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Conventional and Extended Versions of Means- End- Chain Theory
[bookmark: _Toc516684119]Abstract
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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[bookmark: _Toc516684120]Review of Conventional Means-End Theory
The „Means- End- Chain Approach“ is an idiosyncratic umbrella term that comprises a myriad of qualitative and quantitative methods to elicit deep, underlying consumer values, at different levels of abstraction. [Olson and Reynolds 2001] 
Despite a sufficient amount of theoretical and empirical literature on the Means- End- Chains (MEC) topic; the distribution of knowledge is scattered across journals and books and rather fragmented. In order to leverage this deficiency, the current paper presents the aggregated overview of conceptual and methodological frameworks about the conventional MEC as well as outlines the most promising scenarios for the future research. 
Apart from that, the paper sketches the possibility of enlarging the epistemological status of the MEC from purely cognitive view, currently predominating in the scientific realm, to more motivational research tradition, dealing with situational and impetus constructed meanings.
[bookmark: _Hlk508635013]Lastly, as the MEC possess capacities to form the synergies; the paper provides a deep dive on combination possibilities with existing and potential models to validate their efficacy and subsequent integration into the new metatheory.
[bookmark: _Toc516684121]Theoretical Background and Conceptual Framework
[bookmark: _CTVK001d47f510b10004e95b3b5180c065e1f9a][bookmark: _CTVP00141345f6722f74bf9ad3c27c7b113d001]The Means- End Theory is the recently emerged value- based, cognitive model to better understand the consumer behavior and decision- making process. Means- End Theory posits its basic assumption to connect tangible, concrete attributes of a product (Means) to highly abstract and intangible personal and emotional values (Ends). [Olson and Reynolds 2001]
[bookmark: _CTVK001e8233221129643c68f6c45f907d93eb8][bookmark: _CTVP00157010496d9fd4899bee80797a0e83a25][bookmark: _CTVK001b5d7f987e1c24ef6bcc8503fd458dbbb][bookmark: _CTVP0012969eb50257b4c2798ebad7e3f0a91e3]The initial concept of categorizing incoming stimuli into a set of hierarchically organized categories was proposed by Kelly (1955), [Grunert and Bech-Larsen 2005] who claimed that the most abstract categories motivate behavior and the more concrete ones correspond to behavioral alternatives. [Ferran and Grunert 2007]
[bookmark: _CTVK0011511227adbde40c5a5acf7a11d58499e][bookmark: _CTVP0016c3064347c57463b8da882171edefc3b][bookmark: _CTVK0011c9a7001d97d4fadbe61d653f7aef5f3]This work has contributed to the development of Means- End Approach, introduced by Tom Reynolds and Jonathan Gutman into the field of marketing and consumer research. The scientists posit the existence of consumer- product relationship, which is organized hierarchically, connecting product attributes (A), consequences of product use (C) and individual values (V). [Chin-Feng et al. 2016] The A-C-V ladder chain is therefore provides an understanding about the salient factors and their personal importance to the consumers, while decision- making process. 
