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Maslow's hierarchy of needs

ADIUCDVNISWCUUNANYNMWUD VAU
(Self-actualization)

AUV NIsSNIsIAsSuNIsongovUuioluQuIDY
(Esteem Needs)

ADIUCDVNISADIUSNLLadVAL

F (Belonging and Love Needs)
A UdDVMSADIUTUAVUADQNE

P (Safety Needs)

A IWADVMSWUTIUNMOATUSIOME

(Physiological Needs)
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