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A Review of the Recent Research on Consumer
Behavior in West Countries

QIU Lin ZHENG Xue YAN Biao-bin
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Abstract

Consumer behavior is an active research field of the ap-
plied psychology and has made great progress in the last
forty years in terms of the scope, quality, and quantity
of research.In this article, the development of consumer

behavior research in west countries was reviewed. Dis-

cussion was made on the relationship between the three
research frameworks of social cognition, behavioral deci-
sion theory and postmodernism.

Key words: consumer behavior, social research,

cognitive research, positivism, postmodernism



