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CHAPTER I
        INTRODUCTION
In everyday life, of course, a motivation is needed that will influence decision making, especially the decision to make a purchase that will be made by consumers, because this motivation will encourage them (consumers) to be active in completing various tasks according to the responsibilities they carry. For example, a consumer who currently has a need and desire, because the income of a consumer is limited, so before making a decision to buy something they must first consider which one is needed and which one is wanted. By having motivation, this motivation will influence consumers in making decisions in making a purchase.
Zeithaml (2009:18) assumes that consumer behavior studies how individuals, groups, and organizations select, buy, use, and utilize goods, services, and ideas, or experiences to satisfy consumer needs and wants. Buying behavior in consumers is usually influenced by motivation and encouragement, both from outside and from within, and there are also other influences, namely from cultural, social, personal, and psychological factors. Consumer behavior is defined as individual actions directly involved in making decisions in an effort to obtain and use goods. (Mangkunegara, 2002:3) (Kaunang, Sepang, and Rotinsulu 2015).
Setiadi (2003) defines motivation in consumer behavior as a condition within a person that encourages individual desires to carry out activities to achieve goals. Because with the existence of motivation in a person will produce a goal to achieve a satisfaction. Consumer motivation is a need that can encourage someone to do something (Kotler and Keller 2009). Motivation is formed because of an impulse that comes and goes inside a person (physiological conditions). Encouragement can occur because there is a difference between what is being felt and what should be felt. (Dewi, Siburian, and Indriastuti 2018).
Sangadji and Sopiah (2013), said the word motivation comes from the Latin movere which means 'to move' (page 154). Motivation is an encouragement that arises from within or from outside oneself (environment) which is a controlling factor towards the goal to be achieved. The relationship between motivation and consumers, motivation is defined as an impulse that will control consumers to decide to move towards achieving goals, namely to fulfill a need and desire (page 155). (Keren and Sulistiono 2019)






CHAPTER II
LITERATURE REVIEWS
· Motivation
Sangadji and Sopiah (2013), said the word motivation comes from the Latin movere which means 'to move' (page 154). Motivation is an encouragement that arises from within or from outside oneself (environment) which is a controlling factor towards the goal to be achieved. The relationship between motivation and consumers, motivation is defined as an impulse that will control consumers to decide to move towards achieving goals, namely to fulfill a need and desire (page 155). (Keren and Sulistiono 2019)
Consumer behavior begins with a motivation. Definitively it can be said that consumer motivation is an impulse in the form of individual needs and desires that lead to obtaining individual satisfaction. All individuals have needs, desires, and desires. Encouragement in an individual to reduce the pressure caused by the need to produce behavior that is expected to fulfill the need, so that it will foster a pleasant state in the individual. (Kualitas 2013)

Consumer Motivation Theory
Maslow Theory
Maslow stated that there are five human needs, according to Maslow's theory, humans usually fulfill the lowest level of needs first, if the lowest needs are fulfilled, then other higher needs usually appear, and so on, These five needs include :
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1. Physiological needs
Physical needs are basic human needs, namely the needs of the human body to survive. These needs include; food, water, air, housing, clothing, shelter, and reproduction.
2. Safety needs
The need for security is the second level of human needs after basic needs, this need for security includes; personal security, employment, resources, health, property.
3. Love and belonging
After the need for security and basic needs are met, humans need love from others. This need for love and belonging includes; frienship, intimacy, family, sense of connection.
4. Esteem
Esteem needs are the fourth level needs, after humans get a sense of security, feel loved and belong, and their basic needs have been fulfilled, then humans will also want to be respected. This need for esteem includes; respect, self-esteem, status, recognition, strength, freedom.
5. Self-actualization
This actualization need is the highest among the four previous needs, actualization is the need to prove himself that he is capable of doing something, this actualization need also describes a person's desire to understand, know, and form a value, so that he can influence others.
		David McClleland Theory
McCleland conveys a theory of motivation related to a need. This theory states that if a person has a strong need, then the effect is to motivate someone to behave in order to fulfill this strong need for satisfaction. So, the need is learned through adaptation to one's environment. And this theory also states that there are three basic individual needs to behave, namely: The need for success, the need for affiliation, the need for power. (Arquisola and Walid Ahlisa 2019).
1. Success need
The need for success is the desire of every human being to achieve good achievements, reputation and career. Someone who has a need for success tends to work hard, diligently, and steadfastly to achieve the goals he wants. Have high self-confidence, able to face all challenges and a problem in order to realize his goals. Success needs are the same as ego needs and self-actualization needs from self-actualization needs in Maslow's Theory.
2. Afiliaton need
The need for affiliation is the human desire to build and have relationships with other individuals, seek friends, want to be owned by the people around them, and want to have people who can accept them. Someone who has a need for affiliation tends to be active in various social activities and activities that involve many people. People who have this need for affiliation tend to choose products and services that are liked or approved by their close friends and relatives. This need for affiliation is the same as social needs in Maslow's theory.

