	ECONOMICS
NEEDS VS WANTS - MARKETING'S BIGGEST TRICK
GUIDED NOTES



	Name:  
	Date:  
	Period:  



LEARNING TARGETS
1. Define the difference between a NEED (something required for survival or basic well-being) and a WANT (a preference that improves life but is not required), and use the difference to classify real consumer items
2. Name and explain at least FIVE marketing manipulation tactics - SCARCITY-AS-TACTIC, FOMO, SOCIAL PROOF, EMOTIONAL APPEAL, MANUFACTURED INSECURITY, and LIFESTYLE MARKETING - and identify them in real ad campaigns
3. Explain MANUFACTURED DEMAND - how advertising creates 'needs' that did not exist before (deodorant, Listerine bad breath, bottled water, diamond engagement rings) - using concrete case-study evidence
4. Apply needs-vs-wants thinking to your own consumption (TikTok ads, Stanley cups, sneaker drops, energy drinks) and write a recommendation memo that protects your money from manipulation

SECTION 1
What Is a NEED vs What Is a WANT
The Core Distinction
A NEED is required for                or basic well-being.
Examples of needs: food, water, shelter,               , and basic healthcare.
A WANT is a                that improves life but is not required.
You would                fine without a want - maybe just less happy.
SECTION 2
The Needs-to-Wants Spectrum (Maslow's Hierarchy)
Five Levels From Needs to Wants
Level 1 is                needs: food, water, sleep, shelter, basic health.
Level 2 is                needs: stable home, basic healthcare, steady income.
Level 3 (BELONGING) and Level 4 (ESTEEM) are real human desires, but the specific stuff is a               .
Psychologist Abraham                built this hierarchy in 1943.
SECTION 3
Why This Matters: Every Fake Need = A Dollar Lost
The Money Side
Every dollar spent on a manufactured 'need' is a dollar               .
That dollar had an                COST - what else could it have done?
It could have paid down debt, built savings, or bought a real               .
Average American spends $1,500-$3,000/year on                buys triggered by ads.
SECTION 4
Marketing's Job: Blur the Line Between Wants and Needs
What Marketing Is and How It Works
MARKETING is the set of activities a business uses to promote, advertise, and                a product.
U.S. companies spend more than $               BILLION a year on advertising (2024).
Marketing targets               , not facts about the product.
Its goal: convince you that a WANT is actually a               .
SECTION 5
Tactic 1: SCARCITY as a Marketing Trick
Real Scarcity vs Scarcity as a Tactic
Real scarcity is limited resources, like in the                lesson we studied earlier this unit.
Scarcity as a TACTIC uses fake limits to make you buy               .
Examples: 'Only 3 left in stock,' limited drops, 24-hour               .
It triggers loss                - the fear that missing out feels worse than gaining feels good.
SECTION 6
Tactic 2: FOMO - Fear Of Missing Out
What FOMO Does
FOMO is the anxious feeling everyone else is enjoying something you are               .
TikTok and                are designed to maximize this feeling.
Marketers exploit it with flash sales and events ending               .
The anxious feeling bypasses your                thinking and pushes a fast purchase.
SECTION 7
Tactic 3: SOCIAL PROOF - 'If Everyone Has It, You Need It'
What Social Proof Is
Social proof uses other people's                as proof you should buy.
Examples: reviews, follower counts, influencer posts,                badges.
Humans are wired to                the group - it kept us safe in tribes.
               marketing is its biggest modern form - paid creators using a product.
SECTION 8
Tactic 4: EMOTIONAL APPEAL - Selling Feelings, Not Features
Targeting Feelings, Not Facts
Most ads target               , not facts about the product.
Coca-Cola ads show friends laughing - never that                tastes good.
Car ads sell freedom and adventure, not engine               .
If an ad makes you FEEL something, that is the               .
SECTION 9
Tactic 5: MANUFACTURED INSECURITY - Invent a Flaw, Sell the Fix
Inventing the Problem to Sell the Cure
Manufactured insecurity invents an embarrassing                you did not know you had.
Examples: bad breath, body odor, dull skin, thin hair,                not white enough.
Whole industries (deodorant, mouthwash, anti-aging) were built this               .
If the ad makes you feel                about yourself, it is doing its job.
SECTION 10
Tactic 6: LIFESTYLE MARKETING - Selling the Life, Not the Product
Buying Who You Become
Lifestyle marketing sells the                the product is supposed to bring.
Apple ads sell the                person you become.
Nike ads sell the                you become.
You are not buying the product - you are buying who you               .
SECTION 11
MANUFACTURED DEMAND Case 1: Deodorant and Listerine
Two Industries Built by Manufactured Demand
Before               , no one bought deodorant - the product barely existed.
Edna Murphey told women they had body                and did not know it.
Listerine was sold as a surgical antiseptic until the               .
Listerine's ad agency popularized an obscure 1874 medical term,               , to mean bad breath.
SECTION 12
MANUFACTURED DEMAND Case 2: Bottled Water and Diamond Rings
Two More Manufactured Industries
U.S. tap water is heavily regulated, safe, and               .
              's 1976 U.S. campaign sold water as a LIFESTYLE.
Before 1947, diamond engagement rings were NOT the               .
De Beers' 1947 slogan: 'A diamond is               .'
SECTION 13
TODAY: The Stanley Cup and TikTok-Era Marketing
Every Tactic in One Product
Stanley Quenchers sold about $               million a year in 2019.
In 2023, Stanley re-launched with                influencers and limited drops.
Sales hit $               MILLION in one year - a 10x jump.
A $40 water bottle holding $1 of free                water - the rest is lifestyle.
SECTION 14
Needs vs Wants Vocabulary (1 of 2)
Five Foundation Terms
1.                - something a person requires for survival or basic well-being.
2.                - a preference that improves life but is not required for survival.
3.                - the set of activities a business uses to promote and sell a product.
4. manufactured                - demand a company creates through advertising.
5. social                - using other people's behavior as proof you should buy.
SECTION 15
Needs vs Wants Vocabulary (2 of 2)
Five Tactic Terms
6. scarcity as a                - fake limits (countdowns, low stock) to push fast buying.
7.                - Fear Of Missing Out; the anxious feeling others are enjoying something you are not.
8.                appeal - targets feelings (happiness, fear, status) instead of facts.
9. manufactured                - invents a flaw (bad breath, dull skin) so the product can be the fix.
10.                marketing - sells the LIFE the product is supposed to bring, not the product.
SECTION 16
Key Takeaways - How to Protect Your Money
Five Takeaways
A NEED is required for survival; a WANT is a preference -                blurs the line.
Six tactics blur the line: scarcity, FOMO, social proof, emotional appeal, manufactured insecurity,                marketing.
MANUFACTURED                built whole industries (deodorant, Listerine, bottled water, diamond rings).
Every dollar spent on a fake need has an opportunity               .
Spotting the trick is a lifelong financial               , not just an Econ topic.
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