Buying Anxieties

By Paul Herbig

Why do customers express high degree of enthusiasm over a product only to later deny it and decide not to purchase it?

Five major reasons why people do not buy


Reluctance to give up options

People value the freedom to choose.   Research shows whenever people think their freedom to choose is limited or threatened, they want what they can’t have more than they did before they lost the option to have it. .  It is the attractiveness lost options that could well cause a person not to buy. Marriage is a prime example:  the closer to the wedding date, the more likely either the bride or groom will have second thoughts about foregoing their single freedom.  Buying a house would fit in this category:  of all the hundreds of houses available I choose this one; I wonder what I missed out on because I did not look more carefully.


Fear of making a mistake

Buyer’s regret.  Post-purchase anxiety.   Cognitive dissonance.  Often, people will not buy because of the fear of making a mistake.  The older the consumer is, the more experienced, the longer the buying process precisely because the consumer has made numerous mistakes in his life and wants to avoid making another one.  This fear of buying can be caused by a lack of trust in the salesperson, poor past experiences, or uncertainty about whether the choice will actually resolve the problem one has.  The closer to the decision, the more fears exist about making a mistake.  Do I buy the PC today or wait?  If I buy it today, it will be obsolete tomorrow?  If I don’t buy it today I won’t be able to use it tomorrow.


Social Pressures

When a consumer buys, he/she does not only purchase to fulfill a personal need but just as often to reinforce social acceptance among one’s peers and social class.  I like this shirt/sweater/suit but I wonder if it is too conservative/liberal for work.  What a neat outfit but none of my friends is wearing anything like that and I don’t want to stick out. Oftentimes the approval of others is needed regardless of one’s own personal desires.


Fear of Losing

The fear of losing is the flip side of the need to win.   Consumers will do all sorts of irrational acts to avoid losing or even giving the appearance of losing.  If they believe they can’t win, many will abandon at once their pursuit.  The fear of losing or of being cheated will cause many a consumer to ignore any personal gains that might otherwise accrue to him.


Perceived Cost

Opportunity Cost.  What am I giving up to get what I want?  What else could I have spent the money on?  The cruise to the Bahamas is a dream wish of mine but we would have bought a new refrigerator for what we are paying.  Cost could also be viewed in terms of time:  would the 7 days on a cruise be better spent visiting my ailing parents or doing badly needed spring cleaning on the house?  The trade-offs associated with a purchase could result in many a consumer putting off the buying decision.

What can marketers do to overcome these buying anxieties?  One: know they exist; two: do not belittle their existence to the consumer.  It may not be major or even rational but it is important to the customer.  Belittling it will just antagonize the customer further and kill the deal.  Three: Make the positive forces in the customer’s mind greater than any negative ones.  Emphasize the benefits to be received by the product and how they will add utility to the customer’s life.  Four: Understand the real objection, not just the stated one.  The more the objections, the closer the sale.  What exactly is the reason for the resistance?  Don’t just listen to what the customer is saying, observe and probe for the underlying reasons.  Resolve the true objection and the deal will be yours.

