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A Study on Consumer’s Cognitive Biases of Attribution of Responsibility

Based on Grounded Theory

LI Wei —dong JIANG Hua — dong HUANG Dan — hong
( School of Management Xiamen University Xiamen 361005 China)

Abstract: This study uses grounded theory as research method to analyze the comment data of consumers collected from
network which is about their cognitions to the responsibilities attributing to melamine incident. Based on that factors
that influence cognition and mechanism of consumers” attributions of responsibility for the incident are analyzed. The re—
search shows that some inherent social prejudices of Chinese consumers which have nothing with the incident affect con—
sumers” cognitions to the attribution of responsibility for the incident. In this paper causes of cognitive biases are dis—
cussed and analyzed and three hypotheses are proposed.
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