3. Need of power
The need for power is the desire of an individual to influence his environment, such as influencing the people around him. The goal is to direct, influence, and manage others.

· Cultural Factor
Kotler states (2005: 203), "cultural factors have a deep and broad influence on the motivation of consumer buying behavior, while cultural factors include:
1. Culture
2. Sub-culture
3. Social class
(Santoso and Purwanti 2013)	
1. Culture
Kotler (2005: 203) states, "Culture is a determinant of the most basic behavior and desires by an individual". A habit becomes a culture. Culture can be said to be a way of life that is developed, and belongs together by a group of individuals and is passed down from generation to generation. Culture is formed by various complicated factors, such as political factors, religious factors, customs factors, language factors, clothing factors, and works of art. The culture that is developing in an area is very different from other areas. Therefore, every individual who moves to a new area needs to learn the culture of the local area that is being occupied first.
2. Sub-culture
Each culture is made up of smaller subcultures that offer its members more socialization and special characteristics. Subculture consists of country, religion, race, and geographical location. As subcultures grow large and numerous, companies often design marketing programs specifically for them. Setiadi (2003:41) states "The formation of market segments is influenced by cultural subcultures, marketers will design products and create marketing programs that have been adapted to their needs."
3. Social Class
Every individual must have a social stratum. This stratification sometimes takes the form of a caste system, in which members of different castes are raised by specific characteristics and cannot change their caste membership. Stratification is more often found in the form of social class. Kotler (2005: 203) states, "social class is the division of an individual that is relatively homogeneous and permanent, hierarchically arranged and its members embrace the same values, interests, and behaviors". (Santoso and Purwanti 2013)

· Social Factor
Menurut Enda M. C, sosial adalah cara tentang bagaimana para individu saling berhubungan.(Fitriana 2015)
Kotler (2005:206) states, a consumers attitude is influenced by social aspects, such as :
1. Reference groups
2. Family
3. Roles & Status

1. Reference Groups
Kotler (2005: 206) states, a person's reference group occurs from all groups that have a direct or indirect impact on a person's actions and behavior. Groups that have a direct influence on a person are called membership groups, while groups that have an indirect influence on a person are called aspirational groups
2. Family
Kotler, (2005:207) states that the family is an important consumer in society, and family members play the most influential primary reference set. Moreover, even if buyers no longer socialize extensively with their families, the behavior of buyers to family influences can still be significant.
3. Roles & Status
Kloter (2005:2009) states that a person participates in many groups throughout his life. The position of people in each group can be determined from the role and status. Role includes activities that a person wishes to carry out. Each role produces a status. People choose products that can communicate their position, role and status in society. Because of that arena, marketers need to know the potential status signals of products and brands.

· Personal Factor
Personal factor is a routine pattern of an individual who is controlled by the surrounding environmental factors in making choices, then expressed in an action. A person's decision to buy something is also influenced by personal character factors that differ from each individual, such as age and stages in the life cycle, work and economic environment, lifestyle, personality and self-concept. (Brainware 2022)
1. Age And Life Cycle Stage
People buy a variety of goods and services during their lifetime. They eat baby food and drink early in life, and need more food as they grow to become adults, and need to restrict their eating patterns as they get older. Even people's clothes have different tastes, equipment and places for recreation are related to their age.
2. Employment and the Economic Environment
The form of consumption of an individual is also influenced by the factor of his work. (For example, lower middle class economic environment) a manual laborer who buys clothes for work, shoes for work, boxed food. And as an example of the upper middle class) A boss in a company who buys clothes from expensive brands, owns a sports car, has members of the upper-class association.
3. Lifestyle
A person's lifestyle is a model of a person's life in living life in their daily lives, which is shown in the activities, interests and opinions (opinions) of those who are interested. Lifestyle describes "all personalities" that interact with the surrounding environment. Lifestyle describes something more than social class on the one hand and personality on the other.
4. Personality and Self-Concept
Each individual has a different personality which will result in behavior in deciding to make a purchase. Personality is a psychological characteristic that distinguishes a person, and causes a response that is relatively fixed and lasts a long time in the surrounding environment. Then self-concept (or self-image) is divided into two, namely idealized self-concept (how a person wants to see himself) and self-concept according to the views of others (how the perspective of other people sees person).

· Psychological Factors
The choice to make a purchase by consumers is influenced by four main psychological factors, namely:
Perception

Perception
Perception, a motivated consumer will be ready to
do, and a motivated consumer will be instigated by his perception of certain conditions. According to Kotler (2000) perception is a way used by consumers to determine, manage, and interpret information inputs to create a meaningful picture of the world. (Afifah, I., & Sopiany 2017).
According to Ghoni (2011) perception is a way of determining, classifying, and interpreting information to gain meaning. Perception does not depend on physical responses alone, but on responses related to the surrounding environment and the individual concerned. Learning covers the shift in consumer behavior that arises from experience, so that when consumers act, their knowledge will also increase.









