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in marketing states of felt deprivation are referred to as psychological triggers that create a sense of need or
urgency in consumers, encouraging them to take action. These states arise when individuals perceive a lack or
insufficiency of a product, service, or experience that they desire. Marketers leverage these feelings
strategically to influence purchasing decisions, drive engagement, and enhance brand loyalty. Understanding
how these states operate is crucial for developing effective marketing campaigns that resonate with target
audiences. This article explores the concept of felt deprivation in marketing, commonly known as "want
states," and discusses their implications, types, and practical applications. The discussion also includes how
these emotional drivers shape consumer behavior and how businesses can ethically employ them to optimize
marketing outcomes.
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Understanding Felt Deprivation in Marketing

In marketing, states of felt deprivation are referred to as emotional and psychological conditions where
consumers sense a lack or insufficiency of something desirable. These states heighten motivation to acquire the
missing element, often triggering specific buying behaviors. Felt deprivation is tightly connected to consumer
needs, wants, and desires, which vary by individual and context. Marketers analyze these states to design
messages and offers that effectively tap into the consumer's inner motivations and unmet needs. This
understanding helps brands position products as solutions to the deprivation felt by potential buyers, thereby
increasing the likelihood of conversion.

Definition and Importance

Felt deprivation can be defined as the subjective experience of lacking a certain product, service, or experience
that one believes will improve their current state. It functions as a powerful psychological driver that moves
consumers from a state of contentment to a state of desire and action. Recognizing and addressing felt
deprivation is critical in marketing because it forms the foundation for creating compelling value propositions
and calls to action.

Relationship with Consumer Behavior

Consumers in a state of felt deprivation often engage in information search, evaluation of alternatives, and
ultimately purchase decisions to alleviate the discomfort caused by the deprivation. These states influence
not only what consumers buy but also how they respond to advertising, promotions, and brand messaging.
Understanding these dynamics allows marketers to craft targeted campaigns that meet consumers’ latent or
expressed needs.



Types of Felt Deprivation States

Marketing recognizes several distinct types of felt deprivation, each triggering different consumer responses.
Identifying these categories helps marketers tailor their strategies to specific psychological triggers. The most
common types include physiological, emotional, social, informational, and financial deprivation.

Physiological Deprivation

Physiological deprivation relates to basic human needs such as hunger, thirst, and comfort. When consumers
feel deprived of these essentials, they are naturally more motivated to seek products that satisfy these needs.
Food, beverages, clothing, and health products often target this state.

Emotional and Social Deprivation

Emotional deprivation occurs when individuals feel a lack of affection, love, or validation. Social deprivation
refers to the absence of social interaction or status. Products and services like social media platforms,
entertainment, luxury goods, and community memberships address these types of deprivation by promising
emotional fulfillment or social acceptance.

Informational Deprivation

Informational deprivation arises when a consumer lacks knowledge or data necessary to make informed
decisions. Educational content, tutorials, expert advice, and detailed product descriptions are designed to
mitigate this deprivation state.

Financial Deprivation

Financial deprivation involves the feeling of limited purchasing power or resources. Discounts, promotions,
financing options, and value-based marketing are strategies employed to appeal to consumers experiencing this
type of felt deprivation.

Summary of Felt Deprivation Types

Physiological Deprivation: Basic needs for survival and comfort

Emotional Deprivation: Desire for affection and emotional connection

Social Deprivation: Need for social acceptance and status

Informational Deprivation: Lack of knowledge or data

Financial Deprivation: Constraints due to limited financial resources

Psychological Foundations of Felt Deprivation

The states of felt deprivation in marketing have deep roots in psychological theories related to human
motivation and behavior. These foundations explain why deprivation states trigger specific consumer responses



and how marketers can ethically harness them.

Maslow’s Hierarchy of Needs

Maslow’s hierarchy categorizes human needs from basic physiological requirements to self-actualization. Felt
deprivation aligns with the lower and middle levels of the hierarchy, such as safety, love, and esteem needs.
When these needs are unmet, consumers experience felt deprivation, driving them toward products that promise
fulfillment.

Drive Theory

Drive theory suggests that physiological needs create internal states of tension or drives that motivate
behavior aimed at reducing that tension. Felt deprivation can be viewed as a psychological drive that compels
consumers toward products or services that relieve the sense of lack.

Motivational Triggers in Marketing

Marketers use motivational triggers based on felt deprivation to develop persuasive messaging. These triggers
include scarcity, urgency, exclusivity, and social proof, which amplify the sense of deprivation and motivate
quicker action.

Applications of Felt Deprivation in Marketing Strategies

Practical applications of felt deprivation states in marketing are diverse and widespread. Brands incorporate
these emotional triggers to enhance consumer engagement, increase sales, and build long-term relationships.

Scarcity and Urgency Techniques

Scarcity marketing emphasizes limited availability of products or time-sensitive offers to heighten felt
deprivation. Consumers perceive a risk of missing out, which intensifies their desire to purchase immediately.

