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Solomon Consumer Behavior Buying
Having And Being

Solomon consumer behavior buying having and being is a comprehensive framework that helps marketers
and researchers understand the motivations behind consumer decision-making. This model explores how
individuals' desires for acquisition, possession, and self-identity influence their purchasing patterns and
consumption behaviors. By examining these dimensions—buying, having, and being—businesses can tailor their
marketing strategies to better meet consumer needs and foster stronger brand loyalty.

Understanding the Foundations of Consumer Behavior
Consumer behavior encompasses the study of how individuals, groups, or organizations select, purchase, use, and
dispose of products, services, ideas, or experiences to satisfy their needs and desires. It is influenced by various
factors including psychological, social, cultural, and personal elements. Recognizing these influences enables
companies to develop effective marketing approaches that resonate with target audiences.

The Solomon Framework: Buying, Having, and Being
The Solomon framework delineates three core aspects of consumer motivation:

1. Buying
This aspect pertains to the actual act of purchasing—what consumers buy, why they buy it, and how they make
their choices. It involves understanding decision-making processes, brand preferences, and purchase environments.

2. Having
Having refers to possession and ownership. It reflects the importance consumers place on owning goods and how
possession contributes to their sense of security, status, and self-concept.

3. Being
Being relates to identity and self-expression. It emphasizes how consumers use products and brands to project who
they are or aspire to be, influencing their lifestyle choices and personal development.

Deep Dive into Buying, Having, and Being

Buying: The Purchase Decision
Understanding buying behavior involves exploring the various stages consumers go through before, during, and
after purchasing:

Problem Recognition: Identifying a need or desire that prompts the search for a product or service.1.



Information Search: Gathering data from personal, commercial, public, or experiential sources.2.
Evaluation of Alternatives: Comparing different options based on features, price, quality, and other criteria.3.
Purchase Decision: Choosing a specific product or brand.4.
Post-Purchase Behavior: Reflecting on the purchase, which can lead to satisfaction or cognitive dissonance.5.

Factors influencing buying behavior include cultural norms, social influences, psychological states, and marketing
tactics such as advertising and pricing strategies.

Having: The Role of Possession
Having emphasizes the significance of ownership in consumer life. Possessions are often viewed as extensions of
self-identity and social status. They provide comfort, security, and a sense of stability.

Materialism: The importance placed on material possessions and their role in defining self-worth.1.
Possession as Identity: Owning specific brands or products to communicate personal style or social status.2.
Security and Comfort: Using possessions to create a secure environment or emotional comfort.3.
Accumulation and Disposal: The processes of acquiring and discarding possessions, influenced by cultural4.
and personal values.

For marketers, understanding the emotional and social value consumers assign to possessions can inform branding
and product positioning strategies.

Being: Self-Concept and Identity
The 'being' dimension explores how consumers use products to express their identity and aspirations. It is rooted in
the idea that consumption is not just about material needs but also about self-actualization.

Self-Expression: Using brands and products to communicate personal values and individuality.1.
Aspirational Consumption: Purchasing items that represent desired lifestyles or social statuses.2.
Identity Construction: Building and maintaining a sense of who they are through consumption choices.3.
Lifestyle and Personal Development: Aligning consumption with personal growth and life goals.4.

Brands that tap into consumers' desire for self-actualization and authenticity tend to foster stronger emotional
connections.

The Interplay of Buying, Having, and Being in Consumer
Decision-Making
While these aspects can be analyzed separately, they are deeply interconnected. For example, a consumer's
purchase decision (buying) is often motivated by their desire to own certain products (having), which in turn aligns
with their self-identity and life aspirations (being). Case Study Example: Luxury Car Purchase - The consumer
recognizes a need for a vehicle that signifies status (buying). - They seek ownership of a prestigious brand to
demonstrate success (having). - Driving a luxury car aligns with their self-image as a successful, sophisticated
individual (being). This integrated understanding enables marketers to craft messages that resonate on multiple
levels—appealing to consumers’ aspirations, sense of identity, and desire for ownership.
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Implications for Marketers and Businesses
Understanding consumer behavior through the lens of buying, having, and being offers valuable insights for
developing effective marketing strategies:

Targeted Messaging
- Emphasize how products fulfill needs related to acquisition, possession, or identity. - Use storytelling that aligns
with consumers’ aspirations and self-concept.

Brand Positioning
- Position brands as symbols of status or self-expression. - Highlight emotional benefits, not just functional features.

Product Design and Development
- Create products that facilitate self-identity or personal growth. - Offer customization options to enhance personal
connection.

Customer Engagement
- Foster communities around brand values that support consumers’ self-actualization. - Encourage sharing of
personal stories related to brand use.