[bookmark: _CTVP00126bfbac3eb564af096fad0b9986b1899][bookmark: _CTVK001d81fb804e57448d9af5edf1f2bd366d2][bookmark: _CTVP0011a566ffa756444c9ad1bfeef188dfa8c]This connotation can be illustrated as a three-level abstraction model (attribute- consequence- value); four-level abstraction concept in- between (attribute- functional consequence- psychological consequence- value) [Kaciak and Cullen 2009] and finally terminated with six- level format (concrete and abstract attributes, functional and psychological consequences furthermore including instrumental and terminal values). [Olson and Reynolds 2001]
[bookmark: _CTVK00144b911728b134d3fb50ebfd7d06ee784][bookmark: _CTVP001899b06993bf045fba26b1903b090aa3a]The Hierarchical Value Map (HVM) also called Consumer Decision Map (CDM) in form of a tree diagram is an outcome of the data analysis, which portrays an easy-to-interpret, the most common means- end chains elicited by the consumers. [Olson and Reynolds 2001]
[bookmark: _CTVK00129a76615227f4e5e871702a3315e0ce6][bookmark: _CTVP001e7f7c4ab9e884b8daad14fbc1ed50ad7][bookmark: _CTVK00129a1aba7a47242fbbe9a6ef600847072][bookmark: _CTVP00100c6021302844a60b5e65e7bb56481cc][bookmark: _CTVK0017708bc6cd45f48db8bd7b237bca4766a][bookmark: _CTVP0012074b1737da84a9aa138cd8848fc7254][bookmark: _CTVK00188cf0e21b1e14baab9eba49d99a3d47f][bookmark: _CTVP0015da192d0b51a4a9f9f4c8ce4e46dcbb6][bookmark: _CTVK0012a0484459b5244b1b723c06e001a6ec3][bookmark: _CTVP001f45129fb7237400ea9ffe1dfad90fd57][bookmark: _CTVK00116ba4283d8e74a6a95e0fbfd8eb3d3e7][bookmark: _CTVP001014c31e73b2d43228d1b100347696dbb]Due to a wide- range of benefits that proposes Means- End Theory, it has gained its popularity in numerous realms: marketing, with focus on MECCAS advertising strategies (Means- End- Conceptualization of the Components of Advertising Strategy); [Søndergaard 2005; Bech-Larsen 2000] brand equity analysis; [Wansink 2007] consumer involvement; [Lind 2007] politics with the analysis of public’s perceptions of presidential candidates; [Bagozzi 2000] E- Banking [Kuisma et al. 2007] and social network, etc. [Aschmoneit and Heitmann 2002]
[bookmark: _Toc516684122]Methodological Frameworks
[bookmark: _CTVK001b372f4fde4fe44d28863c3342112f1f4][bookmark: _CTVK001d18fd2b8ba58472f93631f1c98bf4de8][bookmark: _CTVP00162ead851b0ae400496c1c08f6196e262]The facilitation of understanding of consumers´ desired end- states is supported by the technique called Laddering, which forces the consumers to “move up the ladder of abstraction” [Sagan 2005]. It is a semi- structured, qualitative, in- depth, individual, face- to- face interview that reveals the Means- End- Chains of attributes, consequences and values, regarding the object(s) under study. 
Assessment of Means- End- Chains is a sequential process, consisting of three steps: Identification of salient product attributes, laddering procedure, analysis of data and plotting the HVM.
[bookmark: _CTVP001022f85f584ef45f3bdb9cd3b85c41418]Identification of salient product attributes, important for the consumers, is possible to determine via techniques based on sorting procedures, elicitation, ranking or scaling task. These techniques originate from cultural domain taxonomies and are aimed to distinguish objects according to their perceived similarities or differences [Olson and Reynolds 2001; Bernard 2011]:
· [bookmark: _CTVK001584b129532394e9d862c1c42f32ab70a]Sorting Procedures, which purpose is to sort objects according to their perceived similarities or dissimilarities. For example: Triadic sorting (Kelly 1955), free pile sorting, hierarchical dichotomization.
· Free elicitation or preference- consumption difference devices are used as Elicitation Techniques to identify the perceived, self- relevant attributes between the objects under study, as the first step; and afterwards to substantiate the most preferable option.
· Procedures connected with Ranking or Scaling, where respondents are requested to rate and justify their preference under given constraints. 
Once the most important, salient attributes have been determined, laddering interview is processed to identify, “why” particular attributes are important to the consumer in a projected situation.
The laddering techniques could be differentiated in two categories: Soft Laddering and Hard Laddering. 
[bookmark: _CTVP0010ac67ad6384c4ecaaf43aff2c9a7ce54][bookmark: _CTVK001ff45bc917a9b4ad384f810d88ebb5165]Soft Laddering is applied in a research with exploratory character [Breakwell 2008] and has a qualitative appeal. The consumers are prompted to answer a series of probing questions with the target to expose, why attributes are relevant to the consumers in terms of consequences and values.
[bookmark: _CTVP0018e62a711250a499899ce275e69f77c7b]The natural flow of speech of the consumer, remoted influence of the interviewer on the respondent, exploration of more objects simultaneously, generation of more MECs of higher abstraction level, uncovering of relevant MEC to increase the predictive ability etc. are a few advantages of soft laddering approach. [Costa et al. 2004]
[bookmark: _CTVK001c1ecf10edb2c4f85b25e95e761850b6d]Despite that, there are also a few shortcomings that are reasonable to mention. Soft Laddering approach is considered as a time- consuming and rather complicated to administer procedure, costly in implementation, with limited external validity, which could lead to difficulties in encoding of the information.
