
—        
         
         
 
     
 
     
 
        
 
 


—     


 

 
 

 

       




 
        


 

         
           

       
      
  

al to a consumer undergoing study. A store’s
        
        
       

          

      

           


         


       

          
         
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
         
  

  


 



World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering

 Vol:10, No:2, 2016 

627International Scholarly and Scientific Research & Innovation 10(2) 2016 ISNI:0000000091950263

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 E
co

no
m

ic
s 

an
d 

M
an

ag
em

en
t E

ng
in

ee
ri

ng
 V

ol
:1

0,
 N

o:
2,

 2
01

6 
pu

bl
ic

at
io

ns
.w

as
et

.o
rg

/1
00

03
86

0.
pd

f





        
      ’  
       
   
       
         
 
        “a bargain” “too
expensive” “a total ripoff”.  
     
   

       
         
          
         
         
 
     
 
  
    

        

        
       
    
      
          
’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’
     
         
   




          
     
 
   
         
          
      
            
         
 
        

         

       
  
          
  
    
      
          
      
   
  
        
         
      
 

World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering

 Vol:10, No:2, 2016 

628International Scholarly and Scientific Research & Innovation 10(2) 2016 ISNI:0000000091950263

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 E
co

no
m

ic
s 

an
d 

M
an

ag
em

en
t E

ng
in

ee
ri

ng
 V

ol
:1

0,
 N

o:
2,

 2
01

6 
pu

bl
ic

at
io

ns
.w

as
et

.o
rg

/1
00

03
86

0.
pd

f



        
        
          
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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