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ABSTRACT
We consider two routes to want formation: the consumer driven and the marketer initiated.  In the former, consistent with the marketing concept,- the basic motivation for purchasing arises as a result of basic human needs.  In addition, we propose that marketers can sometimes initiate the want formation process by creating a feeling of felt deprivation through a superior product offering.

INTRODUCTION
The essence of the marketing concept lies in marketers' catering to consumers' needs and wants (Kotler 1994).  In fact, the distinction between a selling orientation and a marketing orientation is made on this basis.  While selling focuses on the needs of the seller, marketing caters to the needs of the consumer (Levitt 1975).

In the definition of the marketing concept, needs are regarded as general human states that pre-e@st marketers while wants are specific satisfiers of a need.  Wants arise as a result of basic needs and marketers compete to satisfy these wants through their product offerings (Kotler 1994).  We call this route to want formation the consumer driven route.

The purpose of this paper is to understand if purchase motivation always follows this basic route.  The paper begins by briefly reviewing prior work on this topic.  We introduce a novel construct called felt deprivation to describe situations in which marketers create wants for products where no prior want existed. A marketer initiated route differs from the consumer driven route described above.  Consequently, attention in this paper focuses on describing the felt deprivation construct, differentiating it from related constructs and developing a conceptual framework that describes the processes by which marketer initiated wants are created.

Literature Review
Past research has not always been consistent with this view of the marketer's relationship to the consumer.  While some work has indicated that marketers cater to wants arising out of stable consumer needs, others have been concerned that marketers persuade consumers to buy more than they need.

Research in agreement with the consumer driven purchase process includes work in the area of marketing orientation.  This implicitly assumes that to cater to existing consumer needs and wants.  Furthermore, what distinguishes a market oriented firm

from one that is not is the drive to understand and respond to consumer needs (Kohli and Jaworski 1990).  The corporate marketing community also favors this consumer driven purchase process.  A recent business article warns that consumers of the future will have "a sultan's power to command exactly what they want, when they want it." due to vastly improved communication facilities.  The choice facing a company will be to "provide it or vaporize" (FORTUNE 1993).  New developments in management also assume that @ cater to consumer needs and wants.  An example is that of Quality Function Deployment which formally incorporates consumer needs and wants into the product design process (GriTm and Hauser 1993).

On the other hand, there has been some suggestion that marketing actions influence consumer needs and wants.  Vance Packard (1957) viewed marketers as conniving manipulators intent on persuading consumers to buy goods, many of which they. Aid not need.  Others admitted that marketing persuaded consumers to acquire products beyond their basic needs.  But, they defended this as a socially beneficial act that extended lifestyles (e.g. Lazer 1971).  Both viewpoints agree that marketing actions increase the level of purchase beyond one's basic needs.

Recent research has also suggested that marketing actions could create higher levels of materialism.  Belk and Pollay (1985) point out that the number of luxury and pleasure based advertising appeals has increased in the United States over the past 80 years.  The depiction of a luxurious lifestyle in advertisements can lead to a hedonic @a where consumers crave "ever larger and ultimately able pleasures ... to maintain a constant level of satisfaction".  Belk (1985) also points out the need to study whether "marketing creates materialism or exacerbates it."

To summarize, a brief literature review reveals support for both routes to consumer purchasing.  Research in the area of market orientation is biased towards understanding factors that influence a firm's success.  The literature on materialism is interested in the aggregate-level affects of marketing actions on society.  There is little research done at a disaggregate level that considers how marketing activities interact with consumer needs to influence an individual's purchase behavior.

Consumer and Marketer initiated routes to want formation
Consumer Initiated Route to Want Formation In some cases, consumers needs give rise to generic wants which are, in turn, satisfied by products and services expressly designed to fulfill these needs.  For example, marketing research may reveal consumer wants for a low fat yet good tasting ice-cream, since such a product form is consistent with consumers' needs for health, self-esteem and hedonism.  Furthermore, such a want may arise from the fact that a need-satisfying alternative is not presently available.