[bookmark: _CTVK00198b08039ce8f4b938ab05a230ae078bb][bookmark: _CTVP0016eadec7e477d4f93b14c5e572f3ca982]To diminish the deficiencies of Soft Laddering technique, there was constructed the Hard Laddering approach. It is a more structured, more mechanistic interview model, forcing the consumers to generate associations, which provides less biased and more comprehensive data, with high external validity. Besides that, hard laddering could be anonymous, is easier to conduct, less costly and could be applied to a larger sample of consumers. [Olson and Reynolds 2001]
Based on the analysis of scientific literature, it is obvious that hard laddering technique is the area, where a few experiments have been undertaken in the past and still ongoing up today.
· [bookmark: _CTVP0019c57575705124fd3a564f9cb28233ba9][bookmark: _CTVK00136c889144fb845aeb6fa6851a79038a7]Semi- structured interview is a self- administered questionnaire also called as paper-and-pencil, has an objective to ‘‘fork’’ A-C-V attributes to enable data collection. [van Rekom and Wierenga 2007; Leppard et al. 2004; Henneberg et al. 2009]
· [bookmark: _CTVK001821534c621084b7cb66b0157e6fdae13][bookmark: _CTVP0010967f84004d0427d9c9141a306e67333]Card Sorting Techniques [Roehrich and Valette- Florence 1991; Valette- Florence and Rapacchi 1990] aims to select the most important attributes in sorts of cards divided into attributes, consequences and values piles. The procedure is repeated with second and third most important attributes. [Olson and Reynolds 2001; Ferran and Grunert 2007]
· [bookmark: _CTVK00199bbe34c2ae94b239aa261a028587305][bookmark: _CTVP001f783fa0737104baeadcfead43c3b4923]An Association Patter Technique (APT) proposed by Ter. Hofstede et al. (1998), is frequently employed into the analysis. The respondents are presented two matrices: an attributes-consequences matrix and a values-consequences matrix, where it is required to mark the cells, where it is perceived to exists an association. [Olson and Reynolds 2001; Langbroek and Beuckelaer 2007; Barrena and Sánchez 2009]
· [bookmark: _CTVK001213b76506ac44a848b7dde41785483f5][bookmark: _CTVP00108e1f92ac2ba4275b0d1b40663ac3e26][bookmark: _CTVK001ec33e031423a4dda8b413eb915b253f5][bookmark: _CTVP001dab6ba76aa4f43ed950dcf6cba021ece]Free- Recall inspired by Grey Benefit Chain Approach [Young and Feigin 1975] connects physical traits of a product with “emotional payoffs” [Glynn and Woodside 2012]
· [bookmark: _CTVK001a3e4210c993a464e8f259482652f560d][bookmark: _CTVP0010e2cf587f17c4c8ba085cc380c486095]Thus E. Kaciak, C.W. Cullen and A. Sagan investigate the quality of ladders generated by abbreviated hard laddering, via p × ( 1 + k + k × m ) format. The model proves to achieve wishful results with much shorter questionnaires. [Kaciak and Cullen 2009]
· [bookmark: _CTVK0017476660b5e2f4afa9dc13150f41ef963]Verbalized rating scales proposed by Vanden Abeele (1990) target to rate the chain fit to the product in question. 
[bookmark: _CTVP001e91dba53592f47a184c93b3d909c1b50]Despite the merits and demerits of Soft and Hard Laddering Techniques, the results from a number of scientific studies show sufficient convergent validity. [Langbroek and Beuckelaer 2007; Costa et al. 2004]

Analysis of Collected Data and Plotting the HVM

[bookmark: _CTVK0018aef8933b842457e810e968d9e5bcc7c]The data analysis embraces a large number of conventional and modern methods, which facilitate the interpretation of the findings, resulting from laddering. 
