	ECONOMICS
TEACHER PRESENTATION NOTES
NEEDS VS WANTS - MARKETING'S BIGGEST TRICK


Two slides per page. Use the cards below as your teaching script for each slide.
	SLIDE 1
	Needs vs Wants: Marketing's Biggest Trick


On-slide summary: Needs vs Wants: Marketing's Biggest Trick; How advertising turns wants into 'needs' - and how to spot the trick.
TALKING POINTS
	•  Open with 'Raise your hand if you NEED a phone' so the needs vs wants lesson starts personal, not academic.
•  Do you need a phone to survive, or because everyone else has one? That gap is the biggest marketing trick.
	
	•  Define the biggest trick on this slide: marketing makes a want feel like a need so you spend money on it.
•  Extension to the real-world: every TikTok ad you scroll today is doing exactly what this lesson is about.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Needs vs Wants: Marketing's Biggest Trick classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Needs vs Wants: Marketing's Biggest Trick in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Needs vs Wants: Marketing's Biggest Trick



	SLIDE 2
	Learning Targets


On-slide summary: Learning Targets; Tell a NEED from a WANT and classify real consumer items; Name 5+ MARKETING TACTICS that blur the line (scarcity, FOMO, etc.)
TALKING POINTS
	•  Read all four targets aloud - target 1 is the needs and wants skill, target 4 makes it personal to their money.
•  Target 2 names the marketing tactics like scarcity and FOMO - the spine of the lesson is naming and spotting them.
	
	•  Target 3 covers manufactured demand specifically with the Listerine and diamond rings cases later in the deck.
•  Which target sounds hardest to you - telling a need from a want, or naming the six marketing tactics?



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Learning Targets classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Learning Targets in your own words?



	GUIDED NOTES
	Students should listen for: Tell a NEED from a WANT and classify real consumer items



	SLIDE 3
	What Is a NEED vs What Is a WANT


On-slide summary: What Is a NEED vs What Is a WANT; Key Concept: A NEED is required for survival or basic well-being. A WANT is a preference - it improves your life but you do not need it to live.; A NEED is
TALKING POINTS
	•  Define both cleanly: a NEED is required for survival or basic well-being; a WANT is a preference that improves life.
•  Use the clothing example - you NEED clothing for cold; you WANT a specific designer brand. The category vs the brand.
	
	•  Stress that the gap between the survival NEED and the brand-level WANT is exactly where marketing operates.
•  Quick check: ask students which of these is a need - water, a Stanley cup, shelter, an iPhone. Most will see it clearly.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make What Is a NEED vs What Is a WANT classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain What Is a NEED vs What Is a WANT in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: What Is a NEED vs What Is a WANT



	SLIDE 4
	The Needs-to-Wants Spectrum (Maslow's Hierarchy)


On-slide summary: The Needs-to-Wants Spectrum (Maslow's Hierarchy); Level 1 - SURVIVAL needs; Food, water, sleep, shelter, basic health - real NEEDS you cannot live without
TALKING POINTS
	•  Walk Maslow's hierarchy from the bottom: levels 1 and 2 (survival, safety) are real needs - food, water, shelter, income.
•  Specifically point out that levels 3-5 (belonging, esteem, self-actualization) are wants because the products are preferences.
	
	•  Maslow built this pyramid in 1943 - tie it to Econ because marketing makes its biggest money at the esteem level.
•  Which level on the Maslow hierarchy do you think advertising targets the most, and why?



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make The Needs-to-Wants Spectrum (Maslow's Hierarchy) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain The Needs-to-Wants Spectrum (Maslow's Hierarchy) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: The Needs-to-Wants Spectrum (Maslow's Hierarchy)



	SLIDE 5
	Why This Matters: Every Fake Need = A Dollar Lost


On-slide summary: Why This Matters: Every Fake Need = A Dollar Lost; Every dollar spent on a manufactured 'need' is a dollar gone; That dollar had an OPPORTUNITY COST - what else could it have done?
TALKING POINTS
	•  Tie back to TK 02 OPPORTUNITY COST - every dollar spent has a next-best alternative use.
•  Drop the number: average American spends $1,500-$3,000 a year on impulse buys triggered by ads. Per teen, often $500+.
	
	•  Make the math concrete: $2,000/year x 50 working years = $100,000 of lifetime impulse spending an average career.
•  Land the takeaway: spotting marketing tricks is a lifelong financial skill, not just an Econ vocabulary topic.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Why This Matters: Every Fake Need = A Dollar Lost classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Why This Matters: Every Fake Need = A Dollar Lost in your own words?



