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duced a social scientific perspective. Consump-
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tion was seen as socially and culturally determined, and an indicator of a broader way of
life. In the next, environmental turn, researchers
became interested in the external effects of consumer behavior. Consumers are increasingly
treated in the role of citizens who cooperate in
favor of the common goods. Finally, the cultural paradigm, which now seems to be predominant, is analyzing cultural and symbolic
meanings of consumption and consumer experiences.
Correspondingly, methodological approaches have followed the changes, reaching
from economic choice models and multivariate
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digm changes have taken place during the years,

methodological paradigms live in parallel, and

and they are discussed in detail in this article.

it is not always easy to find coherence between

Starting from scarcity and poverty issues,
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consumer research first developed into economic analyses of aggregate consumption
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