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MOTIVASI, KEPRIBADIAN,
DAN EMOSI
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Motivation
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Motivation

Alasan untuk berperilaku.

Personality
Kecenderungan perilaku yang relatif stabil yang ditampilkan
individu di berbagai situasi.

Emotion
Perasaan yang kuat dan relatif tidak terkendali yang memengaruhi
perilaku kita.

Emosi dipicu oleh interaksi yang kompleks antara motif,
kepribadian, dan faktor eksternal. Memang, ketiga konsep itu
saling terkait erat dan seringkali sulit untuk dipisahkan.
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} Advanced 5. Self-actualization
melibatkan keinginan untuk pemenuhan diri, untuk menjadi semua yang mampu dilakukan seseorang.

Maslow’s Motive Hierarchy

4. Esteem

Keinginan akan status, keunggulan, harga diri, dan prestise adalah contoh kebutuhan Esteem. Kebutuhan ini
berhubungan dengan perasaan kegunaan dan pencapaian individu.

3. Belongingness
Tercermin dalam keinginan untuk cinta, persahabatan, afiliasi, dan penerimaan kelompok.

2. Safety
Feeling physical safety and security, stability, familiar surroundings, and so forth are manifestations of safety
needs. They are aroused after physiological motives are minimally satisfied, and before other motives.

1. Physiological
Food, water, sleep, and to a limited extent, sex, are physiological motives. Unless they are minimally 4
satisfied, other motives are not activated.
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» Classification System with 16 categories

McGuire’
c u I re s » Two criteria determine 4 major categories:
s - Is mode of motivation cognitive or affective?
Psyc h O I Og I c - Is the motive focused on preservation or growth?
( J
al Motives

Four categories subdivided further:
- Is the behavior initiated or a response?
- Is this behavior internal or external?
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» Cognitive Preservation Motives

- Need for Consistency (active, internal)
- Need for Attribution (active, external)

M CG u i re ’S - Need to Categorize (passive, internal)
- Need for Objectification (i.e., cues) (passive, external)
C iti
og n I Ive » Cognitive Growth Motives
o
M Ot Ives - Need for Autonomy (i.e., Independence) (active, internal)

- Need for Stimulation (active, external)

- Teleological Need (i.e., desired outcomes or end states)
(passive, internal)

- Utilitarian Need (i.e., problem solvers)
(passive, external)
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> Affective Preservation Motives:

. - Need for Tension Reduction (active, internal)
M cG u I re ’S - Need for Expression (active, external)
- Need for Ego Defense (passive, internal)
Affective - Need for Reinforcement (passive, external)
M otiv e S » Affective Growth Motives:

- Need for Assertion (active, internal)

- Need for Affiliation (active, external)

- Need for Identification (passive, internal)
- Need for Modeling (passive, external)
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Discovering
Purchase
Motives
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Motif manifes adalah motif yang dikenal dan diakui.

Motif laten adalah motif yang tidak diketahui oleh pelanggan atau
motif yang enggan diakui oleh pelanggan.

Meneliti motif laten sering membutuhkan penggunaan teknik
proyektif.
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Manifest motives Consumption Latent motives

A large car is

behavior

It will demonstrate

more comfortable i that I’'m successful

It's a high-quality car

that performs well

Purchase
a
Cadillac

A number of my friends ; It's a powerful, sexy car

drive a Cadillac

and it will help make me
powerful and sexy

The linkage between behavior and motives that are known
and freely admitted

The linkage between behavior and motives that either are
unknown or are such that the consumer is reluctant to admit
or reveal them
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Latent and
Manifest
Motives
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Projective Technique Example  Telkom
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» > Someone who drinks hot tea is

> Tea is good to drink when

» Making hot tea is

> My friends think tea is
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Personality

v Telkom

University

Kepribadian adalah kecenderungan respons karakteristik individu di
situasi yang serupa.

Pola perilaku berulang yang konsisten adalah apa yang membentuk
kepribadian.

Teori kepribadian dapat dikategorikan sebagai teori pembelajaran
individu atau sosial, namun, banyak orang percaya bahwa kombinasi
dari karakteristik individu (genetika) dan pembelajaran sosial
(lingkungan) berdampak pada kepribadian.

Konsumen cenderung membeli produk dengan kepribadian yang mirip
dengan milik mereka atau produk yang memperkuat area yang
membuat konsumen merasa lemah.
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Brand personality

L

Competence

Sophistication

Ruggedness
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* Down-to-earth
* Honest

* Wholesome

e Cheerful

* Daring

* Spirited

* Imaginative
* Up-to-date

* Reliable
* Intelligent
* Successful

e Upper class
» Charming

¢ Outdoorsy
* Tough

Dimensions of Brand Personality
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» Describe the personality of the following:
e Apple
d e Erha Skincare
B ra !1 * Toyota
personality + Nike
* Disney
* Wardah
* Harley Davidson
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Toyota Owners Toyota Non-Owners
Before Recall After Recall Before Recall After Recall
Reliable brand 85% 2% B3% 1%
Unreliable brand 5 28 ] 39
Quality lower than domestics 4 18 5 34
(Quality equal to domestics 25 49 43 53
(Quality higher than domestics 70 33 47 13

source: Adapied from B. Steinberg, “Lightspeed Survey: Toyota's Loss of Consumer Trust Is Domestic Rivals” Gain.” Adverlising Age, Febroary 8, 2010, p. 2.
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