Consistent with the marketing concept, marketers may fulfill this want by designing a need satisfying product alternative.  Note that, in this case, needs influence specific wants, and marketing activities play little role in want formation.  Instead, marketing activities signal the availability of the want-satisfying alternative.  Thus, as indicated in

Figure 1:

Pl:
In some cases, wants arise directly from consumer needs and the lack of availability of a need satisfying alternative.

Felt Deprivation and the- Marketer-Oriented Route to Want Formation In other cases, however, a different route to purchase motivation can be observed.  In this case, consumers currently have or use a product or service that satisfies wants.  Furthermore, this product is currently seen as appropriate in satisfying consumer needs.  However, a marketer introduces a new product that is perceived to offer degrees of performance benefits previously unknown to consumers.  For example, a new computer may offer technologies (i.e. scanning, multimedia, voice-activation, faxing capabilities) that while consistent with generic consumer needs (i.e., efficiency, convenience) are neither explicitly revealed in the wants of consumers nor revealed as sources of dissatisfaction in their evaluations of existing product forms.  In other words, current wants are already being satisfied by existing products.

The marketing of such a product with previously unknown performance benefits may produce in consumers a negative emotional state we call felt deprivation.  Specifically, consumers who were previously satisfied with a want satisfying alternative may, upon learning of the new want satisfying product, feel that s/he is being denied of the performance benefits that this new product has to offer.  S/he may crave the new product, feel an intense desire to forsake the product currently being consumed, and feel tremendous dissatisfaction at the use of the previously satisfying product alternative.  The key point in this marketer-initiated route to want formation is that-M dire affect consumer want formation.  In other words, consumer wants were already being served, but innovations in market offerings create wants for different, yet previously unknown offerings, and concomitantly a feeling of felt deprivation over use of the existing alternative.  Thus, for example, a consumer previously satisfied with the Intel 286 technology used for word processing and spreadsheets may feel deprived when s/he learns about the existence of computers with multi-media options.  In this case, marketing activities create wants.  These wants affect purchase by creating in consumers a state of felt deprivation.  Thus, as depicted in Figure 1:

P2:
In some cases, wants arise when previously satisfied consumers learn about a novel product that offers superior performance over the existing product.

We acknowledge that consumers can learn of a new and better product from a number of sources.  In addition to forms of marketing communications such as advertising or billboards, other sources such as word of mouth could also inform consumers.  In fact, word of mouth could be much more powerful since it originates from a well-known source and has greater credibility (Brown and Reingen 1987).  We do not make an explicit distinction between these sources of information.

The felt deprivation construct is novel in the marketing literature.  Hence, we spend some time below describing (a) the construct, (b) and its relationship to a parallel
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construct-consumer satisfaction, (c) the factors that foster its creation and (d) its effects.

Comparison of felt deprivation and (dis)satisfaction:
The construct that is most similar conceptually to felt deprivation is that of consumer (dis)satisfaction (See Yi 1990 for a detailed review of the consumer satisfaction construct.) Consumer satisfaction has been defined as the result of a disconfirmation process in which a consumer compares the desired level of performance with the actual level of performance encountered.  If the actual performance is higher than what was expected then satisfaction results.  Otherwise the consumer is dissatisfied (Oliver 1980, 1981).  Thus, consumer satisfaction is thought to be the result of an evaluative process.  Typically, consumer satisfaction is set in the context of consumption of the product.

The distinction between the felt deprivation construct and satisfaction can be explained as follows.  First, felt deprivation arises when a consumer learns about a new product which has a relative advantage over products currently being consumed.  Thus, felt deprivation occurs prior to the purchase of the product.  On the other hand, (dis)satisfaction results when the performance of a brand currently being consumed is compared with prior expectations.  Therefore, (dis)satisfaction results after the product is bought and consumed.

Second, the only role of marketing mix variables in the consumer (dis)satisfaction process is in building expectations of future product performance (eg: Zeithmal, Berry and Parasuraman 1991).  These expectations are then compared with actual product performance and (dis)satisfaction is the result of this evaluative process.  However, felt deprivation arises as a direct response to marketing communications regarding a superior product offering.  Thus, marketing mix variables are central in creating a sense of deprivation toward the new product and a feeling of dissatisfaction toward the product previously being consumed.

