efficiency in operation or use, the
emphasis is placed upon the means by
which a desired result is accomplished
rather than upon the result itself. Effi-
ciency in operation or use covers such
sales arguments as the smoothness or
precision with which a tool or machine
works, the facility with which the de-
sired result can be accomplished. In
the ten advertisements included in this
group, three were for automobiles; two
for vacuum cleaners; and five miscel-
laneous. Efficiency in operation or use
was used as a supplementary buying mo-
tive in several other advertisements, but
in these ten cases it was the major mo-
tive to which appeal was made.

26. DEPENDABILITY IN USE. Where
this motive is used, an attempt is made
to provide reasons which will assure the
purchaser of the article that it will
accomplish the object sought. It differs
from efficiency in operation or use by
giving emphatic recognition to the re-
rults that the use of the article is
expected to produce.

Dependability in use was the primary
motive appealed to in twenty-two adver-
tisements, including five for automo-
biles, four for automobile equipment
and accessories, four for watches, and
nine miscellaneous. With only two ex-
ceptions, bluing and dyes, all the arti-
cles to which the buying motive of de-
pendability in use was applied were
specialty goods. The purpose of one
automobile advertisement was to prove

the "stable, steady performance'' ot
that car. Each of the watch advertise-
ments aimed to prove that that watch
was accurate and dependable in per-
formance. A burner for kitchen stoves
was advertised as giving "exactly the
degree of heat you want—slow, intense.
or 'simmering.' "

In order to enhance the confidence of
prospective purchasers of the article, in
order to have its claims for dependa-
bility in use believed, a manufacturer
frequently gives a guarantee of per-
formance. One manufacturer of elec-
tric washing machines, no advertisement
of whose product happened to appear
among those examined in this study,
gives a guarantee against defects in the
product and also guarantees in at lea:i*
one metropolitan district that the cos;
of electricity for operating th ; machine
will not exceed two cents per hour. The
maximum cost per hour is varied accord-
ing to the cost of electricity in different
communities. This is a guarantee o!
performance. When automobile tirch
were guaranteed to yield five, six, or
eight thousand miles, that was a guar-
antee of performance. When a guar-
antee of performance is given, it is
stated in detailed, specific terms, and
from the sales standpoint it is offeresj
as a reason for confidence in the de-
pendability of the article in operation.

27. DEPENDABILITY IN QUALITY.
When a consumer is influenced by this
buying motive, he is seeking assur-
ance that he is purchasing an article the
quality of which is uniformly main-
tained. This dependability usually re-
sults from the care exercised in produc-
tion, and the reputation achieved by the
producer or the magnitude of his opera-
tions frequently is cited as assurance of
dependability in quality. One of the
chief reasons for the large increase in
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the sales of package goods in recent
years has been the desire of consumers
to secure dependable quality.

Dependability in quality is used al-
most solely as a selective motive, to in-
duce preference for one brand over
competing brands. Institutional adver-
tising, which aims to build up the pres-
tige and reputation of a manufacturer,
undertakes to establish, by implication,
confidence in the dependability in the
quality of the product. A few examples
of the buying motive of dependability
in quality are the following: A manu-
facturer of soups explained that real
cream was used in his cream soups. A
canned milk producer stated that his
product was "absolutely pure." Coffee
was advertised on the strength of its
"reputation." In eight advertisements
of automobile tires, the chief object ap-
parently was to prove that each brand
was dependable in quality. Although
in fifty-two advertisements the chief
buying motive that could be detected
was dependability in quality, this group
was something of a "catch-all" for ad-
vertisements which had no other definite
motive, but which did seem to have the
concept of dependability in quality at
least hazily in the background.

Whereas a specific guarantee of per-
formance occasionally is used to support
the buying motive of dependability in
use, a guarantee of quality is sometimes
used to support the reasons advanced
for confidence in the quality of a brand.
When the tire manufacturers gjive up
the mileage guarantee and substituted
therefor a guarantee against imperfec-
tions, they supplanted a guarantee of
performance by a guarantee of quality.
A guarantee of quality usually is stated
in general terms and sometimes for a
limited period, as in the case of an auto-
mobile which is guaranteed against de-
fects for a period of three months.

Whether or not a guarantee of quality
is given as a support for this buying
motive, a reputable manufacturer who
wishes to protect his brand reputation
and good-will must, in fact, stand be-
hind his product and make restitution
for any defective articles bearing his
brand that reach the hands of con-
sumers. Even with careful factory in-
spection, such defects are almost certain
to appear from time to time, and the
consumer naturally expects restitution.
A guarantee of quality, however, has
less positive sales force than a guaran-
tee of performance.