CONCLUSION
Motivasi   (motivation)   adalah   keadaan   yang   diaktivasi   atau   digerakkan   di   mana   seseorang
mengarahkan peril berdasarkan tujuan. Hal ini termasuk "dorongan, keinginan, harapan, atau hasrat".
Lima   konsep   pokok   dari   studi   tentang   motivasi:   pengenalan   kebutuhan,   dorongan,   perilaku
berdasarkan-tujuan, objek insentif, dan afeksi.
Konsumen dalam melakukan tindakan pembelian umumnya digerakan oleh alasan yang timbul
dari dalam diri maupun lingkungan yang mempengaruhinya. Motivasi merupakan penggerak dalam
diri individu yang mendorong mereka bertindak. Semua perilaku berorientasi kepada tujuan. Tujuan
merupakan hasil yang dicari perilaku yang mendapat rangsangan. Bentuk atau arah  yang diambil
perilaku   tujuan   yang   dipilih   merupakan   hadil   proses   berpikir   (kesadaran)   dan   proses   belajar
sebelumnya
Motivasi   (motivation)   adalah   keadaan   yang   diaktivasi   atau   digerakkan   di   mana   seseorang
mengarahkan peril berdasarkan tujuan. Hal ini termasuk "dorongan, keinginan, harapan, atau hasrat".
Lima   konsep   pokok   dari   studi   tentang   motivasi:   pengenalan   kebutuhan,   dorongan,   perilaku
berdasarkan-tujuan, objek insentif, dan afeksi.
Konsumen dalam melakukan tindakan pembelian umumnya digerakan oleh alasan yang timbul
dari dalam diri maupun lingkungan yang mempengaruhinya. Motivasi merupakan penggerak dalam
diri individu yang mendorong mereka bertindak. Semua perilaku berorientasi kepada tujuan. Tujuan
merupakan hasil yang dicari perilaku yang mendapat rangsangan. Bentuk atau arah  yang diambil
perilaku   tujuan   yang   dipilih   merupakan   hadil   proses   berpikir   (kesadaran)   dan   proses   belajar
sebelumnya
Motivasi   (motivation)   adalah   keadaan   yang   diaktivasi   atau   digerakkan   di   mana   seseorang
mengarahkan peril berdasarkan tujuan. Hal ini termasuk "dorongan, keinginan, harapan, atau hasrat".
Lima   konsep   pokok   dari   studi   tentang   motivasi:   pengenalan   kebutuhan,   dorongan,   perilaku
berdasarkan-tujuan, objek insentif, dan afeksi.
Konsumen dalam melakukan tindakan pembelian umumnya digerakan oleh alasan yang timbul
dari dalam diri maupun lingkungan yang mempengaruhinya. Motivasi merupakan penggerak dalam
diri individu yang mendorong mereka bertindak. Semua perilaku berorientasi kepada tujuan. Tujuan
merupakan hasil yang dicari perilaku yang mendapat rangsangan. Bentuk atau arah  yang diambil
perilaku   tujuan   yang   dipilih   merupakan   hadil   proses   berpikir   (kesadaran)   dan   proses   belajar
sebelumnya
Motivation is an encouragement that arises from within or from outside oneself (environment) which is a controlling factor towards the goal to be achieved. The relationship between motivation and consumers, motivation is defined as an impulse that will control consumers to decide to move towards achieving goals, namely to fulfill a need and desire (page 155). (Keren and Sulistiono 2019). Consumer behavior begins with a motivation. Definitively it can be said that consumer motivation is an impulse in the form of individual needs and desires that lead to obtaining individual satisfaction. All individuals have needs, desires, and desires. Encouragement in an individual to reduce the pressure caused by the need to produce behavior that is expected to fulfill the need, so that it will foster a pleasant state in the individual. (Kualitas 2013).
Zeithaml (2009:18) assumes that consumer behavior studies how individuals, groups, and organizations select, buy, use, and utilize goods, services, and ideas, or experiences to satisfy consumer needs and wants. Buying behavior in consumers is usually influenced by motivation and encouragement, both from outside and from within, and there are also other influences, namely from cultural, social, personal, and psychological factors. Consumer behavior is defined as individual actions directly involved in making decisions in an effort to obtain and use goods. (Mangkunegara, 2002:3) (Kaunang, Sepang, and Rotinsulu 2015).

Sangadji and Sopiah (2013), said the word motivation comes from the Latin movere which means 'to move' (page 154). Motivation is an encouragement that arises from within or from outside oneself (environment) which is a controlling factor towards the goal to be achieved. The relationship between motivation and consumers, motivation is defined as an impulse that will control consumers to decide to move towards achieving goals, namely to fulfill a need and desire (page 155). (Keren and Sulistiono 2019). Consumer behavior begins with a motivation. Definitively it can be said that consumer motivation is an impulse in the form of individual needs and desires that lead to obtaining individual satisfaction. All individuals have needs, desires, and desires. Encouragement in an individual to reduce the pressure caused by the need to produce behavior that is expected to fulfill the need, so that it will foster a pleasant state in the individual. (Kualitas 2013).
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Self-actualization

desire to become the most that one can be

Esteem

respect, self-esteem, status, recognition, strength, freedom
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