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Abstract
[bookmark: _Hlk204892681]This article presents a literature review of Means-End Chain (MEC) theory in consumer behavior research. MEC is a hierarchical framework that connects product attributes to consequences and ultimately to consumer values, facilitating a deeper understanding of decision-making processes. The article examines methodological frameworks of MEC, such as laddering interviews and the construction of Hierarchical Value Maps (HVMs). A total of 105 scholarly articles were examined and categorized into six major topic areas: decision-making, consumer perception, motivation, perceived value, and other emerging issues. The analysis reveals that MEC has been widely adopted in various industries, including retail, digital commerce, food, tourism, and public policy. It has also been progressively incorporated with approaches such as social network theory, SEM, and netnography. A bibliometric summary of the contributing nations and journals is also included in the report, highlighting the MEC framework's multidisciplinary applicability and worldwide relevance. This study will provide a ready reference on MEC and serve as an informative summary kit for researchers and practitioners to guide their future work.
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Introduction
A relationship between qualities, consequences, and objectives of a product influences a consumer's decision to adopt or purchase any product or service. To understand this decision-making process of consumers, a cognitive model facilitates the means-end chain (MEC) model, which was developed by Grunert & Grunert (1995), Gutman (1982), and Reynolds & Gutman (1988).This model is formed after being inspired by several theories proposed in psychology, such as Kelly's work on personal construct theory (Kelly, 1955), attribute theory and cognitive structure (Scott, 1969), and human values (Rokeach, 1973). In marketing, it is difficult to understand consumer buying decisions, but with the help of means‐end chain analysis, marketing problems can be framed and analyzed as consumer decisions. This method helps to analyze qualitative data and transform it into quantitative findings that are typically very appealing for marketing research (Kilwinger & Dam, 2021). Since its invention, the MEC tool has been in the hands of decision-makers and researchers. Still, due to its broader concept, this model includes different methods or approaches that help in better understanding consumer decision-making. The model is not limited to the marketing field; numerous excellent works based on MEC have been published (Grunert et al., 2001; Reynolds & Olson, 2001). In a previous review paper, the author has discussed all the methodological parts and approaches, such as (hard and soft laddering, different attribute elicitation techniques, different techniques to analyze and report the aggregated results) (Kilwinger & Dam, 2021; Borgardt, 2020).  Still, there are no such studies found where the author is dedicated to MEC applications. Therefore, the present study examines the research papers to comprehend how MEC applications are spreading across several sectors. The widely used MEC is described as a developed tool in the articles that are being examined for discussions. To give readers an overview of how the MEC applications have been covered in the past, this paper will provide a rapid overview of future MEC-related work and give researchers and marketers a better understanding of the various aspects of MEC.
The paper has been organized in the following sections: The second section briefly describes the MEC decision-making tool. The third section covers the discussion of the MEC applications in a selected areas.


 2. Means-End Chain theory: Consumer Decision-making tool
The means-end chain is a step-by-step procedure that begins with interviewing each customer to know why they choose a particular product and analyzing their answers to determine broadly applicable connections between results (Olson & Reynolds, 2001). Industrialists use this model as a pragmatic and functionalist marketing tradition. It helps in identifying how products provide value and satisfy practical needs (Alderson, 1957; Brown, 2002; Dixon & Wilkinson, 1984).  Through this approach, marketers or researchers construct a mental representation of people (Kelly, 1955). This individual mental model is made up of a network of informal theories and functional linkages (Neisser,1976). The goods that consumers buy in this network of structures are collections of useful features (Lancaster, 1966; Rosen, 1974). Products are chosen and preferred by people based on the outcomes they provide and the objectives they aid in achieving (Vargo & Lusch, 2004). People perceive diverse relationships between observed features, inferred consequences, and desired goals because they have varied abilities and aptitudes and because they live in different situations and environments (Jan et al., 2012; Storkerson, 2010). To account for these individual variances, means-end chain analysis asks respondents to choose and express their constructs that explain how products relate to their objectives (Walker & Olson, 1991).
2.1 Methodological steps in MEC analysis 
MEC is assessed in three stages. 
1) Identifying the salient product characteristics  
2) The laddering technique
3) Development of a structured diagram (HVM).
The salient product characteristics are important for consumers, as they help in the evaluation of a product or service. These methods are based on cultural domain taxonomies and are intended to differentiate items based on how similar or different they are thought to be (Olson and Reynolds, 2001; Bernard, 2017). 
Laddering
After determining the essential features of the product, the next stage is the laddering interview technique. It is an in-depth one-to-one interview process to develop an understanding of how customers interpret the traits into significant linkages with themselves by using the following means-end theory (Gutman, 1982). It is qualitative in nature in this method; the interviewer asks semi-structured questions to respondents so that they can elicit the consumer attributes, consequences, and value (A-C-V) elements. Laddering is a tailored interviewing format where a series of questions based on "Why is that important to you?" with the specific aim of identifying sets of connections between the main perceptual components throughout the range of attributes (A), consequences (C), and values (V) (Reynolds & Gutman, 1988). However, this technique is classified into two types: soft and 'hard' soft laddering (Botschen et al.,1999). In soft laddering, interviewees are encouraged to speak freely and naturally, and associations between ACV are later reconstructed during analysis. (Costa et al., 2004). On the other hand, in hard laddering, a more mechanical, systematic interviewing approach invites customers to make connections. It offers data that is more thorough, less biased, and has high external validity. It is also more affordable, simpler to perform, anonymous, and applicable to a wider customer sample (Olson & Reynolds, 2001). This technique was first introduced by clinical psychologists in the 1960s to explore individuals' core values and belief systems. Conducting a laddering interview is a challenging task; it is difficult to ask the right questions of the interviewee, as the questions may make the interviewee uncomfortable or nervous. To improve the conversation flow and make it more comfortable, (Wansink,2003) gives these 7 simple tips:
1) Ask questions that elicit personal explanations. 
2) Make people think and answer with a sentence rather than just a "yes" or "no".
3) Continue asking "why".
4) Inquire about the reasons behind people's responses.
5) Let the questioning flow
6) Give respondents the freedom to answer the questions however they see fit 
7) Pay attention to the people's facial expressions and the tone of their voices as they respond.
The purpose of crafting the laddering technique into 7 phases is that these phases are not only organized but also help the researcher to uncover the deep personal values behind consumer choices in a systematic and smooth way. Here is an explanation of the significance of these seven phases (Collen & Hoekstra,2001).