[bookmark: _CTVP00138a475747fca4c99b8aaf20f0c717f3d]The Hierarchical Value Map (HVM) also called Consumer Decision Map (CDM) is an easy-to-interpret, the most common presentation of results in the form of a tree diagram. [Olson and Reynolds 2001]
[bookmark: _CTVK0017138518749d24a248bb143145df1b225][bookmark: _CTVP001966370b2408340d5b91fac81cdff6082]The one of the frequently used statistical methods are connected with Multivariate methods [Baker 2003]
· [bookmark: _CTVK001ebee6681a9884316ab61d5b7c69a9c9e][bookmark: _CTVP001cf9a46e05ae54d59acb59668121e7649]Factor Analysis attempts to diminish a large number of attributes to a few interpretable independent factors. The method is used for exploration of patterns in the data to gain data reduction (e.g. market segmentation, analysis of product/service attributes, determine consumer behavior and attitudes, etc.), which could be more digestible for reaching decisions. [Bagozzi 2000]
· [bookmark: _CTVK0012dd6947e45ac4436b1d11c7a45d72435][bookmark: _CTVP001ea5daf3440a84bd98d47308f91916392]Cluster analysis is a method applied for identification of “similar” attributes, consequences and values from the characteristics possessed by these entities. [Sirgy et al. 2015]
· [bookmark: _CTVK001930d462d32b54bd3a9a315e407f838f6][bookmark: _CTVP001ae8be307310944be92687a62637c2b6c]Multidimensional Scaling with focus on Correspondence and Conjoint Analysis is utilized to represent the A-C and C-V relationships among the attributes. [Possel 2010]
[bookmark: _CTVK001bcf0c4488bee4a5a838544ee3fe48337][bookmark: _CTVP00188f9d778d1d348ec8069ba85a5cd0e38]Regression technique is presented by Multiple- Regression tool, which purposes to investigate the nature (and strength) of relationships, existing between two or more variables (A, C and V). [Grunert and Bech-Larsen 2005; Bagozzi 2000]
[bookmark: _CTVK001458ad0822e1f4eb3b5e67e0727d4564c][bookmark: _CTVP001de9d2e723aca45c09e806c400b1725e6]Structural Equation Model (SEM) is a new, comprehensive method, which encompasses as special cases various techniques (e.g. Factor analysis with explicit focus on Latent Analysis; path analysis, referring to causal models; and multivariate regression or simultaneous equation systems), often used to analyze the MEC data. [Mazzocchi 2010] 
[bookmark: _CTVK00171b66b803ce245e08a5bdfcdc1a85ad7][bookmark: _CTVP0011a03f909b8da45cd91906139089b1a24]SEM resorts to the helps of factor analysis to assess latent constructs and estimate the various regression equations in parallel. [Brunsø et al. 2004; Sagan 2005]
[bookmark: _CTVK001c7c37f08cdce4f1eb16e8f97d1cac1b8][bookmark: _CTVP001907a7371160441eca4d6c1862888069a]Social Network Analysis (SNA) finds its application in analysis of ACV chains as semantic networks, where means-end relations tend to be symmetrical. [van Rekom and Wierenga 2007]
[bookmark: _CTVK0010ce4d340e0954dbd8c31f84ae18afa28][bookmark: _CTVP00123f6a275ba21495dadc8fb5b76ab0f7f][bookmark: _CTVK001889afd1470004b7db4b186fff5792081]To explain product preference or product perception in line with the MEC theory, it was also verified the application of Cognitive Differentiation Analysis. The results have demonstrated that preference tasks trigger more abstract sections of the MEC, whereas perceptual tasks seem to stimulate more concrete sections. [Olson and Reynolds 2001]
The most promoted software on the market, which serve as supportive tools of laddering analysis are MECANALYST PLUS and LADDERMAP.
[bookmark: _CTVP0014515a46c34984e809b87e653c6d31093]In sum, the MEC Theory demonstrated to be a useful framework to understand consumer behavior and decision- making process, applied in a large number of areas: advertising strategies, analysis of brand equity, consumer involvement, etc. Both soft and hard laddering, despite their advantages and disadvantages are supposed to lead to the similar results, which let the investigator determine the most suitable for the research technique. Due to complexity of the MEC research topic, it would be recommended to use a combination of statistical methods to achieve the goal defined. [Olson and Reynolds 2001]
[bookmark: _Toc516684123]Extended Versions of Means- End- Chain Theory
[bookmark: _Toc516684124]General Overview of Existing Extended MEC
[bookmark: _CTVK001f4661e3ca2e54ed7aabd5ee6af4343cb]Means- End Chain Theory is an innovative, one of the most promising models, pretending to explain and predict consumer behavior. However, increased acceptance and application of the approach is inevitably related with recognition of shortcomings and need for improvement.
