
Cultural Capital Motivational Matrix 
Nuts & Seeds

The chart measures the household 
presence and usage of Nuts & Seeds 
against the Snacks Category. Nuts  
and Seeds have their strongest role  
in Social/Cultural Capital.
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This motivator is about the actual physical experience of food. It concerns the effect of 
smelling, tasting, chewing, swallowing and digesting food and drink. It is about the textures, 
flavours, aromas, colours and even the sounds of food and drink.

The act of eating foods and drinking drinks, especially certain types of foods and drinks,  
has an almost narcotic effect on us. Physical stimulus includes the pharmacological effect  
of eating/drinking. When we eat there is a release of endorphins into the brain and the  
nervous system. This makes us feel good.

  

Psychological Motivation:

We want to enjoy the process of  
consuming our food and drink. 

Physical Stimulus



Margaret is from Kilkenny and she loves to shop in the  
Superquinn there.  Frank is a woodwork teacher and  
he and the kids usually go shopping with her in the  
afternoon. They all love the way Superquinn have the 
fresh bakery products at the door, the warmth and the 
smell, and the kids like to have a cookie when they go 
shopping. Frank loves cakes, especially the sticky toffee 
cake they make fresh in Superquinn.

All the family love plain food, nothing too strong or spicy.  
If you have good ordinary food you do not need to fuss 
over it and make a big thing over presentation. Food 
should speak for itself.

They often have a bag of sweets in the press, and have a 
sweetie box for the kids.  They also have crisps and pop-
corn in the press, and might nibble some out of boredom 
in the evening from time to time.

The most important thing about dinner is probably the 
dessert. It is the same when they go to a restaurant. They 
love places that have a dessert trolley, and really you are 
just working up to the dessert because that is a lovely 
treat.

Margaret is not big into cooking; it is really just a job.  
But they all like their food and they have good appetites.   
Margaret is not a drinker, just the odd glass of wine, rosé 
or Piat d’Or.  Frank enjoys a beer. A Guinness in the pub 
and maybe a bottle of Miller or Budweiser at home.

 

Physical Stimulus

Profile bullseye:



Top-Line Summary:

A very mass market profile with no  
demographic skews.

Food and Drink Categories  
strongly associated with  
this psychology

•	 Frozen desserts

•	 Frozen fish products

•	 Cakes, biscuits & pies.

•	 Yoghurt & yoghurt drinks.

•	 Ice cream & frozen yoghurt

•	 Coffee

•	 Wet cooking sauces in  
	 jar or pouch

Physical Stimulus

Measure	 Score 	 (Base score)
 
Male	 47% 	 (50%)
Female	 53%  	 (50%)

15-24	 16%	 (19%)
25-34	 21%	 (22%)
35-49	 26%	 (26%)
50-64	 21%	 (20%)
65+	 16%	 (14%)

ABC1	 41%	 (41%)
C2DE	 50%	 (50%)
F	 9%	 (9%)

Full time work	 45%	 (46%)
Part time work	 9%	 (10%)
Housewife	 21%	 (18%)
Not working	 25%	 (26%)

Kids present	 39%	 (38%)
No kids present	 61% 	 (62%)

Demographic Skews Behaviours strongly 
�aligned with this � 
psychology

Most likely behaviour:  
•	 Have breakfast at home 
 
Least likely behaviour:
•	 Have a frozen pizza  
	 in the freezer

Most likely to say:
•	 It’s not a home unless  
	 there’s fresh bread in the 
	 house
•	 Flavour is more important  
	 than anything else
•	 I take the time to enjoy 	
	 the textures, smells and 	
	 flavours of food
•	 I don’t like spicy food

Least likely to say:
•	 I wish I never had to  
	 cook again
•	 I could murder a burger
•	 I’d respect a good strong 	
	 steady drinker



Physical Stimulus Motivational Matrix 
Sweets & Gum

The chart measures the household 
presence and usage of Sweets &  
Gum against the Snacks Category. 
Sweets and Gum have a role in  
Physical Stimulus where “mouth  
entertainment” can be motivating.
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This motivational state is related to compulsive consumption or addictive behaviour.   
The central psychology of food in general is not closely related to peak experience,  
but is more to do with managed ‘enjoyment’.

Nevertheless, some foodstuffs and some food occasions deliver elements of peak  
experience. Alcoholic drink, in contrast to food, is very much to do with peak experience.

This motivator is unusual in that it goes against the normal pattern of ‘avoiding stimulus’. 
Peak Experience is about inducing stress.

Psychological Motivation:

The desire to push the boundaries and  
live life to the extreme.

