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MASLOW'S

PYRAMID Self-fulfillment

needs

Esteem needs:

preshgeancl feeling of accomplishment - Psychological
needs
Belongingness and love needs:

intimate relationships, friends

Safety needs:
security, safety

Basic

needs
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Herzberg’'s Two-Factor Theory

Hygiene Factors

Motivational Factors

= Quality of supervision
« Rate of pay

- Company policies

- Working conditions

- Relations with others
« Job security

= Career Advancement
= Personal growth

+ Recognition
 Responsibility

« Achievement

-

High Job Dissatisfaction

0 Job Satisfaction High
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(Business VS Consumer Buying Process)

Kotler’s Buyer Decision Process

X . . Evaluation Post-
Need Infornmation Purchase -
= . of s Purchase
Recognition Search - Decision .
Altermatives Behaviour

Kotler’s Business Buyer Decision Process

Problem (":. *rlal Product Supplier
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Proposal

Solicitation
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Selection
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