28. DURABILITY. Durability is an-
other selective motive; it stresses the
resistance of the article to wear and tear
and its length of life. Durability car-
ries with it an implied dependability in
use during the expected period of life
of the article, and also commonly con-
notes economy in maintenance. It is,
in effect, a composite motive, but one
that is used frequently enough to justify
differentiation from other buying mo-
tives. Among the thirty-seven adver-
tisements in which the chief appeal was
to the buying motive of durability, six
were for hosieiy, four for automobiles,
four for automobile tires, three for
paint, and twenty miscellaneous.

29. ECONOMY IN USE. In con-
trast to economy in purchase, econ-
omy in use is a primary buying mo-
tive. The object of the consumer in
purchasing an article from this motive
is to reduce the amount that otherwise
would be expended for other purposes.
The reason given for buying one brand
of oil stove, for example, was that that
stove "saves one-fourth of your fuel."
The purchase of metal weather strips
was advised, in order to "save fuel."
In an advertisement of motor oils and
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gasoline, it was pointed out that: "A
fine engine in a fine car signifies an in-
vestment to be conserved." This buy-
ing motive appeared in nineteen adver-
tisements.

30. ECONOMY IN PURCHASE. This
is another selective motive, because
the price differential between com-
peting brands is considered only after
deciding to buy the type of article; price
as a sales argument ordinarily is a rea-
son for brand selection. This stood
out clearly in the thirty-two advertise-
ments in which this motive appeared,
and this conclusion also has been sub-
stantiated by numerous field surveys for
advertising purposes. Price was the
chief appeal in nine automobile adver-
tisements.

General Conclusions

From a study of a substantial num-
ber of typical advertisements, such as
were covered in this survey, several
conclusions can be drawn that are di-
rectly applicable to the training of sales-
men and the formulation of advertising
plans.

The strongest appeals ordinarily are
those vifhich arouse or recognize primary
buying motives, not merely selective
buying motives. When a piano manu-
facturer, for example, as happened in
several of the advertisements covered
in this study, stresses the reasons why
the piano that he manufactures should
be preferred to other makes, his appeal
will influence at most only those con-
sumers who already are at the point of
buying a piano. He overlooks many
other consumers who might be influenced
by an appeal to an emotional buying
motive which would impart to them the
initial desire to possess a piano.

It is noteworthy that in the adver-

tisements examined in this survey the
negative appeal was used in only a small
number of cases. In one-third of the
advertisements in which the buying mo-
tive was maintaining and preserving
health, the negative appeal was used.
It also appeared in three advertisements
in which cleanliness was the buying mo-
tive and in four advertisements which
urged consumers to obtain security from
danger. The negative appeal also was
used in a few scattered advertisements
which illustrated other buying motives.
I he negative attack aims to arouse the
instinct of fear. It may be effective
temporarily, but fear is not normal in
healthy persons; hence, the appeal to
positive buying motives apparently has
in most instances been found to be more
effective.

Efforts to arouse instinctive, emc
tional, and rational buying motives
should not be made concomitantly, as
for example in a single sentence or in
a single paragraph in one advertise-
ment. When an appeal is made to a
rational motive, the reasons why the
consumer should buy the article should
be stated plainly. When the appeal is
to an instinctive or an emotional mo-
tive, on the other hand, it is unnatural
to expect the consumer to apply reason
in deciding to make the purchase. It
follows from this that an appeal to a
rational motive and an appeal to an in-
stinctive motive, for example, cannot be
developed together effectively because
they call for quite different attitudes and
mental processes on the part of the con-
sumer. The necessity for observing this
distinction applies with equal force in
personal salesmanship.

The distinctions between buying mo-
tives, such as distinctiveness, emulation,
and pride of personal appearance, or
durability and dependability in quality,
to which separate classifications were
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allotted in this study, in several instances
may appear to be finely drawn. Yet in
these nice differentiations between buy-
ing motives lies one of the chief require-
ments for successful salesmanship. The
salesperson who understands that dis-
tinctiveness and emulation, for example,
are conflicting rather than supplemen-

tary motives will undoubtedly obtain a
greater volume of sales than one who
mixes them indifferently. A sound sales
plan must start with the consumer's
point of view and one of tbe chief fea-
tures of the consumer's point of view to
be reckoned with is his precise buying
motive.
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