Conclusion
The Solomon consumer behavior buying having and being framework provides a holistic view of the complex
motivations behind consumer choices. By analyzing how consumers buy, own, and use products to shape their
identities, marketers can develop more meaningful and impactful strategies. Recognizing the interconnectedness of
these dimensions allows brands to forge deeper emotional connections, foster loyalty, and ultimately influence
purchasing behavior in a competitive marketplace. Understanding these core aspects not only enhances marketing
effectiveness but also enriches our appreciation of consumer psychology, revealing that buying decisions are often
driven by deeper needs for self-expression, belonging, and personal fulfillment.

Solomon Consumer Behavior: Buying, Having, and Being Understanding consumer behavior is fundamental for
marketers, psychologists, and business strategists aiming to comprehend how individuals make decisions, develop
identities, and interact with products and services. The concept of Solomon Consumer Behavior: Buying, Having,
and Being offers a comprehensive framework that explores the psychological, social, and cultural factors
influencing consumer choices. This framework emphasizes not just the act of purchasing but also the deeper
motivations related to ownership and self-identity, making it a vital lens through which to analyze modern
consumption patterns.

Introduction to Solomon Consumer Behavior
The work of Leonard L. Solomon and colleagues has significantly contributed to the understanding of consumer
behavior. Their model posits that consumer actions are driven by three interconnected themes: buying, having, and
being. These themes reflect different levels of consumer motivation and are crucial for understanding not just what



consumers buy, but why they buy, how they perceive ownership, and how consumption shapes their self-concept.
This framework underscores the transition from basic transactional behavior to a deeper exploration of identity and
lifestyle, highlighting that consumption is as much about self-expression as it is about utility. Recognizing these
dimensions allows marketers to craft more resonant messages and develop products that align with consumers’
psychological and social needs.

Buying: The Behavioral Aspect of Consumer Choice
Buying refers to the actual act of purchasing a product or service. It is the observable step in the consumer
decision-making process, influenced by various factors such as needs, desires, perceptions, and external stimuli.
Factors Influencing Buying Behavior - Psychological Factors: Motivation, perception, learning, beliefs, and attitudes
significantly shape buying decisions. For instance, a consumer motivated by health concerns may prioritize organic
foods. - Social Factors: Family, friends, social networks, and reference groups influence preferences and choices.
Peer recommendations often sway buying decisions, especially for trendy or high-involvement products. - Cultural
Factors: Cultural values and norms determine what is considered desirable or acceptable, guiding consumers
towards specific brands or products. - Economic Factors: Income level, price sensitivity, and perceived value impact
purchasing power and decisions. Features and Characteristics of Buying Behavior - Rational vs. Emotional:
Consumer decisions can be driven by logical evaluation or emotional impulses. Luxury brands often appeal to
emotional desires, while everyday purchases tend to be more rational. - Impulse Buying: Spontaneous purchases
triggered by in-store displays or emotional cues. - Brand Loyalty: Repeated buying based on positive experiences
and trust. Pros and Cons of Buying Focus Pros: - Immediate revenue generation for businesses. - Provides insights
into consumer preferences and trends. - Enables targeted marketing strategies. Cons: - Can be short-term-focused,
ignoring long-term brand loyalty. - Overemphasis on transactional aspects may overlook deeper consumer needs.

Having: Ownership and Material Possessions
Having emphasizes the state of possession and material ownership. It reflects the consumer's relationship with
products after purchase, encompassing aspects of possession, utilization, and the symbolic meaning attached to
objects. The Significance of Having in Consumer Behavior - Status and Social Class: Owning certain brands or luxury
items signifies social status and personal achievement. - Security and Comfort: Material possessions can provide a
sense of security, stability, and comfort. - Identity and Self-Expression: What consumers own often reflects their
personality, values, and lifestyle. Psychological and Social Dimensions of Having - Possession as a Source of Self-
Identity: The possessions a person accumulates help define who they are and how they want to be perceived. -
Materialism: A cultural orientation emphasizing the importance of material possessions, often linked to happiness
and success. - Compulsive Buying: An excessive or uncontrollable desire to acquire possessions, which can lead to
financial and emotional problems. Features and Considerations of Having - Durability and Quality: Consumers value
long-lasting, high-quality possessions. - Ownership and Control: The sense of possession grants control and
autonomy over one's environment. - Obsolescence and Disposal: Rapid changes in technology or fashion can lead
to possessions becoming outdated, influencing consumption cycles. Pros and Cons of Having Focus Pros: - Enhances
personal and social identity. - Satisfies psychological needs for security and status. - Facilitates self-expression
through possessions. Cons: - Encourages materialism, which can lead to dissatisfaction. - Environmental impact due
to overconsumption and waste. - Can foster social inequalities and feelings of inadequacy.

