Full text available at: http://dx.doi.org/10.1561/0200000111

Behavioral Retail Operations:
Tactics to Win Customers



Full text available at: http://dx.doi.org/10.1561/0200000111

Other titles in Foundations and Trends® in Technology, Information
and Operations Management

A Framework for Global Natural Disasters Response: The Example of
the United States Navy

Aruna Apte and Keenan D. Yoho

ISBN: 978-1-63828-362-1

Capacity Planning in the Cloud Computing Industry Under Time and
Demand Uncertainties

Shi Chen

ISBN: 978-1-63828-352-2

Fishing for Value (Anchovies Are Not Just for Pizza)
Matthew J. Sobel
ISBN: 978-1-63828-352-2

Value of Reverse Factoring under Make-to-Order Production Environ-
ments

Fehmi Tanrisever, Matthew Reindorp, Hande Cetinay and Jan C. Fran-
SO0

ISBN: 978-1-63828-352-2



Full text available at: http://dx.doi.org/10.1561/0200000111

Behavioral Retail Operations:
Tactics to Win Customers

Nymisha Bandi
McGill University
nymisha.bandi@mail.mcgill.ca

Maxime C. Cohen
McGill University
maxime.cohen@mcgill.ca

Saibal Ray
McGill University
saibal.ray@mcgill.ca

now

the essence of knowledge

Boston — Delft



Full text available at: http://dx.doi.org/10.1561/0200000111

Foundations and Trends® in Technology, Information
and Operations Management

Published, sold and distributed by:
now Publishers Inc.

PO Box 1024

Hanover, MA 02339

United States

Tel. +1-781-985-4510
www.nowpublishers.com
sales@nowpublishers.com

Outside North America:
now Publishers Inc.

PO Box 179

2600 AD Delft

The Netherlands

Tel. +31-6-51115274

The preferred citation for this publication is

N. Bandi et al.. Behavioral Retail Operations: Tactics to Win Customers. Foundations
and Trends® in Technology, Information and Operations Management, vol. 18, no. 3-4,
pp- 214-420, 2024.

ISBN: 978-1-63828-437-6
© 2024 N. Bandi et al.

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system,
or transmitted in any form or by any means, mechanical, photocopying, recording or otherwise,
without prior written permission of the publishers.

Photocopying. In the USA: This journal is registered at the Copyright Clearance Center, Inc., 222
Rosewood Drive, Danvers, MA 01923. Authorization to photocopy items for internal or personal
use, or the internal or personal use of specific clients, is granted by now Publishers Inc for users
registered with the Copyright Clearance Center (CCC). The ‘services’ for users can be found on
the internet at: www.copyright.com

For those organizations that have been granted a photocopy license, a separate system of payment
has been arranged. Authorization does not extend to other kinds of copying, such as that for
general distribution, for advertising or promotional purposes, for creating new collective works, or
for resale. In the rest of the world: Permission to photocopy must be obtained from the copyright
owner. Please apply to now Publishers Inc., PO Box 1024, Hanover, MA 02339, USA; Tel. +1 781
871 0245; www.nowpublishers.com; sales@nowpublishers.com

now Publishers Inc. has an exclusive license to publish this material worldwide. Permission
to use this content must be obtained from the copyright license holder. Please apply to now
Publishers, PO Box 179, 2600 AD Delft, The Netherlands, www.nowpublishers.com; e-mail:
sales@nowpublishers.com



Full text available at: http://dx.doi.org/10.1561/0200000111

Foundations and Trends® in Technology,
Information and Operations Management
Volume 18, Issue 3-4, 2024
Editorial Board

Editor-in-Chief

Panos Kouvelis
Washington University St. Louis
USA

Honorary Editors

Charles Corbett
UCLA, USA

Uday Karmarkar
UCLA, USA

Editors

Onur Bayabatli

Singapore Management University,
Singapore

Li Chen

Cornell University, USA

Nesim Erkip
Bilkent University, Turkey

Jan Fransoo
Tilburg University, The Netherlands

Bardia Kamrad
Georgetown University, USA

Chuck Munson
Washington State University, USA

Nicholas Petruzzi
Pennsylvania State University, USA

Guillaume Roels
INSEAD, France

Nicola Secomandi
Carnegie-Mellon University, USA

Zuo-Jun Max Shen
University of California, Berkeley, USA

George Tagaras
Aristotle University of Thessaloniki,
Greece

Sherri Xiaole Wu
Fudan University, China

Y. Karen Zheng
MIT, USA



Full text available at: http://dx.doi.org/10.1561/0200000111

Editorial Scope
Topics

Foundations and Trends® in Technology, Information and Operations
Management publishes survey and tutorial articles in the following topics:

