EfEAXFZZHMBHRI NI U
Keio Associated Repository of Academic resouces

Title

HEZEOERTHETINOARLICETIHAR

Sub Title

Consumer choice models in marketing

Author

B H, = (Satomura, Takuya)

Publisher

BR&EZAF

Publication year

2023

Jtitle

FERELESHRRAREEREE (2022.)

JaLC DOI

Abstract

AHARTE, HEEOERTHEFI/ILICHIDAHFEOHARZRLICHREOLEI—ZTV, Ch
ETCOMROEBEBESEOHARORENOABICOVTERET O L. AHRTRHEHBERIRST
NDEFIILELTLTZVOZBEDNSOT7O—FEERREVEENSOT7O—FERHRE
L.
SOORFRFNSOT7O-F TR, B ERBREFILICOVTIEREZT 1. COETIL
FHRNWRGT TOEREVADRKRILEZTSEDTHY, FNNERRILASEHENIEREF
ALUTHFANEEBRBERETIZESIEETED, B ERBRTFT/IIF2000FKUEICT
—TTAVITSBETHREOERN ER, HEEORRITHZERIDLOOZSOETIORH
Firbnl, AARTREREITEE ERBREFIOBRLHNBEZEX, #KH S H 3 HEBER
EFILEOEEIIODVTOHBAZEED L, LV TEHE ERBRETFILOMERDEREZ., BEIE
MADRE. #HHNFHORE. HEEOBEORE, EVS320RNSEELE, cOl&(
KV, BEE- ERBEREFINCSTAMEOEROLSAMICOVTORRER/DIEN TE L,
BEEREVEENSOT7O—FTR, BRYTIUIEFINEZE) ST, BENBTAT7T
ORPEI—TTA VI RBTOBEBRICOVTERZEFTEO L, BRYVTUITEFIRRS
RECEBRENETDCENTE, DEZILBVTRELTELENOTHD, EFRFN—TT1
DUSHILHEVTE, HEEORISKBEEREZANETEZEN B, TOLSBHEEDER
TEHESNIDEFINELTERY TV ITEFIGEREENATVS, CZTRERY TV
DIETFIOEFNBEEAFEHEETIOEY, E5CN—TTA2VI3HTOHERAMICOV
THRRET2 I, FEBRY TV IEFILOEFORRBICOVTHEBL, SBON—T T4
VIRBETOFERICOVWTERET S I,

DREDOLSIZ, XARTEH. HEEORRITHEFLIC OV TOREDOHRE @ ZHSHICL.,
SEOMREODEROAFEICOVTOERZIT2 I,

In this study, we review recent developments in consumer choice models and explore future
research directions. We focused on two approaches that model consumer choice behavior, one
from microeconomics and the other from decision psychology.

In the microeconomic approach, we discussed the discrete-continuous choice model, which
maximizes direct utility under constraints. Since the 2000s, many discrete-continuous choice
models have been developed in marketing to understand consumer choice behavior. We explained
the basic concept of the models and their relationship to existing models. We also summarized the
progress of the models from three perspectives: direct utility formula, constraints settings, and
consumer goals. These summaries helped to identify directions for future research in discrete-
continuous choice models.

From the decision psychology approach, we explained the sequential sampling model and its
application in the marketing area. This model has been used to analyze reaction time and choice in
psychology and recently to analyze consumer choice behavior. We presented the basic concept of
the model, the derivation of the mathematical model, and examples of its application in the
marketing field. In addition, we discussed the recent developments in sequential sampling models.
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In this study, we review recent developments in consumer choice models and explore future research directions. We focused on two
approaches that model consumer choice behavior, one from microeconomics and the other from decision psychology.

In the microeconomic approach, we discussed the discrete—continuous choice model, which maximizes direct utility under constraints.
Since the 2000s, many discrete—continuous choice models have been developed in marketing to understand consumer choice
behavior. We explained the basic concept of the models and their relationship to existing models. We also summarized the progress of
the models from three perspectives: direct utility formula, constraints settings, and consumer goals. These summaries helped to
identify directions for future research in discrete—continuous choice models.

From the decision psychology approach, we explained the sequential sampling model and its application in the marketing area. This
model has been used to analyze reaction time and choice in psychology and recently to analyze consumer choice behavior. We
presented the basic concept of the model, the derivation of the mathematical model, and examples of its application in the marketing
field. In addition, we discussed the recent developments in sequential sampling models.
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