Being: The Self-Concept and Personal Identity
Being relates to the consumer's sense of self and how consumption shapes their identity. It emphasizes the
psychological state of the individual, encompassing aspirations, values, and the ideal self. This dimension suggests
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that consumption is a means of expressing who consumers are or who they aspire to be. The Role of Being in
Consumer Behavior - Self-Concept: How consumers perceive themselves influences their choices. Products and
brands serve as symbols of personal identity. - Self-Expression: Consumption choices allow individuals to
communicate their personality, beliefs, and social roles. - Aspirational Buying: Consumers often purchase products
that align with their ideal self or future identity. Theoretical Perspectives on Being - Symbolic Interactionism: People
interpret symbols and signs (brands, logos) to construct their identity. - Extended Self: The idea that possessions
become part of one's identity, blurring the line between self and object. - Self-Determination Theory: Emphasizes
intrinsic motivations and personal growth, influencing consumption related to self-actualization. Features and
Dynamics of Being - Authenticity and Congruence: Consumers seek products that genuinely reflect their true selves.
- Brand Identity: Strong brands can symbolize specific values or lifestyles, aiding consumers in their self-expression.
- Identity Theft and Misrepresentation: Issues of authenticity and the risk of misrepresenting oneself through
consumption. Pros and Cons of Being Focus Pros: - Facilitates personal growth and self-awareness. - Builds a sense
of belonging and community through shared identity. - Encourages authentic and meaningful consumption. Cons: -
Over-identification with possessions or brands can lead to superficiality. - Pressure to conform to certain identities
or lifestyles. - Risk of stagnation or loss of individuality in mass-market environments.

Interconnections Between Buying, Having, and Being
While distinct, the components of Solomon's framework are deeply interconnected, creating a holistic view of
consumer behavior. - Buying often serves as the first step towards having—the act of purchase leads to possession.
- The transition from having to being is driven by how possessions influence self-identity, aspirations, and social
roles. - Consumers may buy products not just for their utility but to embody a particular being—for example,
purchasing eco-friendly products to align with environmental values. Practical Implications for Marketers - Effective
marketing should address not just the functional benefits of products but also the emotional and symbolic meanings
linked to having and being. - Brands that successfully connect with consumers’ self-concept can foster loyalty and
advocacy. - Understanding the dynamic interplay helps in designing campaigns that resonate with consumers'
aspirations and social identities.

Conclusion
Solomon Consumer Behavior: Buying, Having, and Being provides a nuanced framework for understanding the
complex motivations behind consumer actions. Moving beyond mere transactional exchanges, it emphasizes the
importance of psychological and social factors in shaping consumption patterns. Recognizing that consumers buy
not only products but also identities and lifestyles allows businesses to forge deeper connections with their
audiences. In an increasingly materialistic society, the distinctions and relationships among buying, having, and
being are vital for creating marketing strategies that are authentic, meaningful, and sustainable. By appreciating
these dimensions, companies can better meet consumer needs, foster loyalty, and contribute positively to
individual well-being and societal progress. Understanding consumer behavior through this lens ultimately
encourages a more empathetic approach to marketing—one that respects the complexity of human motivations
and the profound role consumption plays in shaping who we are and who we aspire to become.

Questions & Answers About solomon consumer behavior
buying having and being

No Question Answer



1 How does Solomon's 'Having, Being,
and Having-Becoming' framework
explain consumer identity today?

Solomon's framework suggests that consumers define themselves
not only through possessions ('Having') but also through
experiences and personal growth ('Being') and aspirational goals
('Having-Becoming'), reflecting a shift towards more holistic self-
identity in modern consumer behavior.

2 In what ways does the 'Being' aspect
influence modern consumer decision-
making?

The 'Being' aspect emphasizes the importance of authentic self-
expression and personal fulfillment, leading consumers to seek
products and experiences that align with their inner values and
identity, often prioritizing meaningful engagement over material
accumulation.

3 How is the concept of 'Having'
evolving in today's digital and
sustainable consumption landscape?

'Having' is increasingly linked to not just owning products but also
accessing services and experiences, with consumers valuing
sustainability and ethical considerations, shifting focus from
ownership to responsible consumption.

4 What role does the 'Having-Becoming'
phase play in consumer brand
loyalty?

The 'Having-Becoming' phase reflects consumers' aspirations to
evolve and improve themselves, often through brand association;
brands that align with consumers' aspirations for self-improvement
and future identity tend to foster stronger loyalty.

5 How can marketers leverage
Solomon's consumer behavior model
to better target today's consumers?

Marketers can tailor their strategies by understanding where
consumers are in the 'Having, Being, and Having-Becoming'
phases, creating messaging and offerings that resonate with their
current identity needs, aspirations, and values to foster deeper
engagement.

consumer behavior, buying habits, decision making, consumer psychology, purchasing motivations, product
preferences, brand loyalty, shopping patterns, consumer attitudes, consumption styles
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