B2B Commerce

Business Process Engineering
and Design

Business Process Outsourcing
Capacity Planning
Competitive Operations
Contracting in Supply Chains

E-Commerce and E-Business
Models

Electronic markets, auctions

New Product & Service Design
Queuing Networks
Reverse Logistics

Service Logistics and Product
Support

Supply Chain Management

Technology Management and
Strategy

Technology, Information and
Operations in:

and exchanges — Automotive Industries

o Enterprise Management — Electronics
Systems manufacturing

o Facility Location — Financial Services

o Information Chain Structure — Health Care

and Competition — Media and Entertainment

o International Operations — Process Industries
o Marketing/Manufacturing — Retailing
Interfaces g
— Telecommunications

e Multi-location inventory theory

Information for Librarians

Foundations and Trends® in Technology, Information and Operations
Management, 2024, Volume 18, 4 issues. ISSN paper version 1571-9545.
ISSN online version 1571-9553. Also available as a combined paper and
online subscription.



Full text available at: http://dx.doi.org/10.1561/0200000111

Contents
Introduction 3
1.1 Consumer Psychology and Theoretical Foundations . . .. 8
1.2 Retail Tactics . . . . ... ... .. .. .. ... ... 17
Price 20
2.1 Psychological Pricing . . . . . .. ... ... ... .. .. 23
2.2 Price Framing . . . . .. ..o 34
2.3 Pricelmage . . . . ..o 58
Promotions 68
3.1 Value-Increasing Promotions . . . . . .. ... ... ... 69
3.2 Value-Adding Promotions . . . . . .. .. .. ... .... 95
3.3 Other Promotional Vehicles . . . . . ... ... ... ... 103
Retail Environment 108
4.1 Store Layout . . . . . ... 110
42 Shelf Layout . . . . ... 120
4.3 Frictionless Retail . . . . ... .. ... ... ... ... 128

4.4 Other Variables . . . . . . . . .. ... ... 130



Full text available at: http://dx.doi.org/10.1561/0200000111

5 E-commerce

5.1 Website Design and User Experience . . . . . ... .. ..
5.2 Personalization and User Engagement . . . . . . .. . ..

6 Conclusion and Future Research

6.1 Conclusion . . .

6.2 Future Research
Acknowledgements

References

140
141
156

162
162
163

168

169



Full text available at: http://dx.doi.org/10.1561/0200000111

Behavioral Retail Operations:

Tactics to Win Customers
Nymisha Bandi, Maxime C. Cohen and Saibal Ray

McGill University, Canada; nymisha.bandi@mail.mcgill. ca,
mazime.cohen@mcgill.ca, saibal.ray@mcgill.ca

ABSTRACT

Shoppers face numerous decisions about which products
to purchase, as the number of available options grows. To
navigate this complexity, retailers deploy a range of tactics
aimed at influencing customer behavior and guiding them
toward specific purchases. Understanding customer behavior
in both online and brick-and-mortar settings requires an
understanding of customer psychology, including the factors
that drive purchase decisions and responses to promotions.
Retailers strategically use data to analyze patterns and em-
ploy tools from business analytics and machine learning
to identify key influences on shopping behavior. These in-
sights often rely on detailed consumer information, such as
demographics, historical purchases, and reactions to past
promotions, alongside broader social, cultural, and psycho-
logical factors. In this monograph, we reviewed decades of
research on retail tactics used to influence consumer choices,
focusing on price, promotion, and place. We examined the
nuances of pricing strategies, including psychological effects,
framing techniques, and price perception, as well as in-store
promotions and design strategies that shape the shopping
environment. Additionally, we explored digital retail tactics

Nymisha Bandi, Maxime C. Cohen and Saibal Ray (2024), “Behavioral Retail
Operations: Tactics to Win Customers”, Foundations and Trends® in Technol-
ogy, Information and Operations Management: Vol. 18, No. 3-4, pp 214-420. DOI:
10.1561/0200000111.
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such as web design, product recommendations, and user
ratings. Our goal was to connect research with practical
strategies, providing a comprehensive review and suggesting
future research directions at the intersection of consumer
psychology and retail strategy.
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Introduction