Therefore the overview below provides an outlook of the MEC Theory combination possibilities with existing and potential models to validate their advantages and disadvantages, reveal the conceptual gaps and outline opportunities for the formulation of the future metatheory.
The Table #1 “Extended Means- End- Chain Theory” presents the logical flow of theories and models sorted from micro- (endogenous) to macro- (exogenous) levels with connection to the MEC. 
The Self- Concept approach is considered as the initial standpoint of all models, dealing with values at individual’s, personality’s level; the Behavioral Perspective Model (BPM) denotes the final, the most complex level, comprising situational, learning history, reinforcement, etc. variables. Both the Self- Concept and the BPM models are directly connected with the MEC. 
Intermediate models (e.g. Lifestyle approaches, Attribute- Benefit- Emotions (ABE) model, Dual- Process models (ELM and HSM), etc.) are “In- between” tools, serving as bridge and / or filling of the new Extended Means- End- Chain (EMEC) approach.


Table #1: Extended Means- End- Chain (EMEC) Theory Opportunities. From Micro- (endogenous) to Macro- (Exogenous) Level
Source: Own elaboration of the Author.Self- Concept Approach
Elaboration Likelihood Model (ELM)
Heuristic- Systematic Model (HSM)
Behavioral Perspective Model (BPM)
Theory of Planned Behavior
(TPB)
Consumer Involvement Standpoint
Rokeach Value Survey (RVS) 
List of Values (LOV)
Lifestyle Approaches:
AIOs, RISC, CCS, 
FRL, FR-BEH
Ethogenic Rules of Behavior Standpoint
MEC
Attribute- Benefit- Emotion Model
(ABE Model)
Action Identification Theory 


MEC and Value Instruments
Rokeach Value Survey [Rokeach 1973] & List of Values [Kahle et al. 1983]
As a matter fact, the centrality of the models are values. Both Rokeach Value Survey (RVS) and List of Values (LOV) were aiming to provide insights into global value system by bridging them with consumers´ attitudes, believes, preferences and behaviors.
[bookmark: _CTVP001a20276cd24a2496fa3a66cfe9384a5e3]However, due to vague formulation of values, absence of motivational aspects in the models and lack of linkages between product attributes and consequences, they could be considered as an integral part / core of the MEC only. [Haws et al. 2011; Olson and Reynolds 2001]
[bookmark: _CTVK0015b75f64d1b3d41fe8a8ca8a1beffb95f]

MEC and Lifestyle Approaches
The majority of lifestyle approaches are dealing with purely operational definitions, gauging the lifestyle by activities, interests and ways of spending time. Activities, Interests and Opinions (AIOs), Research Institute on Social Change (RISC) and Centre de Communication Avancé (CCA) are a few examples of popular commercial segmentation instruments, which are criticized in the scientific realm.
