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Introduction

Understanding why people buy what they buy is at the heart of marketing, psychology, and economics. For anyone 

studying or practicing in these fields, a solid grasp of consumer behaviour is essential. Consumer Behaviour: 

Buying, Having, and Beingby Michael R. Solomon has long been a cornerstone text, and its sixth edition

continues to provide fresh insights and updated research. This article delves into the book’s core themes, its

evolution over time, and how both students and practitioners can leverage its content to craft more effective

marketing strategies.

About the Sixth Edition

Published in 2023, the sixth edition of Solomon’s classic text reflects the rapid changes in the marketplace,

especially the rise of digital platforms, sustainability concerns, and shifting cultural norms. The authors—Michael R.

Solomon, S. Craig Marshall, and Robert Bruce Holt—have collaborated with leading scholars to incorporate the

latest empirical studies and theoretical advancements. The book spans 400 pages of dense yet engaging content,

enriched with real �world examples, case studies, and discussion questions.

Key Features of the Edition

•  Updated research data covering emerging consumer trends such as eco �conscious purchasing and the gig 

economy.

•  Digital integration that examines how social media, mobile apps, and e �commerce shape decision making.

•  Global perspective with comparative studies from Asia, Africa, and Latin America.

•  Interactive elements including online quizzes and supplementary video lectures.

Core Concepts Covered

Solomon’s text is organized around a series of interconnected concepts that together form a comprehensive

framework for understanding consumer behaviour. Below are the major pillars of the book, each explored in depth

with examples, research findings, and practical applications.

1. The Consumer Decision-Making Process

The book begins by outlining the classic five �stage model: problem recognition, information search, evaluation of

alternatives, purchase decision, and post �purchase behaviour. Solomon expands this model to account for modern

complexities such as impulse buying triggered by influencer marketing or algorithmic recommendations.

Consumers often become aware of a need through internal cues (hunger, boredom) or external cues (advertising,

peer influence). The sixth edition adds a section on how digital notifications and push alerts can create perceived

needs that may not have existed previously.

In the age of the internet, information search has shifted from store visits to online reviews, product comparison

sites, and user �generated content. Solomon discusses how search engine algorithms and social media feeds can

filter information, leading to filter bubbles that influence consumer choice.

Decision heuristics—rules of thumb like “buy the best �rated product”—are examined alongside analytical



approaches such as cost �benefit analysis. The edition also highlights the role of brand reputation and the impact of

scarcity marketing tactics.

Solomon explores the psychological triggers that push consumers over the line: scarcity, social proof, and the

“endowment effect.” He also addresses the increasing importance of ethical considerations, such as whether a

product is cruelty �free or sustainably sourced.

Customer satisfaction, cognitive dissonance, and loyalty are discussed in detail. The book explains how

post �purchase experiences—like customer service interactions—can either reinforce brand loyalty or lead to

negative word �of �mouth.

2. Psychological Foundations

Understanding the mind is critical for predicting consumer behaviour. Solomon’s text covers a wide array of

psychological constructs and how they influence buying decisions.

Maslow’s hierarchy of needs is revisited, but the sixth edition also incorporates contemporary theories such as

Self �Determination Theory, which emphasizes autonomy, competence, and relatedness as drivers of motivation.

Consumers interpret marketing stimuli through selective attention, interpretation, and retention. The book illustrates

how packaging design, colour psychology, and brand imagery can shape perception.

Classical and operant conditioning, observational learning, and informational learning are all explored. Solomon

includes case studies showing how brand loyalty is built through repeated positive experiences and social learning.

Attitude formation and change are dissected using the Theory of Planned Behaviour and the Elaboration Likelihood

Model. The text also covers the influence of persuasive communication on consumer attitudes, including the use of

storytelling and emotional appeals.

3. Social and Cultural Influences

Consumers do not exist in a vacuum. Solomon’s work examines how family, peers, culture, and subcultures shape

buying behaviour.

Family dynamics, generational differences, and peer pressure are analyzed. The edition adds new research on how

online communities and social media groups influence purchase decisions.

Cross �cultural comparisons highlight how values, norms, and social expectations differ across societies. The book

includes comparative studies of consumer behaviour in Japan, Brazil, and the United States.