In the 18" and 19*" centuries, most consumers shopped at “mom-and-
pop” stores, a colloquial phrase for small, family-owned, independent
businesses. These stores sold a variety of products for daily life, such as
groceries, drugs, toys, and tools. During this time, retail had primarily
focused on providing essential goods at convenient locations. Mom-and-
pop stores were utilitarian, emphasizing the availability and practicality
of products over the shopping experience. In the late 19*" and early
20" centuries, business and economic sectors changed dramatically. The
standard of living improved substantially, and consumers began to seek
out more upscale department stores, such as Macy’s and Bloomingdales
in the US. These department stores focused mainly on affluent consumers
by offering not only products but also an experience and a lifestyle. This
marked the first major shift in retail, where the focus moved from merely
selling products to providing a comprehensive consumer experience. By
the mid-20*" century, shopping malls—physical shops connected in a
single location with communal facilities—were introduced. Malls were
often anchored by a large department store with a cluster of other stores
around it. The growth of these shopping centers was correlated with
the growth of automobile ownership and the ability to commute easily.
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With cars becoming available to the masses, more people were leaving
the cities and commuting from the suburbs. These malls were envisioned
as cultural and social centers where people could come together and
not only do their shopping but also enjoy social activities.

While people loved malls for their social aspect and for the enjoyment
of moving from one store to the next, there was also a renewed interest
in a return to the one-stop shop. Unlike the mom-and-pop stores, these
new large stores served bigger populations and offered items at attractive
prices on a much larger scale. An example of such a store is Walmart.
The efficiency and size of these giants made them attractive to consumers
looking for convenient, no-frills service. Unlike the department stores of
earlier in the century that provided personalized service and attended to
customers’ needs, these large retailers were more focused on self-service
and providing efficiency. At these big-box stores, customers could find
the consumer goods they needed, often at lower prices.

By the end of the 20" century, internet shopping was introduced to
consumers. Over the last three decades, e-commerce has become one
of the largest players in the retail market. E-commerce players such
as Amazon provide a convenient and efficient shopping experience and
enable shoppers to research, examine reviews, compare prices, and make
purchases at all hours of the day. The growth of e-commerce mirrored
the growth of the internet. As more and more people had access to the
digital world, they became more interested in shopping online.

According to the Retail Global Market Report 2023, the global
retail market is expected to grow from $28,846.57 billion in 2023 to
$31,310.60 billion in 2024.! Although the retail market is growing
at a fast pace, not all retailers are benefiting from it. The retailers
who are not able to keep up with globalization, growing technological
innovations, and strong organizational competition are seeing a steady
decline in market share. This has enabled many firms to seek out
creative ideas and retailing strategies to boost their performance. With
consumers being the main factor that determines a firm’s success,
the study of how consumers purchase, consume, and discard products

"https://www.researchandmarkets.com /report /retail ?srsltid=AfmBOoo-EW-E
tJo6WxLU6vTxvO0z2Q20dhMkcXb7QfmN94  9uvY VeYWAr
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and services has interested many academics. Consumer behavior is
defined as all purchase-related behaviors performed by consumers, as
well as the cognitive processes that occur before, during, and after the
purchase. Organizations may be able to analyze consumer behavior to
understand the reasons why customers choose certain products and
services, their purchasing frequency and motivations, the impact of the
environment, their constraints, and the decision-making process. These
characteristics may result in the development of retailing campaigns
and strategies to meet customers’ demands and desires. The different
retailing techniques involve understanding customers’ shopping patterns,
factors that influence their decisions, shoppers’ sensitivity to various
promotional tactics, and their effect on brand loyalty (Ramya and Ali,
2016). These factors come in various forms. For instance, a person’s
economic position can play a role in how they react to a particular
offer. Similarly, sociocultural, demographic, and psychological factors
can play a role in customers’ responses. There are many touch points
in a customer journey at which the retailer can interfere and capitalize
on the abovementioned factors, and the primary goal of any retailer is
to strategically reach the shoppers at the optimal times to maximize
their sales potential.

By developing a comprehensive understanding of how consumers
respond or behave, together with their purchasing habits and behavior,
the firm can address their needs. When consumers shop, they inherently
assess costs and benefits, leading to a complex decision-making process.
Retailers are on a continual mission to upend this assessment and
influence consumers’ decisions. An individual’s decision-making process
can be explained using theories from various fields. Random Utility
Theory (RUT) and Expected Utility Theory (EUT) are two fundamental
frameworks in economics and decision theory that help understand
consumer decision-making processes.

