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Discovering motives
The psychodrama as a tool
Dr. Uwe Lebok
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Most purchase decisions take place in the brand enters a mental “blind alley” - the
subconscious. One of the main tasks of high- cause of numerous market flops.
quality, marketing-orientated market Advertising can help to overcome brand
e e e It e s GRS A 1 St
: ' i i o sales. This is usually attempted through
and, ideally, to be able to exercise a positive loud, attention-grabbing advertising which
influence on it at a later date. often has little in common with the existing
tC}J1ualitatil\4re tescts are c;f nn[]y Iimiteili use in brand heritage. B;.[t shrl:li tadvertisini; alone
is analysis. Conventional group discus- is no guarantee of market success later.
sions, too, provide only a certain degree of The aim of strongly market-orientated
help. When asked, the consumer only gives market research must be to gain an ade-
the rational reasons for his decision for or quate understanding of the consumer's
22?32?;;3?”";‘:‘;‘;?‘:’1;;? but not his needs structure and also to analyse why a
ion ivation. brand has slipped into a mental "blind alley*
This usually remains hidden from the market in consumer perception.
researcher (and thus marketing staff), The emphasis must be placed on the
although this emotional motivation is highly brand’'s emotional benefit. For this, alterna-
;?1'2::“It::gdbl:':tr;da?]';dbl:::‘zza:':i%hp;‘-:"‘ tive methods of market research such as
y sychodrama techniques must be
bought less frequently do not necessarily gmypmyed' which exgmine the consumer’s
have worse product attributes than the deep emotional experiences. A psycho-
market leader. Usually, however, unsuccess- drama with about 10 respondents lasts 8
ful brand concepts conjure up the wrong sce- hours and thus allows the use of a wide
iEHKEHL 13 D0t ECEabus By e oHatinst i il e s s i
: ! k . e main methods used are role games and
?r: = p.ercen:r:d d|ffelr)e?tly, in gthf”' ‘g‘:ds:d other creative techniques. One of the psy-
i ’i_a wi ZSaP_ etween desired bran chodrama leader’s particular tasks is there-
ool oo e el e 0wt G e o
= ames and access to their emotions.
dition and consumers associate it almost '?‘h h rol hni h
automatically with sweets. A brand such as rc_:u%h pe gatm teg mqutehs,‘t fe clgnsum-
Bakoma stands for good, fresh quality and is =B tha group :xeell'lel?ce' elir e: T?s
associated immediately with yoghurt prod- ?hnew. [ey ‘::lay ap aty '"ﬁ Eotes! * tll?
ucts. If the images perceived by the con- Tse :01?;. e’y all;e ackua'ld yp atf ingthem-
sumer are benefits which dominate the s ves' . t:?’bf:.so ;E,’,a f owtr] the.con-
market, the brand is clearly strengthened by ;u:-'ner sblln urian ot “as V\:an ing or nok
these associations. elnn'able 1o Bay Anything".
If certain markets change, however, or if new ;he M reashi for the use of stcho-
consumer trends arise and existing scenarios frama = d'.ts st mlgentdl_lse asan metrument
are no longer up to date, then these scenar- OF pl';?‘" '“g.atc sl mgg’:josc:sfan;:l :?he
ios create strong resistance. As a result, the resuiting assistance provided for further,
successful brand management.
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& Knowing only

half of it is simply
not enough.

Most enterprises know much about the rational consumer
needs, but not enough about the emotional needs, which
influence the consumer brand choice in a crucial way.

But how to access these hidden needs of the consumer?
Particularly when consumers are mostly not consciously
aware of their motives?

The solution is “asking without asking”. The K&A Psycho-
drama® is a method that allows a deep exploration of your
target group’s emotions and motivations. This is achieved by
using role play and other creative techniques to make the
relevant emotional motivations visible and observable, e.g.
by bringing usage and typical usage situations to life!

QOur Psychodrama groups last for 8 hours and thereby allow
deep and thorough explorations.

K&A Psychodrama® is a powerful method which helps marke-
ting managers to fully understand the emotional dimension
of brand choice and therefore the way how relevant markets
waork.

Dr. Uwe Lebok or Ralph Ohnemus would be pleased to pre-
sent you the most reliable route to success with numerous
case studies. We appreciate your call.