1) Identifying Key Attributes:
This is the initial stage where the interviewer identifies which features or characteristics of the product are considered important by the consumer, things they notice or appreciate about it.
2) Selection of Major Attributes:
After listing various features and characteristics, the interviewer filters and selects the most relevant or significant attributes that are directly related to the product.
3) Understanding the Level of Attributes:
In this stage, the interviewer explores the underlying reasons or logic behind why the selected attributes matter to the consumer. This helps to dig deeper into their thought process.
4) Implementation of the Laddering Interview:
This is the core process where the interviewer engages the respondent using the laddering technique to uncover deeper motivations and ultimately reach the consumer's core values.
5) Mapping the Attributes–Consequences–Values (ACV) Chain:
At this stage, the interviewer analyzes the qualitative data collected during the interviews and organizes it into a structured sequence known as the ACV linkage. This helps illustrate how specific product attributes lead to certain consequences, which in turn connect to personal values.
Construction of Hierarchical Value Network: - In Figure 1, the interviewer combines all the laddering chains and creates a diagram that visually represents how the responses are connected.
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    Figure:1 Hierarchical Value Map (HVM)
[bookmark: _Hlk204887174]7) Analysis and Interpretation of HVM: - 
This is the final stage where HVM is analyzed to identify what is trending, what is valued most, and, most importantly, how the analysis benefits marketers and researchers as well.
In the given stages of the laddering process, content analysis is the key factor that transforms the qualitative raw data into a meaningful structure. Several researchers agreed that content analysis is the core part of the analytical process in a means-end study (Veludo-de-Oliveira et al., 2006). According to Olson and Reynolds (2001), content analysis facilitates the creation of the Attributes–Consequences–Values (ACV) chain by bridging the gap between researcher interpretation and consumer expressions.
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                                                        Figure :2 Mean’s End Chain Model
[bookmark: _Hlk204887526]Figure 2 illustrates the Mean's End Chain Model, which presents the behavior of consumers in a hierarchical manner.
[bookmark: _Hlk204887566]Attribute
Attributes are the qualities that customers prefer or seek out in goods, services, or conduct (Botschen et al., 1999).  According to the New Webster's dictionary, Attributes are defined as "a quality proper to a characteristic of a person or thing". Attributes can be either concrete or Abstract. Concrete attributes are defined as detailed features of a product, such as (Weight of mobile phone) (Wojciech Trzebiński et al., 2024) Abstract attributes define qualities like product style or brand as non-visual distinguishing characteristics (Lin, 2002).
Consequence
Consequences are the outcomes that consumers experience after using a product or service (Lai et al., 2025). People select the product that they believe will fulfill their desired goal. This structure is particularly advantageous for marketers, as it enables them to connect consumers' end-desired beliefs (E) with their relevance through the means-end framework (M) (Lai et al,2025).
Value
In the laddering technique, value represents the final stage of Means-End Chain (MEC) analysis (Chang et al, 2023). It is a consumer-oriented research approach that focuses on consumer behavior, attitudes, goal direction, and overall life orientation (Kilwinger & Dam). From a business point of view, marketers use these models so that they can understand whether the product is in the right place or not. This technique uncovers the consumer's value (Oishi, 1998).
3. Analysis of MEC application: -
This section provides a comprehensive analysis of the applications of the Means-End Chain (MEC) methodology. For this, a literature survey was conducted on the SCOPUS database to get relevant literature using “means-end AND chain” as the search query.  281 results were obtained. Further, the filter was applied to Business Management and Accounting (BMA) and language (English) criteria. The reason for applying the criteria is that it will help the author in extracting specific studies done in business orientation. After applying the filter, the total number of papers shows 105. These 105 studies were then further screened manually for relevance and study context. This resulted in a total of 100 studies. However, the applications of MEC methods were numerous and varied; therefore, it was difficult for the authors to identify the relevant topics. After a detailed study of the applications to highlight similarities and differences, the 100 papers were categorized into six themes: Customer Motivation, Customer Value, Customer Experience, Customer Perception, (B2B/B2C), and others. To provide a brief and systematic overview of MEC applications, articles are summarized in three groups, namely: (a) alphabetical order by author & year, (b) Specific area, and (c) applications combined with some other methodology (Vaidya & Kumar,2006; Behzadian et al.,2010).
3.1 Motivation
Motivation is one of the factors used to understand consumer behavior. In Table 1, the author shares a list of studies conducted by previous researchers. In the context of the food industry, Rahman & Luomal were employed to understand people's food consumption behavior. Ghaffari et al. (2023) used MEC, combined with confirmatory factor analysis (CFA), to identify the factors that motivate vegan diet consumption. In the context of tourism and travel, MEC has been employed to analyze outbound tourism (Wen & Huang, 2025), virtual tourism (Yang et al., 2024), and heritage tourism (Zhao & Agyeiwaah). In some studies, only the MEC model is combined with social network theory (Lin et al., 2025) to understand how motivation for tourism is triggered in consumers. In the context of promoting societal development, this model is employed to analyze the behavior of people who use transportation to travel (Timmer et al., 2023), focusing on anti-consumption of resources for sustainable development. Motivational factors influence consumers to buy products from cross-border (Hoque et al., 2022), virtual supermarket shopping (Nguyen et al., 2022). In the context of organization or business management, the MEC model is used to analyze Business angel goals (Falcao etal., 2023) for start-up and new entrepreneurship, Employee motivation in an organization (Ronda et al., 2024). Table 1 presents a summary of the studies addressed in the topic of motivational analysis using the MEC framework.
[bookmark: _Hlk204887573]Table 1. The applied papers on the topic of ‘Motivation’
	[bookmark: _Hlk199767377]Authors
	Specific area
	Other tools/methodologies use
	Context of study