[bookmark: _CTVP0016bb9550a76ab4c12baff1274c4a006c4]Yet sometimes lifestyles are attached to the attitudes and values connected with behavior in question, hence describing consumers in terms of their consumption pattern. Food- Related Lifestyle (FRL) instrument, developed by Brunsø and Grunert (1995, 1998), is a hierarchical cognitive-structure framework, based on the MEC Theory. [Solomon et al. 2008]
The authors (Scholderer, Brunsø, and Grunert) in their publication “Means-End Theory of Lifestyle - A Replication in the UK” represent an innovative tool - dual- process model, combining List of Values (Kahle et al. 1983), Food- Related instrument (FRL) and Food- Related Behavior List (FR-BEH), where the abstract personal values are positioned on the top of the hierarchy; the product perception, specified as a situation- specific input to a categorization process, is placed on the bottom; lifestyle is determined as an intervening system of cognitive structures that links situation-specific product perceptions to increasingly abstract cognitive categories and finally to personal values. [Scholderer et al. 2002]
[bookmark: _CTVK001a9567ee1a450430fb7ce2936e8b8263a][bookmark: _CTVP00185a07d8d155a4335aa6a2716e2c48e61]In fact, the model extends conceptual understanding of the MEC, whereas bottom end consideration interprets the approach from semantic aspect; motivational aspects are dominating, if considering the approach from top end perspective. Apart from that, the mental representation of a product (consumption goal), bridged with behavioral aspects, enables better prediction of the goal- directed behavior. Finally, Lifestyle is proven to be an exogenous construct, mediating the relationship between values and behavior. [Scholderer et al. 2002; Del Giudice et al. 2016]
[bookmark: _CTVK001e6b479c7dcb0492b96732c5254672d71]MEC and Dual- Process Models
[bookmark: _Hlk505629823]Elaboration Likelihood Model (Petty and Cacioppo 1986) & MEC and Heuristic- Systematic Model (Chaiken 1980, 1987) 
[bookmark: _CTVK0015b63e0a9eb04451192108a57712f6cc0][bookmark: _CTVP001dfb50166398f41289ef9a25da21385c7]The Elaboration Likelihood Model (ELM) and Heuristic- Systematic Model (HSM) are dual process, heuristic models, explaining the social information processing through different ways of processing the stimuli. [Uleman and Bargh 1989]
[bookmark: _CTVK001076bb4ed86d34831bccbbc0cc56068cd][bookmark: _CTVP001e3371cbf7f8643169b52d2b487a53bf9][bookmark: _CTVK001ea345958497b4c4a94064a55469036b6]The HSM establishes the linkages between the properties of the data, the individual’s motives, and information processing strategies, assuming that the social perceivers strive for a balance between effort minimization and achieving confidence in the social judgments. “Heuristic” approach is considered as relatively effortless, top- down process; whereas “systematic” information processing is more effortful, bottom-up mode. [Bohner et al. 1995]
[bookmark: _CTVP001b372bf793c714b69994162a908c22de5][bookmark: _CTVK001ccfa893dcac641f5b7e848546b461ca5][bookmark: _CTVP001c4d08c792e5a4f75a33082ca6f85f84f]The ELM focuses on different persuasion processes that can operate in different situations [Kruglanski and Higgins 2003] and divides the stimuli into the central route, which involves cognitive level of information elaboration; and peripheral route, encompassing affective aspect of information processing. [Berry 2006]
[bookmark: _CTVK001b43a62b26dba4fcfbd975405f9729006][bookmark: _CTVP001a298187523504ba89516b45fdfc9ec31]Both the ELM and the HSM recognize that persuasion is accomplished via two different routes; and that motivational factors and cognitive factors have the potential influence on the individual. [Kruglanski and Higgins 2003]
[bookmark: _CTVK001624ed18ea1ea4febbec9fb20eb1ef35b][bookmark: _CTVP0018da95ce2ad9b4a49bc6ec44a02b8722e]Yet, whereas the ELM emphasizes the subjective nature of one’s assessment, the HSM tends to objectivity. As well as, where the ELM envisages the predominance of central route processing over peripheral at high level of motivation, the HSM permits the combination of heuristic and systematic processing across dissimilar levels of motivation. [Cooper et al. 2016]
In that way, Tino Bech-Larsen has undertaken an effort to merge Elaboration Likelihood Advertising Model (ELAM) and Means-End Conceptualization of the Components of Advertising Strategy (MECCAS) to define the relationships between the MEC theory and the ELM.
The results of the investigation demonstrated: 
· Firstly, it was proven that information processing, where an individual is personally involved in the message object, lead to stronger and more persistent attitudes than peripheral processing
· Secondly, advertising messages which were able to create a cognitive association between the product and the personal values improve the recall and persuading effect of the message
· Thirdly, the attitude change enhances the prediction of behavioral intention and decision- making process. 
[bookmark: _CTVP001407429562e68482aa87bf694f989e4a1]Hence, the findings represent the valuable inputs for developing a unique product positioning/advertising message to provide a competitive advantage in the marketplace and attach the current MEC theory with output character. [Bech-Larsen 2000]
[bookmark: _CTVK00111834cd1ff084bb98c624cacd3fbfafb]MEC and Theory of Planned Behavior (Ajzen, Fishbein, 1980)
The Theory of Planned Behavior (TPB) is an expectancy- value model, which intends to predict and clarify the behavior from the social- psychological perspective, in a specific context. Hence, instead of focusing on utility approach of a product; the theory considers the overall consumer behavior.