Tel +49-911-995-420, e-mal: info@konzept-analyse.de
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PAWEL JONCA

POZNAC MOTYWY

Wigkszos¢ naszych decyzji
o zakupach zapada pod-
$windomic, Wykrycie decy-
zji konsumenta, zrozumie-
nie przyczyny jego zacho-
I— wari oraz wplynigcic na nie
to gléwne zadania firm badania rynku.

Przy analizie motywéw zakupéw bada-
nia jakoéciowe napotykajq jednak bariery.
Konwencjonalne grupy fokusowe zbytnio
nic pomagaj: przepytywany konsument
podaje racjonalne powady przemawiajice
za kupnem danego produkeu lub prze-
ciwko temu, jednak nie 53 to przyczyny
prawdziwic emocjonalne.

Zazwyczaj wige autentyczne motywy za-
kupéw nic zostajy ujawnione badaczowi ryn-
ku, a cym samym marketerowi. O tym, jak
emocje wplywajg na zakup, $wiadezy oczywi-
sty fake: marki i produkty o nizszych udzia-
lach rynkowych nie s3 zwykle pod wzgledem
jakosci gorsze od lideréw rynkowych, wige
konsumenci kicrujq si¢ czym$ innym - emo-
cjami. Problemem jest jednak to, ze marketer
i konsument czgsto zupelnie inaczej postrze-
gaja markg i produkr, a komunikacja marke-
tingowa w ogéle nie trafia do $wiadomoici
rynkowej i jest postrzegana jako obca.
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Psychodrama jako narzedzie

Za rakq marka produkru jak Wede! stoi
dlugoletnia tradycja i brand kojarzy si¢ kon-
sumentow] automarycznie ze slodyczami.
Marka Bakoma oznacza éwiczoéé oraz dobry
jakosé i kojarzy si¢ konsumentowi z jogurta-
mi. Jeieli te obrazy dobrze zadomowily sie
na rynku, to marka zostaje w pewien sposéb
zaszufladkowana przez konsumenta.

W szybko rozwijajacych si¢ braniach
pojawiajq si¢ jednak nowe trendy konsu-
menckie § wéwezas utrwalone w pamigci
konsumentéw schematy dotyczace marck
stajq sig nieakrualne. W wyniku takicj sytu-
acji brand znajduje si¢ w pamicciowym &le-
pym zautku, co jest przyczyng pojawiania
si¢ wiclu niewypaléw na rynku.

Reklama moze poméc przezwyciczyé
urrudniajace sprzedaz schemary doryczaee
marki. Przewaznic prébuje sic to robié
przez gloéng, zwracajacq na sicbie uwage
komunikacje, keéra ma niewicle wspélnego
z dotychczasowym wizerunkiem produkeu,
Taka ,ostra” reklama nic jest jednak gwa-
rancja poZnicjszego sukcesu.

Celem zorientowanego na marketing
badania rynku musi byé wigc dogl¢hne po-
znanie strukrury poerzeb klienea i proba
adpowiedzi na pytanic, dlaczego marka za-
brngla w élepy zaulck w $wiadomoéci kon-
sumenta.

Dlarego trzeba przede wszystkim po-
znaé korzyici emocjonalne, jakic oferuja
marki. W tym celu najlepicj uyé aleerna-
tywnych metod badas, np. techniki psy-
chodramy, ktém glgboko bada emocjonal-
ne przezycia konsumenta.

Psychodrama, w kiérej uczesmiczy
10 ochotnikéw, trwa osiem godzin i pozwala
na uiycie rézaych narzedzi. Centrum tej me-
tody stanowi zabawa twércza i inne krearyw-
ne techniki badaweze. Dlarego tez specjalnym
zadaniem badaczy prowadzacych psychodra-
me jest podtrzymywanie zdolnoéci do zabawy
w grupic oraz wnikania w emocje grupy. Za-
proszeni konsumend przezywaji, popracz
technike zabaw owérczych, swoje uczucia
na nowo. Wprawdzic grajq oni role, ale
w tych rolach graja jednoczeinic samych sie-
bie. W ten sposéb granica niecheci i niemos-
nojci méwienia o sobie i swoich uczuciach
zostaje przelamana.

Gléwng zalet techniki psychodramy
jest uZytecznodé tego instrumentu dla dia-
gnozy stanu marki. Bedzie ona pomocna
przy planowaniu dzialan marketingowych
i osiagnigciu sukeesu na rynku.

Autor fest menedierem | badaczem niemieckisy fir-
my Konzapt & Analyse AG olerufqce] m.In, badania
za pomocg techniki psychadramy
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