Peak Experience



Eoin is 25 and in his first job after college. It’s just an  
office job to pay for the things he wants to do before he 
has to settle down. He is planning a trip to Australia next 
year where he wants to surf on the Gold Coast and dive 
on the Barrier Reef.

He plays a lot of sport, football especially, trains two nights 
a week and usually a match at the weekend. When you 
are active you need a lot of food to keep you going, and 
it doesn’t have to be health food, just look at what the 
Olympic swimmer Michael Phelps eats!

Eoin is sharing a flat with two other mates and none of 
them could be bothered cooking really. Maybe sausages 
and beans on toast or something easy like that. The fridge 
is really for storing beer, and the freezer is full of pizzas 
and oven chips.

A good night involves a gang of mates, a night in the pub, 
maybe go to a late bar afterwards, hit a kebab shop on 
the way home, and finish off back in the flat playing some 
music and drinking a few more beers.

He is never really organised enough in the morning to 
make breakfast. You need to have fresh milk in the fridge, 
and anyway you would be late for the Dart.  Better to grab 
a coffee and a breakfast roll at the office. For lunch as well, 
just buy a sandwich or a burger, anything to keep you  
going. Bag of crisps, a bar of chocolate and maybe a bottle 
of orange or Lucozade.

  

Peak Experience

Profile bullseye:



Measure	 Score 	 (Base score)
 
Male	 55%	 (50%)
Female	 45%	 (50%)

15-24	 30%	 19%)
25-34	 26%	 (22%)
35-49	 24%	 (26%)
50-64	 15%	 (20%)
65+	 6%	 (14%)

ABC1	 40%	 (41%)
C2DE	 49%	 (50%)
F	 10%	 (9%)

Full time work       50%	 (46%)
Part time work         9%	 (10%)
Housewife             14% 	 (18%)
Not working          27% 	 (26%)

Kids present           36%	 (38%)
No kids present      64% 	 (62%)

Demographic Skews

Peak Experience

Top-Line Summary:

Strongest amongst males, the 15-24 age 
bracket, in full time work. Least likely 
to prepare meals from scratch.  Very 
comfortable with consumption of  
convenience foods, snacks and grazing 
rather than eating a proper meal

Behaviours strongly 
�aligned with this � 
psychology

Most likely behaviour:  
•	 Go to the pub
•	 Eat on the move
•	 Use jarred sauces
•	 Eat in front of the TV
•	 Have a frozen pizza  
	 in the freezer
•	 Carry a bottle of water  
	 around
•	 Buy breakfast rolls from  
	 convenience stores

Food and Drink Categories  
strongly associated with  
this psychology

•	 Frozen chips
•	 Frozen pizza
•	 Frozen ready meals
•	 Sweets & gum
•	 Crisps & Popcorn
•	 Milk & Cream
•	 Ice cream & Frozen yoghurt
•	 Coffee
•	 Beer
•	 Spirits

Least likely behaviour:
•	 Cook from scratch
•	 Buy from a butcher
•	 Have breakfast at home
•	 Visit farmers markets
•	 Do home baking
•	 Have a bottle of whiskey  
	 in the house

Most likely to say:
•	 I’d go hell for leather  
	 at the weekend
•	 Now and then I reach  
	 for something sweet
•	 I could murder a burger
•	 You have to have some  
	 kind of treat now and again
•	 I have to have my coffee hit 
•	 I eat what I’m handed
•	 I sometimes eat out of boredom
•	 Comfort food improves  
	 my mood

Least likely to say
•	 It’s convenient to get a  
	 jar and chuck it in
•	 We don’t go out as  
	 much as we used to
•	 I try to make sure there’s plenty  
	 of vitamins in the food I eat
•	 Cooking is a bit of fun
•	 I take care not to waste  
	 leftovers



Peak Experience Motivational Matrix
Frozen Pizza

The chart measures the presence  
and usage of Frozen Pizzas against 
the Frozen Foods Category Average.  
Frozen Pizzas have their strongest 
presence in Peak Experience.
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The antithesis of the core psychology of “civilised  
comfort” this is the practice of satisfying one’s food 
needs outside of the core family and home food  
rituals. It involves fending for yourself, eating on the 
move, grazing, snacking, foraging and re-fuelling.

 Psychological Motivation:

The satisfaction of asserting your  
autonomy outside the symbolic order  
of ‘normal convention’.  Being different,  
a rebel, independence from authority.

Self-Containment



Sean is in fifth year and school is just pretty boring really.  
He will probably go to college, but does not really know 
what he wants to do yet.  Business or computers maybe.

He eats pretty much whatever his mom cooks, or if he 
does not like something he will just sneak it into the bin 
and raid the fridge later.  No sense upsetting the old dear 
after all her hard work.