Solomon discusses how lifestyle choices—such as veganism, minimalism, or extreme sports—create distinct

consumer subcultures with unique purchasing patterns.

4. Consumer Personality and Self �Concept

Individual differences in personality traits like extraversion, conscientiousness, and openness to experience

significantly affect how consumers approach products. The book links personality profiles to brand affinity and

purchasing habits.

5. Memory and Decision Making

How consumers store, retrieve, and use information is critical. Solomon explains the role of episodic and semantic

memory in shaping brand recall and decision making.

Applying Solomon’s Framework in the Marketplace



While the book is academic in nature, its insights are directly applicable to marketing practice. Below are practical

ways to translate the concepts into real �world strategies.

Market Segmentation and Targeting

Use the psychological and demographic insights to create detailed customer personas. For example, a brand

targeting “eco �conscious millennials” can tailor messaging around sustainability and social responsibility.

Product Development and Positioning

Understanding consumer needs and motivations helps design products that truly resonate. Positioning statements

derived from the book’s framework can clarify a brand’s unique value proposition.

Advertising and Promotional Tactics

Apply the persuasion models to craft compelling ads. The Elaboration Likelihood Model suggests that

high �involvement products benefit from detailed information, while low �involvement items thrive on emotional cues.

Digital Marketing Strategies

Solomon’s discussion of online information search and social proof informs SEO, content marketing, and influencer

collaborations. Personalization algorithms can be aligned with the consumer decision �making stages to deliver

timely, relevant content.

Customer Experience and Loyalty Programs

Post �purchase satisfaction is crucial for retention. Use the book’s insights on cognitive dissonance to design

follow �up communications that reinforce the purchase decision and reduce regret.

Case Studies Highlighted in the Sixth Edition

The book is peppered with real �world examples that illustrate key concepts. Here are a few notable case studies:

•  Apple Inc. – How brand equity and design aesthetics drive consumer loyalty.

•  Patagonia – Leveraging sustainability as a core brand value to influence purchase decisions.

•  Airbnb – Examining trust-building mechanisms in a peer �to �peer marketplace.

•  Amazon Prime – The role of subscription models in shaping consumption habits.

•  Red Bull – Using experiential marketing to create a lifestyle brand.

Critical Evaluation of the Text

While the sixth edition is comprehensive, some readers note areas for improvement:

1.  Overreliance on Western data – Although the book includes global studies, many examples still focus on 

North American contexts.

2.  Limited discussion of emerging technologies – Topics such as AI �driven personalization and blockchain-

based loyalty programs receive only brief mentions.

3.  Density of academic jargon – Advanced readers may find the text challenging to navigate without 

supplementary explanations.

Despite these critiques, the book’s strengths—its depth of research, clarity of concepts, and practical relevance—

make it an indispensable resource for anyone interested in consumer behaviour.

Using the Book as a Learning Tool

Students and professionals can maximize the value of Solomon’s text by engaging with its supplementary materials:



•  Online quizzes – Test comprehension and reinforce key concepts.

•  Discussion questions – Facilitate critical thinking and classroom debate.

•  Case study analyses – Apply theory to real scenarios.

•  Research projects – Use the book’s references to design empirical studies.

Supplementary Resources

To deepen your understanding, consider the following resources:

•  Journal of Consumer Research – peer �reviewed articles on cutting �edge consumer behaviour topics.

•  Harvard Business Review – practitioner �oriented pieces on marketing strategy.

•  Marketing Science – quantitative research on consumer decision making.

•  Google Scholar – search for recent studies citing Solomon’s work.

Conclusion

The sixth edition of Consumer Behaviour: Buying, Having, and Beingby Michael R. Solomon remains a vital

touchstone for anyone looking to decode the complex motivations behind consumer choices. By blending robust

academic research with actionable case studies, the book equips marketers, researchers, and students with the

tools needed to anticipate, influence, and respond to consumer actions in a rapidly evolving marketplace. Whether

you’re drafting a marketing plan, conducting market research, or simply curious about why people buy, this text

offers a clear, evidence �based roadmap to understanding the human side of commerce.
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