	Bianchi et al., 2020
	Sustainable business (B Corps)
	 ---------- 
	Study about understanding consumer motivation who purchases products and services from B Firm.  

	Campos et al., 2024
	food
	 -----
	To understand the motivation to consume fruit and vegetables at the local market

	Falcão etal., 2023
	Business management
	MEC
	The model helped the entrepreneur to understand Business Angels' goals to bring them as part of the investor.  

	Ghaffari etal., 2023
	Food industry
	confirmatory factor analysis
	 The MEC model is used to understand the motivational factors in the adoption of a vegan diet by consumers.


	Großmann  et al., 2024
	 Business management
	----------
	 The MEC model is used to understand the motivational factors of consumers to use blockchain-based sharing solutions.

	Hoque Md.R.; Mou J.; Zhang Y., 2022

	e-commerce
	------
	consumers' motives in using cross-border e-commerce platforms.

	Kapuściński et al.,   2022
	 Hospitality industry 
	----------
	The MEC model used to understand the motivation factor of Gen Z for working in the hospitality industry. 

	Lin C.-F.; Fu C.-S., 2025
	Tourism
	Social network theory
	MEC is a model used to understand tourist motivation for spiritual destinations.

	Nguyen et al., 2022
	E-commerce (Virtual retail marketing)
	----------
	MEC used to examine consumer motivation to understand Virtual Supermarket shopping.

	Park et al., 2021
	Business ethics
	----------
	The MEC model used to understand motivational structure of whistle blowers

	Rahman S.U.; Luomala H., 2023
	Food 
	----------
	The MEC model is used to understand the motivation to adopt organic food consumption

	Ronda et al., 2024
	Business management
	----------
	The MEC model is used to understand employees' motivation to choose the organization.

	Sankaran R.; Chakraborty S., 2020
	Fintech/Digital payment/ banking industry
	----------
	MEC model used to understand consumer motivation for digital payment

	Timmer S.; Merfeld K.; Henkel S., 2023
	Government
	Comparative analysis
	MEC model used to understand people's motivation for use of transportation

	Waltermann J.; Henkel S., 2023
	 Logistics(transport)
	----------
	The MEC model is used to understand the motivational factors that transform driving behavior.

	Wen J.; Huang S., 2025
	Tourism
	----------
	The MEC model is used to analyze the motivation of Chinese outbound tourism.  

	Yang T.-T.; Ruan W.-Q.; Li Y.-Q.; Zhang S.-N., 2024
	Tourism industry
	----------
	To understand virtual tourist motivation and explore the relationship between onsite tourism and virtual tourism

	Zhao  & Agyeiwaah (2023)
	Tourism
	----
	understanding the intricacy of motivation in the context of culture and heritage tourism, which offers useful information for destination placement and segmentation.


