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The Means-End Chain Model Focused on Consumer Values

HU Jie, ZHANG Jin-Fu
(School of Psychology, Southwest University, Chongging 400715, China)

Abstract: The means-end chain model can be viewed as providing a research paradigm to understand the
relationships between consumer values and the product characteristics in a psychological perspective. This model
improves on the traditional methods of consumer values research, and links products to consumers by postulating
hierarchical relations between attributes of the product, consequences of product use and consumer values. To date,
the model has been widely applied in the marketing field. The article presented an overview of the means-end chain
model, including the principle, the research methods and the applications in the marketing field. Finally, the
shortages of the previous researches were summarized and the future research trends in the relevant areas were
discussed.

Key words: consumer values, means-end chain model, laddering.





