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Abraham Maslow
Introduction
Abraham Maslow left a theory that remains important to the marketing field today. He pursued psychological understanding of the human needs and came up with a table that ranks the needs in order. According to the theory, the five needs begin at the physiological, safety, social, esteem and self-actualization levels. Each of the needs must get fulfilled for the next one to gain importance. The need in progress acts as a source of inspiration to work in the direction of achieving the need (In Gbadamosi, 2019). Product promoters take the needs into account during advertisements to ensure the customer gets conviction of fulfilled needs.				
 The theory claims that human beings portray five levels of needs that act as their major motivation. Sales people take advantage of such knowledge to develop advertisements that address the needs highlighted in the hierarchy concept. Companies like Dasani, Aquafina and Fiji Water have websites that explain the refreshing and pure taste of their water. They also go an extra mile to advertise the content in billboards, television sets, radio stations and even newspapers. The adverts address the most basic need in Maslow’s hierarchy, the physiological need. Coca-Cola’s commercial, ‘taste the feeling’ concerns the customers need to belong (Lamb, Hair, & McDaniel, 2012). Social needs demand enjoyment with friends to help build togetherness. 
Drinking water companies i.e. Fiji Water, Dasani or Aquafina, address the sizes of packaging the market offers at the retail outlets. In marketing, adverts target a wide range of the market. Fiji water for instance advertises its bottle sizes which targets the needs of customers in different segments as shown in its website. The segmentations range from children to the adult as well as the low waged populace to the highly paid people. The Coca-Cola soda advertises the taste of cola with an energetic communication to the audience. The feeling associated with taking the product brings joy and happiness. The positive strength and spontaneity drawn from the ‘taste the feeling’ commercial targets the youth especially in their prime years of pursuing their goals to give them energy to achieve their goals. 
Coca-Cola’s recent commercial significantly changed the usual marketing strategy. The taste the feeling global advertisement reinforces coca-cola zero, light/diet Coca-Cola, Coca-Cola life and Coca-Cola zero.  The changes made act as an emphasis that the coke variants remain consumable by all. The international brand adverts concentrate on more needs of the audience. As noted with the combined Coca-Cola ‘taste the feeling’ latest commercials, several segments of customers of the product get the desired concerns met (Lamb, Hair, & McDaniel, 2012). For instance the weight conscious customers can get the Coca-Cola zero option without worrying about more calories. The advert differs from the previous one since it covers many more needs as it spreads across a larger segment of the population. In the global advertisements, sellers tend to address the whole lot of customers worldwide. The large number of people brings about more needs and market segments non-existent in a specific region. The advertisement therefore addresses different types of physiological needs, social needs and so on. 
In conclusion, Maslow’s hierarchy of needs plays a great role in the marketing field especially during creation of adverts and commercials. Marketers communicate how their product fulfills customer needs via the advertisements. In case an advert covers a certain market section, the contents designed mostly address the concerns of the customers in that segment. However, more elements of communication get included in worldwide adverts to cover the grown needs of customers from all areas. 
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