	Ziesemer F.; Hüttel A.; Balderjahn I., 2021
	 Government/policy
	----------
	The MEC model is used to understand the factors motivating youth to adopt anti-consumption behaviors. 




[bookmark: _Hlk204887611]3.2 Perceived Value
Perceived value is a cornerstone to establish loyalty and value for money for consumers. In this study, the MEC application is used to analyze the value that consumers perceive in products and services. The publications on this topic are quite new in comparison with the other topics of MEC applications mentioned in Table 2. The first paper on the topic of "customers' perceived values of integrated resort brands in destination" was presented by Ahn & Thomas, and Boo& Kim (2020). Customer loyalty is strongly guided by perceived social, hedonic, and altruistic values derived from service attributes.
Similarly, in the context of the souvenir retail sector, Chang et al. (2024) reported that food souvenirs' perceived value for tourists is not only contingent upon the sensory and symbolic aspects, such as taste and authenticity, but also on the socio-cultural value of the products. To establish the structure of cultural and religious beliefs' perceived value in the context of consumer goods and the retail sector, Gupta & Joshi (2023) employed the tool to understand the impact of purchasing products on their personal value. Crofon & Scanell (2021) and Giovane et al. (2024 employed to examine how consumers perceive the product that they consume in their daily life. Sharma et al. (2022) and Sorakunnas & Konu (2021) applied the tool to understand the contexts of tourism and mobile payments. The authors combined MEC with other methodologies, SEM, to uncover how perceived value interplays with perceived risks and service quality, adding to sustain usage behavior. Perceived value is a dynamic, multidimensional psychological concept that is influenced by environment, values, and outcomes rather than being a static transactional measure. It provides profound insights into consumer-centric innovation and behavioral strategy.
[bookmark: _Hlk204887644]Table 2. The applied papers on the topic of “Perceived value /Value”.  
	[bookmark: _Hlk199767453]Authors
	Specific area
	Other tools/methodologies use
	Context of study

	Ahn J.; Thomas T.K., 2023
	Hospitality Management
	----------
	  The MEC model is used to understand consumers' values for resort brands.   

	Bapiri J.; Esfandiar K.; Seyfi S., 2023
	Tourism industry
	Photo-Elicitation
	The MEC model was used to investigate the meanings and values of visitors to describe cultural heritage sites in a Middle Eastern context.

	Berenguer-Contrí G.; G. Gallarza M.; Ruiz-Molina M.-E.; Gil-Saura I., 2024
	Service Industry
	-----------
	The MEC model is used to understand how value creation in B-to-B environments

	Boo S.; Kim T.J., 2020
	Event management/ Hospitality
	MEC + Kano
	 The MEC model is used to understand how consumers perceive the Event. 

	Chang T.-Y.; Hung S.-F.; Tang S., 2024
	Tourism industry
	----------
	The MEC model is used to understand what adds value to tourists' purchasing food souvenirs.  

	Chen et al., 2020
	airline industry
	MEC
	To understand the value perceived by an intern in joining as a ground crew member in an airline.

	Choi,2020
	Business Management
	-------
	To understand how consumers perceive the same product in different cultures.  


	Crisafulli et al., 2025)
	Automobile
	----------
	The MEC model is used to understand how consumer values are added in decision-making for autonomous cars.

	Crofton E.C.; Scannell A.G.M., 2021

	          Food
	----
	Understanding how consumers perceive new cereal-based snack foods made with healthy brewers' spent grain (BSG) as a sustainable and functional ingredient.

	Giovane da Silva M.; Vilas Boas L.H.B.; Teodoro A.J.S., 2024
	 beverages
	----------
	To understand the consumer's personal value of consuming specialty coffee.

	Guo et al., 2023
	Hospitality
	----------
	To understand the value a restaurant places on building loyal customers.

	Gupta & Joshi, 2023
	Consumer Goods Industry/retail marketing
	----------
	The MEC model is used to understand how art impacts the internal value of the customer.


	Jha A., 2022
	manufacturing sector
	----------
	MEC is used to understand the value that consumers receive from CSR.

	Kang et al., 2024
	Automobile 
	 ----
	To understand how people will perceive the benefit of the hyperloop

	Kang et al., 2023
	Technology
	PLS-SEM; fsQCA
	to understand how the intelligent qualities of VAs impact the perceived outcomes of consumers 

	Lai K.P.; Chong S.C.; Lin B., 2024
	Health
	----------
	To understand the impact and consumer value of QOC

	Lee W.H.H.; Chan S.H.G.; Tang B.M., 2024
	Tourism industry

	SEM
	How consumers perceive AI features as hospitality when they visit any restaurant or hotel. 


	Li M.; Yin D.; Qiu H.; Bai B.(2021)

	Digital technolgy
	Media equation theory
	To understand the features of AI services and how they add value for service perception.  

	Lin C.-F.; Fu C.-S.; Fu H.-Y.(2020)

	Tourism
	MEC +Kano
	To trace the features of 2D and 3D videos for online tourism and how they reach consumer personal value.

