
Why People Buy
A motive map showing how practical gains, personal identity, social rewards, protection, and avoidance converge inside a persuasive offer.
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HUMAN NATURE

Underlying Wants & Fears
People seek gain, comfort, belonging, safety, and relief.

Practical Gain
Improve resources or efficiency

Comfort & Pleasure
Feel better or enjoy more

Status & Identity
Shape how self and others see you

Safety & Protection
Reduce exposure and preserve value

Avoidance & Relief
Escape effort, pain, trouble, or loss

Make money
Increase income or upside

Save money
Keep more resources

Save time
Reach the result faster

Make work easier

More comfort

Increase enjoyment

Satisfy appetite

Gratify curiosity

cleanliness • fuller health

Gain praise

Be popular

Be in style

Be individual

attract • emulate • beautiful possessions

Protect family

Protect reputation

Safety in buying

Conserve possessions

take advantage of opportunities

Avoid effort

Escape physical pain

Avoid trouble

Avoid criticism

fear of missing out

OFFER SYNTHESIS

Persuasive Sales Argument
Concrete proof + reduced effort + savings + urgency + opportunity

The strongest offers activate several motives without sounding forced.

urgency / scarcityvalue / leverage

Purchase Decision
“This helps me get what I want—or avoid what I fear.”

motive becomes action
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