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Understanding the Core of
Modern Marketing: Solomon
Consumer Behavior Buying
Having And Being

In the dynamic world of marketing and business strategy,
few textbooks have shaped the way we understand shoppers
as profoundly as Michael R. Solomon's seminal work. The
phrase Solomon Consumer Behavior Buying Having And
Being  is not merely a catchy title; it represents a
comprehensive framework that  delves into the
psychological, social, and cultural motivations behind every
purchase. This article explores the foundational concepts
within Solomon's model, explains why they matter for
modern businesses, and provides actionable insights for
marketers seeking to connect with their audience on a
deeper level.

The Philosophical Shift: From Transaction to



Transformation

Traditional models of consumer behavior often treated
purchasing as a simple, linear process of need recognition,
information search, evaluation, and purchase. Solomon's
approach revolutionized this perspective by emphasizing that
consumption is not just an economic activity but a
fundamentally human one. The "Buying, Having, and Being"
framework posits that acquisition is deeply tied to identity,
emotion, and social standing.

When we examine Solomon Consumer Behavior Buying
Having And Being, we see a tripartite model that explains
the entire consumer experience. Buying encompasses the
decision-making process and the external influences that
guide it. Having refers to the ownership experience and the
meaning we attach to possessions. Being addresses how these
possessions integrate into our self-concept and identity. This
holistic view allows marketers to create strategies that
resonate beyond mere functionality.

Segment One: The Psychology of Buying

The buying process, as articulated in Solomon's work, is far
more complex than a simple exchange of money for goods.
It involves a deep dive into the consumer's psyche, including
motivation, perception, learning, and memory.

Motivation and the Drive to Purchase

Solomon draws heavily on Maslow's hierarchy of needs but
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refines it within a consumer context. Consumers are not just
buying products to satisfy basic needs; they are buying
solutions to emotional and psychological tensions. A luxury
watch, for example, might satisfy a need for esteem or
belonging, rather than a basic need for telling time.
Understanding this deep-seated motivation is the key to
effective positioning. The question every business must ask
is not just "What does our product do?" but "What deeper
human need does it fulfill?" This is a central tenet of the
Solomon Consumer Behavior Buying Having And Being
philosophy.

Perception: The Lens of Reality

How a consumer perceives a brand or product is often more
important than objective reality. Solomon discusses selective
attention, selective distortion, and selective retention. In a
world saturated with advertising, consumers only notice
messages that align with their existing beliefs and interests.
Marketers must therefore understand the perceptual filters of
their target audience. Using sensory marketing—appealing
to sight, sound, touch, taste, and smell—can break through
the clutter and create a memorable brand experience.

Learning and Memory

Behavioral learning theories, such as classical and operant
conditioning, play a significant role in Solomon's analysis. A
positive experience with a product (reward) reinforces the
likelihood of a repeat purchase. Cognitive learning, on the
other hand, involves the consumer actively processing



information and problem-solving. Brands that provide
educational content and clear value propositions tap into this
cognitive pathway. Memory is the final piece of the puzzle;
brands strive to be "top of mind" by creating distinctive
brand associations and memorable jingles or slogans.

Segment Two: The Meaning of Having

The "Having" component of Solomon Consumer Behavior
Buying Having And Being is perhaps the most insightful
part of the model. It moves beyond the moment of purchase
to explore the extended self and the role of possessions in
life.

The Extended Self

Solomon famously argued that "we are what we have." This
concept, known as the extended self, suggests that our
possessions are a major component of our identity. Our
homes, cars, clothing, and even the brands we choose
become part of how we define ourselves and how we present
ourselves to the world. Losing a valued possession can feel
like a loss of identity. For marketers, this emphasizes the
need to treat products not as commodities but as identity
markers. Luxury brands understand this implicitly; they are
selling membership to an exclusive club, not just a handbag
or a watch.

Sacred and Profane Consumption

Another fascinating aspect of the "Having" dimension is the
distinction between sacred and profane consumption.
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Profane consumption is everyday, ordinary usage, such as
buying groceries or cleaning supplies. Sacred consumption,
however, involves objects that are set apart from the
ordinary and treated with reverence. This could be a family
heirloom, a souvenir from a memorable vacation, or a piece
of art. Brands can elevate their products from profane to
sacred by imbuing them with storytelling, heritage, and
emotional significance.

Possessions and Life Transitions

Consumption patterns change dramatically during life
transitions such as marriage, having a child, moving to a new
city, or retiring. During these periods, consumers are
actively seeking products that help them navigate their new
roles and identities. A couple expecting their first child
might research cribs, strollers, and baby monitors with
intense scrutiny. Solomon highlights these liminal moments
as key opportunities for brands to build long-term loyalty by
providing guidance and support during times of change.