	Liu Y.; Weaver D.B.; Dupre K.; Jin X.(2024)
	Heritage tourism
	----
	to understand the stakeholder's conflicting perspectives and visions  

	Lu C.Y.; Suhartanto D.; Chen B.T., 2022
	Tourism industry
	----------
	MEC model used to understand the customer’s perceived value of glamping.

	Sorakunnas E.; Konu H., 2021
	Tourism industry (technology usage)
	----------
	The MEC model is used to understand the value structure of consumers in tourism.

	Sreelakshmi C.C.; Prathap S.K., 2024
	Banking/Digital commerce
	SEM
	The MEC model is used to understand how consumers perceive the value of digital payment.

	Sun H.; Yao L.
2025
	tourism
	MEC
	understand how customers evaluate goods and services and the factors that influence their value, in unplanned tourism

	Trzebińsk et al., 2022
	e-commerce
	----
	To understand how consumers perceive the product value and its relevance.

	Trzebinski W.; Gaczek P.; Marciniak B., 2024
	            
	         ------
	To understand how consumers perceive the value when they read the product description at the time of purchasing.

	Wang N.; Xie W.; Ali A.; Brem A.; Wang S., 2021
	Technology
	----------
	The MEC model is used to understand the value added by consumer adoption of smart wearable products. 

	Wolf M.E.; Emberger-Klein A.; Menrad K., 2024
	Health
	----------
	How the MC model is used, Natural Health Products for Concentration and Cognition (NHPCC) values link to the product attributes that matter in their choices.

	Zhang E.Y.; McKercher B.; Tse T.S.M., 2021
	Tourism industry (luxury travelers)
	----------
	The MEC model is used to understand luxury travelers' personal values in tourism.

	Zhang W.; Fukami S., 2023
	Tourism industry
	Quantitative content analysis
	The MEC model is used to understand the values of ecotourism codes of conduct.

	Zhang Z.; Zhang Y.; Li Y.; Shen Z., 2024
	tourism industry
	----------
	The MEC model is used to understand the behavior of solo travelers based on personal values.
  

	Zhong X.; Yan J., 2024
	Digital Marketing
	----------
	The MEC model is used to understand how consumers perceive digital marketing when buying online products.



[bookmark: _Hlk204887685]Experience
[bookmark: _Hlk204887733]Experience is a key notion in many different businesses, and each one has its way of conceptualizing it, ranging from emotional to sensory aspects. It is primarily related to shaping post-consumption behavior, service evaluation, and brand loyalty.  It illustrates how experiences are not isolated events but structured perceptions that connect product or service attributes to deeper consumer values, as outlined in Table 3. Chang & Wang., 2021 applied the MEC model to analyze the experience of tourists when they go for community tourism. Fan et al. (2024) employed the model to examine the experiences of male and female casino players and non-casino players. In the context of hospitality, the author applied the model to various aspects of the service provided in a restaurant (Heo & Kim, 2020) and Hotel credibility (Rosli et al., 2025) to understand how consumers experience when they indulge. In some studies, other tools have also been proposed to better understand experiences, such as Haji et al. (2021), who applied MEC in conjunction with a Netnographic study to understand how consumers experience their activities when they post them on social media. Wang et al., 2024 applied MEC and Embodiment Theory in the tourism industry to understand the experience of tourists who go for hiking tourism. The author also used the tool to understand consumer experience when digital tools become an integral part of people's lives. Yang et al. (2022 applied the MEC tool to understand how consumers experience virtual tourism. The MEC model was employed by Zhou et al. (2022) to comprehend the female experience using sportswear. Last but not least, Zhang et al. (2022) employed MEC to study purchase intention and how consumers relate to service experiences.
Table 3. The applied papers on the topic of ''experience"
	[bookmark: _Hlk199767500]Authors
	Specific area
	Other tools/methodologies use
	Context of study

	Chang K.-C.; Wang K.-E., 2021
	Tourism industry
	----------
	 The MEC model is used to examine the community tourism experience. 

	Fan P.K.T.; Choe J.Y.; Na Y.
(2024)
	Hospitality (Casino Restaurant Marketing)
	----------
	The MEC model was used to examine the experiences of male and female casino players and non-casino players in casino restaurants.

	Haji et al., 2021
	Entertainment
	Netnographic study

	 What experience is identified when they self-disclose on a public platform?

	Heo C.Y.; Kim B., 2020
	Hospitality Industry
	Structural Equation Modeling (SEM) &Chi-square Test
	The MEC model is used to understand the recent experience of meal sharing by service providers and service seekers.


	Rahman S.M.; Carlson J.; Chowdhury N.H., 2025
	omnichannel retailing
	----------
	MEC model used to understand customer experience with services in omnichannel retailing.

	Rahman S.M.; Carlson J.; Gudergan S.P.; Wetzels M.; Grewal D., 2023
	consumer goods
	Schema theory/categorization theory (Retail management)
	To understand the customer's experience and the value they get from purchasing the product through omnichannel.


	Rosli N.; Che-Ha N.; Ghazali E.M., 2025
	Hospitality
	Partial Least Squares Structural Equation Modeling
	The model is used to understand how consumer experience impacts hotel credibility.