	GUIDED NOTES
	Students should listen for: Every dollar spent on a manufactured 'need' is a dollar gone



	SLIDE 6
	Marketing's Job: Blur the Line Between Wants and Needs


On-slide summary: Marketing's Job: Blur the Line Between Wants and Needs; Big Idea: MARKETING blurs the line between needs and wants so you buy what you would otherwise not.; What Marketing Does
TALKING POINTS
	•  Define MARKETING cleanly: the activities a business uses to promote, advertise, and sell a product.
•  Drop the spending fact: U.S. companies spend MORE than $390 BILLION a year on advertising (2024) - more than the federal education budget.
	
	•  Frame the next 6 slides: marketing targets feelings, NOT facts about products - that's the deliberate design.
•  Avoid the 'marketers are evil' framing - marketing is normal business; the tactics are deliberate; awareness is the defense.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Marketing's Job: Blur the Line Between Wants and Needs classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Marketing's Job: Blur the Line Between Wants and Needs in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Marketing's Job: Blur the Line Between Wants and Needs



	SLIDE 7
	Tactic 1: SCARCITY as a Marketing Trick


On-slide summary: Tactic 1: SCARCITY as a Marketing Trick; Real SCARCITY = limited resources (the scarcity lesson we studied earlier); Scarcity as TACTIC = fake limits designed to make you buy fast
TALKING POINTS
	•  Distinguish REAL scarcity (the scarcity lesson, limited resources) from SCARCITY AS A TACTIC (fake limits to push fast buying).
•  Walk the examples: 'Only 3 left in stock', limited drops, 24-hour Black Friday countdown timers, sneaker drops.
	
	•  Explain LOSS AVERSION - the human brain fears losing more than it values gaining; marketers exploit it directly.
•  Tie forward: this is the FIRST tactic students will spot in Part 4's Stanley cup case study.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Tactic 1: SCARCITY as a Marketing Trick classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Tactic 1: SCARCITY as a Marketing Trick in your own words?



	GUIDED NOTES
	Students should listen for: Real SCARCITY = limited resources (the scarcity lesson we studied earlier)



	SLIDE 8
	Tactic 2: FOMO - Fear Of Missing Out


On-slide summary: Tactic 2: FOMO - Fear Of Missing Out; What FOMO is; The anxious feeling that other people are enjoying something you are not.
TALKING POINTS
	•  Define FOMO precisely: the anxious feeling that other people are enjoying something you are not.
•  Point to TikTok and Instagram - both apps are deliberately designed to MAXIMIZE this feeling for engagement.
	
	•  Examples: Snapchat streaks, events ending tomorrow, flash sales - all exploit the same anxious feeling.
•  Why it works: the anxiety bypasses rational thinking and pushes a fast purchase before you can decide carefully.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Tactic 2: FOMO - Fear Of Missing Out classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Tactic 2: FOMO - Fear Of Missing Out in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Tactic 2: FOMO - Fear Of Missing Out



	SLIDE 9
	Tactic 3: SOCIAL PROOF - 'If Everyone Has It, You Need It'


On-slide summary: Tactic 3: SOCIAL PROOF - 'If Everyone Has It, You Need It'; Watch Out: SOCIAL PROOF uses other people's behavior (influencers, reviews) as proof to buy.; What It Is
TALKING POINTS
	•  Define SOCIAL PROOF: using other people's behavior (followers, reviews, influencers) as evidence to buy.
•  Explain the evolutionary root - humans evolved to copy the group because it kept early tribes safe.
	
	•  Modern weaponization: INFLUENCER MARKETING pays creators with followings so their fans copy the purchase.
•  Teach the spot: if a creator is using a product in a too-perfect way, the post is almost always paid.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Tactic 3: SOCIAL PROOF - 'If Everyone Has It, You Need It' classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Tactic 3: SOCIAL PROOF - 'If Everyone Has It, You Need It' in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Tactic 3: SOCIAL PROOF - 'If Everyone Has It, You Need It'



	SLIDE 10
	Tactic 4: EMOTIONAL APPEAL - Selling Feelings, Not Features


On-slide summary: Tactic 4: EMOTIONAL APPEAL - Selling Feelings, Not Features; What it targets; Feelings, not facts - happiness, belonging, nostalgia, fear, status.
TALKING POINTS
	•  Stress that most ads do NOT make factual claims about the product - they target feelings instead.
•  Walk the examples: Coca-Cola sells friends laughing, never 'sugar water tastes good'; car ads sell freedom, not horsepower.
	
