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MANAGING BRANDS THROUGH CULTURE

A CUSTOMER ORIENTED APPROACH
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Conclusion
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The present review offers a Compensatory Consumer
Behavior Model that provides a parsimonious framework for —ds Jg3fe gzl &5 ans e Sl 1) S Bpan Jilpe 518 Jas pblo )y
studying when and how compensatory consumer behavior
results from self-discrepancies. In particular, we have articulat-  “3pas Gilnz jlid) digSe 5 ile) d 45 45 pald oyl dallhe gly gl ddp0

ed a Compensatory Consumer Behavior Model (Fig. 1) that i . ) ) R T
both synthesizes previous findings and calls for specific future =~ =22 Gl sl Jue &5 ool 03,5 lo e 008 e OLES 395 ke ) eusS

research. This model provides a lens for understanding the . Tt oede e n . . . .
factors involved in, as well as the variety of, compensatory L1 Sl Clisdos e A5 oo P b S sle 48h pa (1 USE) oaiS
consumption behaviors (see Table 2). Perhaps equally impor-
tant, we also offer an agenda for current and future researchers
to help move our understanding of compensatory consumer ae a3l Slos drsld (S Fazy 2 Jguo 4) A5 (e ?""Iﬁ 0uiS Gpan Silne
behavior forward.
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