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The seven sins of consumer psychology
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Conclusion—A roadmap for greater relevance

In summary, consumer psychology faces serious issues of relevance. Not only is our research not as relevant as it should
spbe with respect to our external constituents—businesses, policy makers, and consumers at large—but the bulk of it, perha
To.70%, is not particularly relevant to our internal constituents either (other consumer researchers and social scientists)
the increase the relevance of our work, both internal and external, the field needs to address seven fundamental problems in
way consumer psychologists plan and conduct their research—the seven sins of consumer psychology. A concerted effort to
.correct these sins provides a clear roadmap for how consumer psychology needs to evolve
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