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         
environment in a way that will enhance consumers’ 
he store, and the store’s image

  

           


      
“atmospherics” 
store that affects a consumer’s environment 
    
        
        
         

 
      

         
      
     
      
     role in shaping a consumer’s

  
      
h as the consumer’s
          

         

       
   
    
consumers’  is crucial to understanding a consumer’s
 
       


         
           
  
       
   
attitudes are developed in response to the store’s atmosphere
         
  

  


 
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

        
      ’  
       
   
       
         
 
        “a bargain” “too
expensive” “a total ripoff”.  
     
   

       
         
          
         
         
 
     
 
  
    

        

        
       
    
      
          
’s      
          
        
       

      


      

     
      
showed evidence that prices ending in ‘99’ acts as a signal of a
        
      
concluding that the use of “ below”   
attractiveness in comparison to prices ending in ‘00’ 
       
 ‘mental schema’, which determines how they judge the


  

        
 
        
  
  
       

        
         
       
      
         
       
       
        
        
         
        
   
        

 In today’s digital age, consumers
        
      
        
        
         
         
store’s use of technology more closely aligns with that of their
     lected in retailers’
     
         
   




          
     
 
   
         
          
      
            
         
 
        

         

       
  
          
  
    
      
          
      
   
  
        
         
      
 
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        
        
          
promoted as “on sale” [17]. In terms of a store’s image, a
 
 


 

 


 

           
      
    

   
       
        



        
       
         
        

 

 

       


 

         

         
         
 
      
         

          

         




        

        


“What do you see are the advantages for you as a shopper,
when grocery stores use Electronic Shelf Labels?”
“What do you see       
      
Labels?”

  

    
      
       
          
    

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



      
       
      
        

was “none”.   


        

     
      
“indifference” to new technology, while from an industry
        
 
      

          
 
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