Personalization and Targeting

Personalized marketing messages that identify and address individual consumers’ specific felt deprivations tend
to be more effective. Data analytics and customer insights allow marketers to tailor offers that resonate
deeply with consumer needs and desires.

Emotional Branding

Brands often build emotional connections by addressing social and emotional deprivation states. Storytelling,
community-building, and brand purpose initiatives foster a sense of belonging and emotional fulfillment.

Value-Based Promotions

Offering discounts, bundles, or loyalty rewards targets financial deprivation states by making products more
accessible and affordable, thereby reducing perceived barriers to purchase.



Ethical Considerations in Using Felt Deprivation

While leveraging states of felt deprivation can be highly effective, ethical considerations must guide marketers
to avoid manipulation or exploitation of consumers.

Transparency and Honesty

Marketing messages should be clear and truthful about product availability and benefits to ensure consumers
are not misled by artificial scarcity or false urgency.

Respect for Consumer Well-being

Marketers must avoid creating or exacerbating harmful feelings of deprivation that could negatively impact
mental health or foster unhealthy consumption patterns.

Balancing Persuasion and Responsibility

Effective marketing balances the use of felt deprivation to motivate action with respect for consumer
autonomy and informed decision-making.

Frequently Asked Questions

What are 'states of felt deprivation' referred to in marketing?

In marketing, 'states of felt deprivation' are referred to as needs.

How does marketing define 'states of felt deprivation'?

Marketing defines 'states of felt deprivation' as needs, which are basic human requirements or desires that drive
consumer behavior.

Why are states of felt deprivation important in marketing?

States of felt deprivation are important in marketing because they represent the needs that motivate consumers
to purchase products or services.

What is the difference between needs and wants in marketing?

Needs are states of felt deprivation essential for survival or well-being, while wants are specific satisfiers of
those needs shaped by culture and personality.

Can states of felt deprivation influence consumer behavior?

Yes, states of felt deprivation influence consumer behavior by creating a sense of urgency or motivation to
fulfill the unmet need through purchasing decisions.



How do marketers use the concept of states of felt deprivation?

Marketers use the concept of states of felt deprivation to identify consumer needs and develop products,
services, and messaging that address those needs effectively.

Additional Resources
1. The Psychology of Consumer Deprivation
This book explores how feelings of lack or deprivation influence consumer behavior and decision-making. It
delves into the psychological triggers that marketers use to create a sense of urgency or scarcity. Through
case studies and research, readers learn how states of felt deprivation can drive purchasing patterns and
brand loyalty.

2. Scarcity Marketing: Creating Demand Through Deprivation
Focusing on scarcity as a marketing strategy, this book explains how perceived shortages can increase product
desirability. It highlights techniques used to evoke states of felt deprivation and how these tactics impact
consumer urgency. The author provides practical advice for marketers aiming to leverage scarcity ethically
and effectively.

3. Emotional Triggers in Marketing: The Role of Felt Deprivation
This title investigates the emotional aspects of marketing, particularly how feelings of deprivation affect
consumer emotions and motivations. It offers insights into the emotional states that marketers target to
enhance engagement and sales. Readers gain an understanding of emotional branding and its connection to
deprivation psychology.

4. Consumer Behavior and the Dynamics of Felt Deprivation
Examining the dynamic relationship between consumers’ unmet needs and market responses, this book analyzes how
felt deprivation drives buying decisions. It presents theories and empirical data on how deprivation influences
consumer satisfaction and loyalty. The work is essential for marketers and psychologists interested in
consumer behavior.

5. Marketing Strategies for Creating Perceived Scarcity
This practical guide focuses on how marketers create and sustain perceptions of scarcity and deprivation to
boost sales. It covers various strategies such as limited editions, time-sensitive offers, and exclusive releases.
The book also discusses ethical considerations and the potential risks of overusing deprivation tactics.

6. Felt Deprivation and Brand Loyalty: A Marketing Perspective
This book explores the paradox of deprivation leading to stronger brand attachment. It explains how
marketers use deprivation states to foster a deeper emotional connection between consumers and brands.
Through examples, the book illustrates how scarcity and exclusivity can enhance loyalty and long-term
customer relationships.

7. The Scarcity Principle in Marketing Psychology
Delving into the scarcity principle, this book explains why limited availability increases perceived value. It
discusses how marketers harness states of felt deprivation to influence consumer choices and pricing
strategies. The book integrates psychological theories with marketing applications for a comprehensive
understanding.

8. Deprivation Marketing: Techniques and Ethical Implications
This title critically examines the marketing techniques that induce feelings of deprivation and their ethical
impacts. It balances practical marketing advice with discussions on consumer welfare and transparency.
Readers are encouraged to reflect on the moral responsibilities of marketers employing deprivation tactics.

9. Creating Urgency: Marketing Through States of Felt Deprivation
Focusing on urgency as a marketing tool, this book shows how felt deprivation can be used to prompt immediate
consumer action. It covers various methods such as countdown timers and flash sales that heighten the sense
of loss if consumers delay purchase. The book also provides insights into measuring the effectiveness of
urgency-driven campaigns.
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