There is a lot of pressure on teens these days to “look 
good” whatever that means, especially girls.  They are 
always going on about this diet or which celebrity is on 
a diet.  Sean does athletics in school and that just keeps 
him fit.  He brings a sandwich to school and buys milk or a 
drink to have with it. 
 
 

He drinks a bit, usually just beer. His parents let him drink 
a beer or some wine with dinner. When he goes to parties 
you can tell those who are allowed to drink from the ones 
who aren’t because kids who can’t drink at home go mad 
on blue vodka and end up making a show of themselves.

Sean is a bit of a rocker; he wears a lot of black and likes 
metal music, heavy metal and that.  He likes to go into 
town with some mates on a Saturday and hang around, 
look in the trashy clothes shops and have a burger in 
Burger King.  He wears black hoodies from Megadeath or 
Iron Maiden.  He also hangs out at home, or in his friends 
homes and they raid the fridge if they get hungry.

He knows how to cook some stuff, cheese on toast, an 
omelette. He wouldn’t starve, but he does not cook at 
home.

Profile bullseye:

Self-Containment



Self-Containment

Top-Line Summary:

Although this psychology does not 
appear to have a strong demographic 
skew, when we look a the data more 
closely the motivators for behaviour 
are strongest in the 15 to 24 year age 
group, with consumption profiles very 
similar to that for peak experience.

Measure	 Score 	 (Base score)
 
Male	 50%	 (50%)
Female	 50%  	 (50%)

15-24	 19%  	 (19%)
25-34	 21% 	 (22%)
35-49	 26% 	 (26%)
50-64	 20% 	 (20%)
65+	 15% 	 (14%)

ABC1	 40% 	 (41%)
C2DE 	 51% 	 (50%)
F	 9%  	 (9%)

Full time work	 45% 	 (46%)
Part time work	 10%   	 (10%)
Housewife	 19%  	 (18%)
Not working 	 27%  	 (26%)

Kids present	 37% 	 (38%)
No kids present	 63% 	 (62%)

Demographic Skews Behaviours strongly � 
aligned with  
this �psychology

There are no strong behaviours  

in those who align with the  

self-containment psychology.   

However, when we look at the data 

in detail we find the behaviours 

align with those in Peak Experience 

for the core 15 to 24 age group.

Food and Drink Categories  
strongly associated with  
this psychology

•	 Frozen fish products
•	 Chocolate
•	 Sweets & gum
•	 Milk & Cream
•	 Butter & spreads
•	 Squashes & Cordials
•	 Beer
•	 Wet soup in pouch or carton



Self-Containment Motivational Matrix
Wet Soup

The chart measures the presence 
and usage of Wet Soup (in carton 
or pouch) against the Convenience 
Food Category Average. Wet Soups 
have a very strongest presence in  
Self Containment.
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•	 We have taken an example from the Crisps market.

•	 “Main Market” positioning for crisps targets  
	 grocery shopping mothers, who buy mainly  
	 for children to consume the product.

•	 A Peak Experience positioning is one that  
	 appeals to teenagers and younger adult male 		
	 consumers, who purchase for their own  
	 consumption.

•	 A Peak Experience positioning, which is attractive 	
	 to this audience, can also be alienating to many 	
	 main market shoppers.

•	 A small manufacturer may choose to pursue a 		
	 single strategy, either targeting main grocery  
	 shoppers, or peak experience consumers.

•	 Large manufacturers may choose to design and 	
	 position separate products to serve each market, 	
	 and communicate each offering in a different way.

•	 How do we expect to see this map out on a  
	 motivational matrix?

Using the information—a Case Study



Positioning in the Market

Main Market

Target:  
Adults, especially  
mothers of children—
grocery shoppers.

Desired behaviour: 
Buy our crisps for your 
home.

Message:  
The snacks your kids 
will love to eat.

Peak Experience

Target:  
Older teens and young 
adult singles, especially 
males..

Desired behaviour: 
Buy our crisps for your 
yourself.

Message:  
Big, chunky, satisfying, 
mansized crisps.



Peak Experience Positioning
v 

Snacks Market Positioning

The Peak Experience Brand sacrifices market share on psychologies such as Family Dynamics in favour of a share gain in Peak Experience  
and Self-Containment, the strongest market for teen and young adult consumption.
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Main Market 
Peak Experience 



For further information about Understanding Consumer Motivations please contact Bord Bia:

Tel: +353 1 6685155 
Email: info@bordbia.ie

More in-depth content is available at www.bordbia.ie.

Leo Burnett Associates worked with Bord Bia in delivering this study. The Lacanian Focus groups were 
moderated by Robin Challis Qualitative Research in collaboration with Dr. Chris Simms. The quantitative 
study fieldwork was carried out by Lansdowne Market Research.