	Soleymani Z.; Sojasi Qeidari H.; Shayan H.; Seyfi S.; Vo-Thanh T.
	Tourism
	------
	To understand how tourists in rural areas develop their unforgettable experiences


	Wang Y.; Zhou L.; Chen H.; Wang L.; Wu X.2024
	Tourism industry
	Embodiment Theory
	MEC model used to understand the experience tourists perceive from hiking tourism.

	Wu T.-C.; Lin Y.-E.; Wall G.; Xie P.F., 2023
	Tourism industry
	----------
	MEC models how tourists experience indigenous tourism

	Yin Z.-Y.; Huang A.-M.; Huang Z.-Y. (2022)
	Virtual tourism
	-----
	is used to uncover the consumer experince of virtual tourism. 

	Zhou X.; Funk D.C.; Lu L.; Kunkel T.(2022)
	Clothing industry
	-----
	 The MEC model used to understand the female experience in activewear.

	Zhang S.; Mahemuti M.; Tang J.; Han X.; Li X.2022
	Purchase intention
	------
	To understand how customers relate to service experiences


[bookmark: _Hlk204887749]
Decision making
[bookmark: _Hlk204887773]Decision-making is a cognitive process for purchasing any product or service. In consumer behavior, decisions are made based on various criteria to arrive at a final choice regarding the purchase of a product or service. The author's study reveals that the MEC approach emphasizes reasons behind consumers' decisions, rather than just the decisions themselves, thereby providing a richer interpretation of behavior across industries. Table 4 illustrates various studies across the fields with a thorough explanation of decision-making. In the context of Agriculture, Foolen et al. (2024) employed MEC methodology to understand how social contexts, specifically group discussions, can shape this decision-making process for adopting sustainable innovation for their crop and soil health. In the tourism industry, MEC is applied to understand tourist decision-making. Boley et al. (2023) discuss how digital media platforms influence consumers to make decisions for vacation. Additionally, the authors also proposed the Theory of Planned Behavior and Kenrick’s fundamental motives framework with the MEC model. In business and organizational decision-making, this methodology is used. Mitchell et al. (2020) employed MEC. In order to help decision-makers navigate dry ports, Rodrigues et al. (2020) used MEC in logistics to comprehend the supply chain's potential and difficulties.  In their study of corporate management, Schaefers et al. (2023) emphasized need to know decision-makers' own objectives while buying OBC. Factors influencing Indonesian consumers' decisions to return to omnichannel stores were examined by Sundjaja et al. (2024). Trzebinski et al. (2022) employed MEC in conjunction with ANOVA in product management to comprehend how consumers make decisions regarding both tangible and intangible product features at the moment of purchase. Last but not least, Zhang et al. (2020) used MEC with SERVQUAL in the hospitality and service sector to comprehend how customers choose robots over people.
Table 4: The applied papers on the topic of "Decision making"
	[bookmark: _Hlk199767664]		Authors
	Specific area
	Other tools/methodologies use
	          Context of study

	Boley B.B.; Jordan E.; Woosnam K.M.; Maruyama N.; Xiao X.; Rojas C. 2023
	Tourism industry
	Theory of Planned Behavior model/Kenrick’s Fundamental Motives Framework
	Study on how social media influences tourists' decisions when selecting a vacation destination.

	Burkert M.; Hüttl-Maack V.; Gil J.M.; Rahmani D. (2022)
	Food Industry
	ELM
	The MEC model is used to understand how content quality drives consumers to adoption.

	da Silva et al., 2020
	Food & beverage industry
	Theory of Basic Human Values
	 Study the decision-making process of consumers after purchasing the product. 

	Foolen etal., 2024
	Agriculture
	--------------
	How farmers decide to implement sustainable innovations in crop and soil health management.

	Hur E. (2020)
	Fashion Industry
	----------
	The MEC model is used to understand what makes a worker decide to leave the job.

	Kim T.; Hwang S.; Kim M.
	Marketing Research
	-------
	The MEC used to understand consumer decision-making, which helps marketers to sell the product.

	Kumar et al. 2023

	Digital technology
	------
	 The MEC model is used to understand how AI features add consumer value to adopting AR. 

	Kumar H.; Rauschnabel P.A.; Agarwal M.N.; Singh R.K.; Srivastava R.

	Digital technology
	------
	 
MEC model used to understand how AI features add consumer value to adopting AR. 

	Li C.; Kuruvilla S., 2023
	Food industry (Supply chain)
	----------
	The MEC model is used to understand what makes a worker decide to leave the job.

	Mitchell etal (2020)
	
	-----
	To understand how volunteers decide which nonprofit organization (NPO) to support.

	Oztürk B.N., 2020
	Food & Beverage Industry
	----------
	The MEC model is used to understand the Muslim consumer's decision-making for consuming food

	Ratakam P.; Petison P., 2020
	luxury jewelry brands/Fashion industry
	Ladder UX Software (for MEC data analysis and visualization)
	MEC used to understand millennials’ decision-making processes for buying luxury brands.