Segment Three: The State of Being

The final pillar of the model, "Being," explores how
consumption shapes our social and cultural reality. This is
where macro-level factors such as culture, subculture, social
class, and group influence come into play.

Culture and Subculture

Culture is the lens through which we perceive the world, and
it profoundly influences consumer behavior. Solomon



discusses how cultural values shape preferences for
everything from food to fashion to home decor. Subcultures
based on ethnicity, religion, age, geography, or even hobbies
create smaller, more specific sets of values. A global brand
like Coca-Cola must adapt its marketing to resonate with
different cultural norms, while a niche brand like a cycling
apparel company can speak directly to the values of the
cycling subculture.

Social Class and Status

Every society has a hierarchy of social classes, and
consumption is a primary way of communicating and
reinforcing social standing. Solomon discusses the concept
of "status consumption," where individuals purchase
products to signal their position in the social hierarchy. This
is not limited to the wealthy; even lower-income groups may
prioritize certain status symbols. Marketers must understand
the aspirational desires of their target audience and position
their products accordingly.

Reference Groups and Word of Mouth

Humans are social creatures, and we are heavily influenced
by the groups we belong to or aspire to belong to. Reference
groups can be membership groups (family, friends,
colleagues) or aspirational groups (celebrities, successful
professionals). Solomon emphasizes the power of word-of-
mouth communication and, in the modern context, social
media influence. A positive recommendation from a trusted
friend or a respected influencer can be far more persuasive



Solomon Consumer Behavior Buying
Having And Being

Downloaded from tracker.dreammachineusa.org by Noble & Ayers •
Explore the unseen. • Page 7

than traditional advertising. This is why user-generated
content and influencer marketing are now central pillars of
many marketing strategies.

Practical Applications for Marketers

Understanding Solomon Consumer Behavior Buying
Having And Being is not just an academic exercise; it has
profound practical implications for marketing strategy.

Segmentation and Targeting: Go beyond
demographics. Segment audiences based on
psychographics, values, and lifestyle aspirations.
Target the "being" that your audience aspires to
achieve.
Brand Positioning: Position your brand not just on
features or price, but on the identity it helps
consumers build. A car isn't just transportation; it is
freedom, adventure, or status.
Customer Experience Design: Design the entire
customer journey, from awareness to post-purchase
support, to reinforce the desired sense of self. A
seamless, delightful experience enhances the "having"
aspect.
Content Marketing: Create content that helps
consumers explore their identity and navigate their
life transitions. This builds a deeper connection than a
simple product pitch.
Community Building: Foster communities around
your brand where customers can share their
experiences and reinforce their affiliation. This



leverages the power of reference groups.

Common Pitfalls to Avoid

Ignoring the "Having" Phase: Many brands focus1.
all their energy on the initial sale and neglect the post-
purchase experience. A poor ownership experience
can damage the extended self and lead to negative
word of mouth.
Misreading Cultural Cues: Attempting to use status2.
or cultural symbols without genuine understanding
can lead to tone-deaf marketing that alienates the
target audience.
Overemphasizing Rationality: Assuming3.
consumers make purely logical decisions ignores the
powerful role of emotion, identity, and social
influence. Effective marketing appeals to both head
and heart.
Neglecting the "Being" Evolution: Consumers'4.
identities are not static. Brands must evolve with their
audience and remain relevant as cultural norms and
personal priorities shift.

The Modern Consumer Landscape

In the age of social media, e-commerce, and AI, Solomon's
framework has become even more relevant. Digital
platforms have made the "extended self" more visible and
curated than ever before. A person's Instagram feed is a
deliberate construction of their identity, and every product
featured in it is a part of that construction. The rise of
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"cancel culture" and brand activism also reflects the "Being"
dimension, as consumers increasingly choose brands that
align with their moral and political values. Authenticity is no
longer a buzzword but a requirement; consumers can easily
detect when a brand's values are performative rather than
genuine.

Conclusion

The framework of Solomon Consumer Behavior Buying
Having And Being remains an indispensable guide for
anyone seeking to understand the modern consumer. It
reminds us that behind every data point and sales figure is a
human being struggling with identity, seeking connection,
and navigating their place in the world. By embracing this
holistic view, marketers can move beyond transactional
relationships and build brands that become cherished parts
of their customers' lives. The ultimate goal is not just to sell
a product but to help consumers become the person they
want to be. When a brand achieves that, loyalty is not just
earned; it is inevitable.