	•  If the ad makes the viewer FEEL something (happiness, fear, status), the sale is already happening below their thinking.
•  Quick check: ask students to recall any car ad they've seen - did it tell them mileage or just show a beach?



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Tactic 4: EMOTIONAL APPEAL - Selling Feelings, Not Features classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Tactic 4: EMOTIONAL APPEAL - Selling Feelings, Not Features in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Tactic 4: EMOTIONAL APPEAL - Selling Feelings, Not Features



	SLIDE 11
	Tactic 5: MANUFACTURED INSECURITY - Invent a Flaw, Sell the Fix


On-slide summary: Tactic 5: MANUFACTURED INSECURITY - Invent a Flaw, Sell the Fix; Watch Out: MANUFACTURED INSECURITY invents a flaw (bad breath, dull skin) so the product can be the fix.
TALKING POINTS
	•  Define manufactured insecurity specifically: invent an embarrassing flaw you did not know you had, then sell the cure.
•  Walk the classic flaws on the slide: bad breath, body odor, dull skin, thin hair, smile not white enough.
	
	•  Manufactured insecurity built the deodorant, mouthwash, and skin-cream industries by inventing a flaw and selling the fix.
•  Can you name one ad you have seen recently that invents a flaw and then sells you the product that fixes it?



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Tactic 5: MANUFACTURED INSECURITY - Invent a Flaw, Sell the Fix classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Tactic 5: MANUFACTURED INSECURITY - Invent a Flaw, Sell the Fix in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Tactic 5: MANUFACTURED INSECURITY - Invent a Flaw, Sell the Fix



	SLIDE 12
	Tactic 6: LIFESTYLE MARKETING


On-slide summary: Tactic 6: LIFESTYLE MARKETING; Watch Out: LIFESTYLE MARKETING sells you the LIFE the product promises - not the product itself.; What It Sells
TALKING POINTS
	•  Define LIFESTYLE MARKETING: sells you the LIFE the product promises (cool friends, success), not the product itself.
•  Walk the examples: Apple = creative person you become; Nike = athlete you become; Lululemon = calm/successful you.
	
	•  Why it hits teens hardest: teen years are when identity-shopping is most intense - the ad sells the identity.
•  Spot check: ask 'am I buying the product, or am I buying the LIFE the ad shows?' If the ad never mentions a feature, lifestyle.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Tactic 6: LIFESTYLE MARKETING classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Tactic 6: LIFESTYLE MARKETING in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Tactic 6: LIFESTYLE MARKETING



	SLIDE 13
	MANUFACTURED DEMAND Case 1: Deodorant and Listerine


On-slide summary: MANUFACTURED DEMAND Case 1: Deodorant and Listerine; Did You Know: Listerine borrowed the obscure 1874 medical term 'halitosis' and made it a household word to sell a product no one knew they needed.; Deodorant (1912)
TALKING POINTS
	•  Tell the deodorant story: before 1912 no one bought deodorant; Edna Murphey told women they had body odor.
•  Tell the Listerine story specifically: sold as a surgical antiseptic until 1920, then the ad agency popularized the obscure 1874 medical term HALITOSIS.
	
	•  Drop the numbers because they are dramatic: Listerine sales went from $115,000 a year to $8 MILLION a year in seven years.
•  Land the lesson: the bad breath problem did not exist as a social concern until the ad invented it - that is manufactured demand.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make MANUFACTURED DEMAND Case 1: Deodorant and Listerine classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain MANUFACTURED DEMAND Case 1: Deodorant and Listerine in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: MANUFACTURED DEMAND Case 1: Deodorant and Listerine



	SLIDE 14
	MANUFACTURED DEMAND Case 2: Bottled Water and Diamond Rings


On-slide summary: MANUFACTURED DEMAND Case 2: Bottled Water and Diamond Rings; Bottled Water (1976); U.S. tap water is regulated, safe, and free; Perrier's 1976 campaign sold water as a LIFESTYLE.
TALKING POINTS
	•  Tell the bottled-water story: U.S. tap water is regulated, safe, and free; Perrier's 1976 campaign sold water as a LIFESTYLE.
•  Drop the number: Americans now buy 15+ BILLION single-serve bottles a year - same product as free tap water.
	