	Rodrigues T.A.; Mota C.M.M.; Ojiako U.; Dweiri F., 2020

	logistics
	-----
	To understand the challenges and opportunities of the supply chain, which helps the decision makers to drive Dry ports.

	Schaefers T.; Ruffer S.; Böhm E.(2023)
	Business management
	------------
	Understanding the individual goals of the decision-makers also plays a key role when purchasing OBC

	Sharma T.G.; Tak P.; Kesharwani A., 2022
	Entertainment
	SEM
	The MEC model is used to understand the decision-making of online game users

	Sundjaja A.M.; Utomo P.; Matthew D.; Hellianto G.R.; Putra N.S. (2024).
	 Business management
	--------
	To investigate the factors that impact Indonesian consumers' decisions to return to omnichannel retailers.


	Trzebinski et al ., 2022
	Product management
	ANNOVA +MEC
	The MEC model used to understand the consumer decision-making process for both abstract and concrete product aspects at the time of purchase.


	Winterstein etal,2024
	food
	Theory of Basic Human Value+MEC
	To understand the decision-making processes of consumers in different countries purchasing organic food.

	Yang T.; Yang F.; Men J., 2020
	Social Media Marketing
	Statistical tools
	The MEC model is used to understand how content quality influences consumer adoption.

	Zhang S.; Hu Z.; Li X.; Ren A., 2020
	Hospitality & Service Industry
	SERVQUAL
	To understand the consumer decision-making process when favoring robot instead of human.



[bookmark: _Hlk204887815]Perception and preferences
Geegamage et al. (2020) used the MEC as an aid in making fundamental consumer preferences and perceptions. He claimed that the methodology could help in understanding individual consumer perception for the same product. Katahenggam used the tool to understand consumer preferences in selecting a heritage place to visit.  Similarly, in the context of the Food and beverage industry, MEC in conjunction with Structural Equation Modelling (SEM) by Oliveira et al. (2020) was used to understand preferences and perceptions related to purchasing products in the Italian market. Nam and Jung (2022) applied MEC to understand audience preferences and transcreation behavior better.
[bookmark: _Hlk204887869]Table 5: The applied papers on the topic of "Perception and preferences"
	[bookmark: _Hlk199768377]Authors
	Specific area
	Other tools/methodologies use
	Context of study

	 
 Geegamage T.; Ranaweera A.; Halwatura R.(2020)
	Fashion Industry
	-----

	 To understand the consumer perception of second-hand fashion consumption

	
Katahenggam N., 2023

	Tourism
	--------
	 To understand the perceptions and preferences of tourists in the heritage districts

	Kim J.; Woo A.; Cho G.-H., 2023
	Social studies
	Maslow's hierarchy of human needs + MEC
	To understand why young single adults prefer to live in a shared house

	Asante Boadi E.; He Z.; Bosompem J.; Opata C.N.; Boadi E.K. (2022)
	Business organization
	----
	To understand the relationship between Employee perception of CSR.


	Nam J.; Jung Y.., 2022



	Entertainment

	--------
	The MEC model is useful for practitioners who create webtoons to understand their audience preference and the transcreation behavior of webtoons.

	Oliveira et al., (2020)
	Food & Beverage Industry
	Structural Equation Modelling (SEM)
	To understand the consumer perception on consuming capsule in coffee

	Rai K.; Chaudhuri R.; Chatterjee S.; Vrontis D.; Galati A., 2021
	 Digital innovation in business management
	 CB-SEM technique
	to uncover the underlying reasons why consumer choose specific products

	      Rodriguez G.A,( 2020)
	Agriculture
	Kapferer’s Brand Identity Prism
	To understand the perception of consumers on the production of meat on brand development

	Wang W.-X.; Hempel C.; Roosen J.
	food
	----
	To understand the consumer perception of heritage cereals that motivates them to buy.

	
Rodrigo P.; Khan H.; Valaei N.
	Product branding
	             -----
	To understand Sri Lankan professional elites' preference for foreign brands.



[bookmark: _Hlk204887907]
Other Topics
In Table 5, the author categorizes the studies that have been explored less, such as consumer satisfaction, Consumer trust, Research and development, and policies. In all these area Author used the MEC model along with other tools such as PLS-SEM, critical incident techniques to uncover or examine the consumer behaviour. Cacovean et al. (2021) proposed a satisfaction model based on MEC combined with an advanced statistical model (Partial Least Squares Structural Equation Modeling - PLS-SEM), incorporating both core and peripheral service attributes. Sharma et al. (2023) focused on Consumer cognition and preference to uncover value hierarchies with the help of the MEC model.  Marques et al. (2024) used it to understand the role of blockchain in firms' practices. Moreover, Kupilas et al. (2022) used Research and development in an organization.
[bookmark: _Hlk204887942]Table 6: The applied papers on the topic of ''Other Topics"
	[bookmark: _Hlk199768427]Authors
	Others topic
	    Domain 
	Other tools/methodologies use
	Context of study

	Apostolidis C.; Brown J.