Satisfaction with a product does not preclude the possibility of a consumer feeling deprived of a new product introduction In fact, a consumer may be satisfied with an existing product.  But, if s/he is convinced of the superiority of a new brand s/he will lose interest in the brand currently being consumed and will crave the new brand.  In fact, as we discuss later, the level of satisfaction may moderate the impact of marketing communications on felt deprivation.

In addition, (dis)satisfaction is directed towards the brand being evaluated (typically the brand which is being consumed), whereas felt deprivation is directed towards the brand being advertised.  If the brand being advertised is viewed as superior, the consumer feels that s/he is being deprived of that product.

Further, in general, (dis)satisfaction is conceptualized as the result of a cognitive evaluative process whereas felt deprivation is an emotional state that is attained when
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consumers learn about a new product offering.

Finally, the dissatisfaction construct implicitly assumes that the consumer has the ability to purchase or re-purchase the product. (Dis)satisfaction results after the product is bought and consumed.  However, felt deprivation may depend on consumers' inability to purchase.  As we discuss later, one is most likely to feel deprived when one's opportunities of obtaining the new product are limited.

Given our discussion of the felt-deprivation construct, a major objective of this paper is to develop a framework that specifies the construct in terms of a nomological network of relationships.  We, therefore, build on the suppositions previously identified by specifying a set of variables hypothesized to influence the level of felt deprivation.  Figure 1 guides the discussion.

Factors Influencing Felt Deprivation
Since felt deprivation involves perceptions of products perceived to be new, the literature on diffusion of innovations might be profitably used to better understand the antecedents of felt deprivation.  Past literature on adoption and diffusion has identified the (1) Characteristics of the Innovation (i.e. relative advantage, cost, uncertainty, social relevance etc.) (2) Marketing Program (3) Personal Characteristics and (4) Social System as some of the important antecedents to the adoption and diffusion process (Gatignon and Robertson 1991; Rogers 1983).  We isolate some factors from each category that could influence the marketer-initiated route to want formation.

Characteristics of the Innovation and the Marketing Program
Several characteristics of innovations may affect felt deprivation.  Here, we focus on factors that affect felt deprivation by offering the innovation's perceived relative advantage.

Different communication strategies that may be employed to create a perceived relative advantage could be: by increased dimensionality of attribute space, by increased performance on existing product attributes, by introducing innovations which are better than an entire product category or which replace an inefficiently performed manual activity.  A new product introduced using one or more of these strategies could be perceived as offering a relative advantage over existing products.

P3:
Marketing communications describing a new product that offers a higher level of performance could convince consumers of the relative advantage this product has to offer.

We conceptualize perceived relative advantage as antecedent to felt deprivation.  A consumer must be convinced of the relative advantage a product has to offer before
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feeling deprived of it However, mere perception of relative advantage may not always lead to felt deprivation.  Consider, for instance, a consumer who is loyal to one product.  Even though the new product may offer a relative advantage, the high level of brand loyalty may lead to the consumer not feeling deprived of the product.  Therefore, we conceptualize perceived relative advantage as a necessary but not sufficient cause for felt deprivation to occur.  In general, we expect that the greater the perceived relative advantage the greater the felt deprivation.  We consider the role of a number of factors that moderate this relationship in Propositions 5a-5c.

P4:
In general, the greater the level of perceived relative advantage, the greater the level of felt deprivation.

Personal Characteristics
We propose that this relationship is moderated bv the level of satisfaction with the 12revious 12roduct 12rior to hearing about the innovation.  A consumer dissatisfied with a product will be more receptive to new product ideas and will be less likely to purchase the previously acquired brand (Newman and Webel 1973).  Sin3ilarly, a consumer who is satisfied with products currently being consumed will be less susceptible to the influences of a new superior product.  Thus, if one is satisfied with the current product, high levels of perceived relative advantage may not be able to create interest in the new product.  On the other hand, if the consumer is dissatisfied with current products, a low level of perceived relative advantage may be enough to induce a state of felt deprivation.

