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On the correlation of rational choice and consumer decision—-making
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[Abstract] Rational choice has an important impact on the decision—making of consumers. Through the way of
review and case analysis, this paper explains how rational decision making ultimately affects the decision—making
of consumers through price factors, brand effect and other media. The research shows that when consumers face
the high—price market and low—price market, as well as brand and non—brand consumption, the intervention

degree of rational choice will have obvious differences.
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