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[bookmark: _Toc512109212]Abstract
[bookmark: _GoBack]This methodological and concept paper attempts to review the role and complexity of the recently emerged, yet well- established, value- based cognitive model – the Means- End- Chain (MEC).
[bookmark: _Hlk508695948]The aim of the publication is to conduct a fine- grained comparison of the currently prevalent approaches to the MEC; examine available models combinable with the Theory; reveal the conceptual gaps and outline opportunities for the future research.
The theoretical framework was based on the critical view of scientific literature and included identification of methodologies focusing on laddering techniques, statistical analysis methods and programs to plot the Hierarchical Value Maps.
It was paid a special attention to the extended MEC Models intersecting with the values instruments (RVS, LOV), Lifestyle Approaches (AIOs, RISC, CCA, FRL, etc.), dual- process models (Elaboration Likelihood Model , Heuristic- Systematic Model), and Theory of Planned Behavior to outline the prospects prevailing in modern marketing and consumer research. 
The results of the investigation detected the prospects for enlarging the amplitude of the MEC by integration of micro- and macro- elements to enhance the Model with symbolism, dynamics and multi- dimensionality.
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