As elaborated in the theory, the immediate antecedent of a behavior in question is the behavioral intention, which is determined by: Attitude towards the behavior, where the individual evaluates the situation; Subjective norm with its social influence on performance and Perceived Behavioral Control, determining the behavioral intention.
Due to the fact, that the theory is attempting to embed such elements as past experience (Input) and anticipation of the future circumstances (Output), inserted into behavioral control component (Dierks 2005), it could be a useful point of comparison with the MEC, where these elements are omitted. 
The MEC, on the other hand, is a representation of a static model, based upon a broad cognitive structure, dealing with enduring motivational concerns, which could be applied in a large number of situations. Such kind of input aspects, as: context, perception, experience, etc. are not covered by the theory. Apart from that, output parameters, leading to prediction of behavior are wishful to improve as well. 
The TPB theory despite its advantages, on the contrary, does not explicitly deal with attributes and consequences, reducing product analysis to consumption occasions only. 
[bookmark: _CTVP0011515e23eb1a54ef2b48a364fe42c8326]Hence, combination of both theories could make a significant contribution to prediction of consumer behavior and decision- making process. [Ajzen 1991; Ajzen 2017]
[bookmark: _CTVK001a4667b52b9e44d0fa23b801e86dc0daf][bookmark: _CTVK001d913109a24b54e7db4029d3ec563bb70][bookmark: _CTVP00197c5d3c0d72b4024abda66853580bbc9]In the scientific literature there were also undertaken attempts to consider the MEC Theory in combination with Action Identification Theory (Valacher and Wegner 1985), extend it to Attribute- Benefit- Emotion (A-B-E) Model of Benefit Focus in Advertising (Rossiter and Percy 1987), reflect the MEC from the ethogenic rules of behaviour standpoint [O'Shaughnessy 1985] or apply it to the analysis of Consumer Involvement (Claeys and Vanden Abeele 1990); however, these approaches will not be further elaborated in the present paper.
In a nutshell, all of the models compatible with the MEC are conceptually interesting and finding its application in the marketing, consumer behavior and decision- making realms to a certain extent. Yet, not all of them could be considered equally appealing for the future academic research.
Therefore, for extending the latitude of the MEC and enhancing the Model with symbolism, dynamics and multi- dimensionality, it would be recommended to incorporate micro- (endogenous) and macro- (exogenous) elements into it. 
The improvement element on the micro- level could be reached through integration of a self- concept approach, where values reflect the awareness and perceptions about oneself and consequently provide an in- depth understanding of consumer’s personality. On the macro- level, the MEC could be extended via integration of environmental, reinforcing/aversive and experiential aspects.
[bookmark: _Toc516684125]Conclusions
The present publication has attempted to conduct a detailed analysis of the currently dominant theoretical and empirical approaches to the Means- End- Chains; highlighted benefits and shortcomings of existing extended versions of the Theory; demonstrated the conceptual gaps and outlined a proposal for the new unconventional Extended Means- End- Chain (EMEC) metatheory. 
Although the MEC has proven to be an effective tool to predict the consumer behaviour; there are notable a few gaps not covered by the theory on the micro- and macro- levels, which could advance the amplitude of the Model. 
In such a way, the improvement element on a micro- level could be integration of a Self- Concept approach, reflecting values, central to the individual, consumer’s personality and perception about oneself. On a macro- level, the MEC can obtain dynamics in terms of situational context, reinforcing/aversive and experiential aspects.
Meaning that epistemological status of the MEC can be exposed from purely cognitive view (conventional MEC approach) to more motivational tradition, dealing with situational and impetus constructed meanings (new EMEC metatheory).
Thus, the paper has outlined that resorting to the help of conjoint methodology, which comprises holistic and experiential approach of Self- Concept; the cognitively- based hierarchical MEC approach; as well as stimulus- response methods of the BPM, opens new opportunities for the development of the MEC theory into a full- scaled, dynamic framework for the marketing and consumer research realms.
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