	Sharing Economy
	 Social studies
	critical incident techniques
	To examine the characteristics that caused the conflict and associate them with particular outcomes.

	Moriuchi  & Takahashi,2022 

	Consumer trust
	 logistics
	----
	how consumers' trust in the intermediary vs the seller determines the role that engagement plays.

	Sharma A.; Sreen N.; Baishya K. (2023)
	Consumer satisfaction
	  Entertainment Industry

	------------
	To uncover consumer satisfaction after using OTT platforms

	Cacovean C.M.; Peluso A.M.; Plăiaș I.(2020)
	Customer satisfaction 

	Entertainment Industry

	PLS-SEM (Partial Least Squares)

	To implement a consumer satisfaction model for the performing arts. 

	Kupilas, etal, 2022
	Research and development 
	Business management
	          MEC
	To identify the essential components of the R&D-specific digital maturity model and look into the relationship between sustainability and digital transformation. (other)

	Marques L.; Morais D.; Terra A.

	Policies
	Business management
	
	To understand how various supply chain stakeholders' real behavior and predicted results different




[bookmark: _Hlk204887991]Observations and concluding remarks: -
This section aims to discuss and critically assess the MEC methodology and its applications, which include 105 scholarly journals that are extensively used to understand consumer decision-making and why it helps marketers identify customer choices. Based on a critical analysis of the MEC methodology, the author has organized the thematic findings into a mind map (Figure 5). This map will be valuable for future researchers or scholars who apply the MEC methodology in their studies. However, MEC theory is not only useful for marketers or researchers in marketing. As past studies by prominent authors show, this psychological behavior can also be applied in other areas. For example, HR can use the model to understand employee behavior within organizations. The model also assists in evaluating the success of policy implementation and examining societal trends such as anti-consumption and virtual socialization.









Employee decision making for job switch.




Decision Making
  Business-to-Business firm selection in for better services 



           Consumer Experience
· Availing services in hotels & restaurants 
· In purchasing a product in the retail industry & e-commerce platform
· Destination tourism experience

Experience
Consumer decision making
· Selection of tourist destination places
· Purchasing of FMCG products 
· Opting for digital technology/OTT platform/online gaming 
·  Buying behavior for a luxury product
 Perceived Value 
Employee Motivation for Job Sustainability
MEC Based Methodology
Motivation
     Consumer Motivation
· Tourism 
· Food consumption
· Product Purchasing
· Adoption of technology

 Other Areas of Applied Methodologies 
Consumer Perception
·   second-hand products purchasing
· Consumption of food and beverages of a specific brand
·  Choice of Entertainment 




 Perception
· Purchasing of healthy food.
· Selection of hotel/ restaurant to stay and dining in
· Selection of technology for their personal benefit
 
Consumer satisfaction
Consumer trust
Research and development
Policies



	











 
 
Furthermore, the integration of MEC with qualitative methods like netnography and photo-elicitation and sophisticated statistical tools like SEM and PLS-SEM and Theory of planned behavior  enhance its analytical power and cross-disciplinary usefulness.
Figure 3 indicates the country-wise number of studies where MEC usage is truly global, as is evident in the given table. China is the torchbearer in this field, followed by the United Kingdom (14), the United States (14), and Germany (12), highlighting strong academic interest in Western and East Asian contexts. The author also finds an increasing trend of MEC applications in developing countries like India.  This global spread underscores the methodological versatility and cross-cultural applicability of the MEC model, while also suggesting opportunities for further exploration in underrepresented regions like Africa, the Middle East, and Central Asia.

[bookmark: _Hlk204888003]                                                               Figure3. Country-wise number of studies


[bookmark: _Hlk204888045]In the figure 4, the author shared studies on the Means-End Chain (MEC) methodology across various journals, highlighting its versatility and relevance in business management studies involving consumer research, marketing, tourism, and service management. Some journals, such as Cogent Business and Management, have contributed four papers, followed by British Food Journal, Tourism Management Perspectives, Journal of Hospitality, Journal of Business Research, and Tourism Management, with three papers each. The remaining journal contributions are two and one, respectively. This also indicates that MEC has been widely implemented across many domains. The studies also show that the MEC methodology is mostly applied to various types of tourism and their perspectives.



[bookmark: _Hlk204888060]Figure 4: Frequency of papers published by journals


[bookmark: _Hlk204888098]After overall reviewing, the author feels the following observations in brief highlight the future course of MEC applications:
1) In most of the exploratory studies of consumer decision making, MEC is widely used.
2) The MEC model is highly used in developing countries such as China, India, etc.
3) The use of other software applications is integrated with MEC to enhance real-time strategic decision-making in marketing and design. 
The Means-End Chain model is a strategic lens for comprehending value-based decision-making in a time of ethical consumerism, emotional branding, and experiential marketing. It is also more than just a tool for consumer research. For scholars, marketers, and legislators, MEC provides a methodical yet adaptable technique to connect what people purchase with the reasons that mean most to them.
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