	•  Tell the DIAMOND story: before 1947, diamond engagement rings were NOT the tradition; De Beers invented it with 'A Diamond is Forever.'
•  Land the lesson: a $5-10 BILLION industry is built on a tradition under 80 years old - all manufactured by ONE ad campaign.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make MANUFACTURED DEMAND Case 2: Bottled Water and Diamond Rings classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain MANUFACTURED DEMAND Case 2: Bottled Water and Diamond Rings in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: MANUFACTURED DEMAND Case 2: Bottled Water and Diamond Rings



	SLIDE 15
	TODAY: The Stanley Cup and TikTok-Era Marketing


On-slide summary: TODAY: The Stanley Cup and TikTok-Era Marketing; Stanley Quenchers sold about $74 million a year in 2019; 2023: re-launched with TikTok influencers + limited drops; hit $750 million
TALKING POINTS
	•  Drop the contrast: Stanley sold ~$74M/year of Quenchers in 2019; with the 2023 TikTok campaign, sales hit $750M - a 10x jump.
•  Walk the tactics in one product: scarcity drops (limited colors), FOMO (sell-out in hours), social proof (paid influencers), lifestyle marketing.
	
	•  Make it personal: most students have literally seen this on their own TikTok feeds - the Stanley case is happening RIGHT NOW.
•  Reveal the math: a $40 stainless-steel bottle holding $1 of free tap water - the other $39 is pure lifestyle marketing.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make TODAY: The Stanley Cup and TikTok-Era Marketing classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain TODAY: The Stanley Cup and TikTok-Era Marketing in your own words?



	GUIDED NOTES
	Students should listen for: Stanley Quenchers sold about $74 million a year in 2019



	SLIDE 16
	Needs vs Wants Vocabulary (1 of 2)


On-slide summary: Needs vs Wants Vocabulary (1 of 2); Need; Required for survival or basic well-being - food, water, shelter.
TALKING POINTS
	•  Drill all five terms - NEED, WANT, MARKETING, MANUFACTURED DEMAND, SOCIAL PROOF - because they appear on the quiz and in Part 2.
•  Reinforce: NEED is required for survival; WANT is a preference; MARKETING is the activity that blurs the line between them.
	
	•  MANUFACTURED DEMAND is the deepest term - demand a company creates through advertising; Listerine is the textbook case.
•  SOCIAL PROOF is the biggest modern tactic via influencer marketing - point students back to slide 9 for the example.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Needs vs Wants Vocabulary (1 of 2) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Needs vs Wants Vocabulary (1 of 2) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Needs vs Wants Vocabulary (1 of 2)



	SLIDE 17
	Needs vs Wants Vocabulary (2 of 2)


On-slide summary: Needs vs Wants Vocabulary (2 of 2); Scarcity as a tactic; Fake limits (countdowns, 'only 3 left') to push fast buying.
TALKING POINTS
	•  Drill the five tactic terms specifically: scarcity as a tactic, FOMO, emotional appeal, manufactured insecurity, lifestyle marketing.
•  Compare the five: scarcity uses fake limits and countdown timers; FOMO uses anxiety; emotional appeal targets feelings instead of facts.
	
	•  Define manufactured insecurity because it is the most counterintuitive: it invents a flaw the product can fix; the bad feeling is the sale.
•  Connection to the next slide: lifestyle marketing sells the life, not the product - exactly what the Stanley cup case showed.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Needs vs Wants Vocabulary (2 of 2) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Needs vs Wants Vocabulary (2 of 2) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Needs vs Wants Vocabulary (2 of 2)



	SLIDE 18
	Key Takeaways - How to Protect Your Money


On-slide summary: Key Takeaways - How to Protect Your Money; A NEED is for survival; a WANT is a preference - marketing blurs the line; Six tactics blur the line: scarcity, FOMO, social proof, emotion, manufactured insecurity, lifestyle
TALKING POINTS
	•  Cycle the five takeaways - each maps to a part of the activity, so the takeaways and the homework match.
•  Land the OPPORTUNITY COST link back to TK 02 - every dollar on a fake need is a dollar not spent on a real need or saved.
	
	•  Restate the heart of the lesson: spotting the trick is a lifelong financial skill that will save thousands over a career.
•  Cue the assessment: the quiz tests the six tactics and manufactured demand cold, and the exit ticket asks students to audit one purchase.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Key Takeaways - How to Protect Your Money classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Key Takeaways - How to Protect Your Money in your own words?



	GUIDED NOTES
	Students should listen for: A NEED is for survival; a WANT is a preference - marketing blurs the line
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