P5a:
As the level of perceived relative advantage increases, dissatisfied consumers experience a disproportionately higher level of felt deprivation in comparison to previously satisfied consumers.

The next moderator of the perceived relative advantage-felt deprivation relationship is consumers' loyalty to the brand/category currently being used.  A loyal consumer, by definition, will be more inclined to continue con--RiTni-ng the current brand and will be less susceptible to promotional appeals that describe a superior product.  Consequently, if a consumer is loyal to the product currently being used, even high levels of relative advantage may not induce a feeling of felt deprivation.  However, if the consumer is not loyal to the current product, even small levels of perceived relative advantage may be seen as an incentive to switch to the new brand.

P5b:
As the level of perceived relative advantage increases, consumers not loyal to existing products experience a disproportionately higher level of felt deprivation in comparison to loyal consumers.

If the innovation's cost is beyond the financial ability of the consumer then it cannot induce a sense of felt deprivation.  For example, a graduate student may readily acknowledge a Ferrari as a superior car.  But, since the student recognizes that the

ion with product is well beyond his reach, s/he may not experience a state of intense tens

respect to acquiring the product Only if the product conveys a perceived relative advantage and is within the reach of the consumers will a state of felt deprivation result.

P5c:
As the level of perceived relative advantage increases, consumers who can

afford to buy the new product experience a disproportionately higher level of felt deprivation in comparison to those who cannot afford the new

product.

The extent of usage in the social system also affects the level of felt deprivation.  If the product has been adopted by a large number of influential people in one's referent social system then the level of felt deprivation is aggravated.  One can relate this to the diffusion process where level of usage by innovators affects the adoption by later types. (13ass 1969).  Also, one can consider the influence of reference group/peer group leading to a state of felt deprivation (Bearden and Etzel 1982).  'Me former establishes this formally in the context of product diffusion whereas the latter could occur even for well established products.

P6:
As the level of usage in the social system increases, the level of felt deprivation is expected to increase.

Felt deprivation can potentially relate into a want for a product.  We hypothesize this

formation of a want is the tion of the marketing communication encountered by the consumer.  Therefore, we have proposed that the want for a product can be formed as a result of an intrinsic need (the need driven route; See Pl) or it could be initiated by a co , , cation about the new product (the marketer initiated route).  The consumer's want for a product could lead to an intention to purchase the product

P7:
The want for a new product, created through either the marketer initiated or the consumer driven routes, may influence purchase intentions.

Discussion and Conclusion:

To summarize, we propose that the traditional view of marketers catering to consumer needs could be an oversimplification.  We propose an alternative marketer initiated route to want formation in markets where needs of consumers are already being met by existing products.  In these markets, marketers are able to induce a sense of felt deprivation by offering a more advanced product that could then translate into a want for the new product

The construct introduced in this paper, felt deprivation, could help in understanding the diffusion of innovations process.  A key goal for a rapid diffusion maybe in invoking a state of felt deprivation.  Our work suggests that this will happen only if consumers face a unique configuration of factors i.e. a perceived relative advantage along with low satisfaction levels with the old product, a low level of loyalty to the old product etc.

The marketer initiated route to want formation could be seen as the fundamental micro level process which when aggregated leads to rising levels of materialism in society.  Specifically, companies seem to continually introduce new products in categories where existing products already meet consumer needs.  An example is the fashion industry where new styles are announced every season and a consumer accustomed to last season's clothes may find the old designs to be passe'. @ can lead to consumers falling into a hedonic trap where consumers crave for "ever larger and ultimately able pleasures ... to maintain a constant level of satisfaction' (Belk and Polly 1985) thus leading to higher levels of materialism in society.

We have not discussed the measurement of felt deprivation thus far.  Felt deprivation may be a bi-dimensional construct with a performance dimension (due to the relative advantage of the product) and a social performance dimension (due to social system influences).  Future empirical research must concentrate on its measurement and empirically demonstrating the marketer initiated route to want formation.
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