Random Utility Theory is a fundamental concept in economics
and decision theory, particularly in the field of choice modeling and
consumer behavior analysis. Utility in economics parlance refers to the
satisfaction or pleasure derived from consuming a particular product or
service, while RUT provides a framework for understanding how indi-
viduals make choices among a set of alternatives. These models assume
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that an individual’s preferences for the available alternatives can be
captured by a utility function (often denoted by U), and the individual
selects the alternative ¢ with the highest utility value (U;). This means
that consumers aim to earn the most value or satisfaction from their
spending (Deaton and Muellbauer, 1980). The utility of an alternative
depends on both the observed attributes, such as price and quality, and
unobserved attributes, such as personal motivations or circumstances.
The observed attributes are represented as explanatory variables in
the utility function, while the unobserved attributes are modeled as
random variables; this is why these models are called “random utility
models.” There are many contributors to this theory, including Block
et al. (1960), McFadden et al. (1973), McFadden (1975), Domencich
and McFadden (1975), and Manski (1977).

Mathematically, random utility theory can be represented using the
following equation:

Ui =Vi+e,

where U; represents the overall utility of alternative i, V; corresponds
to the deterministic utility component associated with the observed
attributes, and ¢; represents the random utility component associated
with the unobserved factors.

The observed attributes can be represented as a vector X;, including
price, quality, and other relevant characteristics of the alternatives. For
instance, the deterministic component, V;, can be modeled using a linear
equation as follows:

Vi = B'Xi,
where [ is a vector of coefficients representing the influence of each
observed attribute on the utility.

The probability that an individual chooses alternative ¢ can be
expressed using the choice probability function, which is derived from
the random utility model. The choice probability P; can be calculated
using the following equation:

P; = Pr(U; > Uj for all j # 1),

where Pr represents the probability and U; represents the utility as-
sociated with alternative j. The above equation compares the utility
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of alternative i with the utilities of all other alternatives (j # ¢) and
calculates the probability of alternative ¢ being chosen.

Expected Utility Theory is a cornerstone of modern economics
and decision theory, originally formulated to address the decision-making
process under uncertainty. EUT provides a normative framework that
describes how rational individuals should make choices to maximize
their utility. Contrary to RUT, EUT uses the likelihood of each outcome
occurring to calculate the resulting expected utility. The individuals
evaluate the expected utility of each possible action by calculating the
weighted sum of utilities. Here, the weights are the probabilities of the
respective outcomes. Mathematically, the expected utility (E(U)) of a
set of actions ¢ € N and corresponding probabilities p; is given by

E(U) = plUi,

1EN
where U; is the utility of outcome ¢ and p; is the probability of outcome
i for an individual. According to EUT, a rational individual will choose
the action that maximizes their expected utility, a principle known
as the “expected utility maximization” rule. These concepts form a
coherent framework for understanding how rational individuals make
choices under conditions of uncertainty (Von Neumann and Morgenstern,
1947).

Overall, RUT and EUT provide mathematical frameworks to under-
stand and model individual choices based on observed and unobserved
factors, incorporating both the deterministic and random components
of utility. However, they do not take into account several factors that
influence consumer choices, such as perception, motivation and need,
attitudes and beliefs, learning and memory, and intention (Mullen and
Johnson, 2013). This leads us to a stream of theories from psychology
that aim to explain consumer behaviour. Consumer psychology is used
by retailers to better understand their customers’ motivations, prefer-
ences, and decision-making processes. This information can then be used
to design and implement effective retailing tactics, product offerings,
and retail environments that will attract customers and increase sales
and profits. Understanding consumer psychology allows retailers to iden-
tify potential purchasing pain points and adopt solutions to overcome
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them, such as lowering the perceived risk or resolving concerns about
product quality. Finally, a better grasp of consumer psychology can
help retailers strengthen their customer relationships and improve their
overall performance. Consumer behavior is influenced by various factors,
including the customer’s social environment, competing products in the
marketplace, and branding. As a result, it is critical to comprehend
not just the characteristics of the product being sold, but also the
comprehensive consumer psychology (Gomes, 2018).

In the next section, we delve into the realm of consumer psychology
and explore its impact on consumer behavior. We will explore the
rich intersection of psychology, economics, and marketing, shedding
light on the common theoretical foundations that underpin various
behavioral tactics used by retailers. By examining these theories, we
can better understand consumer decision-making processes and the
strategies that businesses utilize to influence and cater to the diverse
needs and preferences of their customers. Through this exploration, we
attempt to provide a comprehensive understanding of the underlying
principles guiding consumer behavior in the retail landscape.

1.1 Consumer Psychology and Theoretical Foundations

Studying consumer behavior requires an understanding of how economics
and psychology work together to shape an individual’s decision-making
process. This interdisciplinary field, which incorporates elements from
psychology, sociology, and economics to understand consumer behavior,
is called consumer psychology. This monograph focuses on economics
and psychology to understand how people buy goods and services.

Retailers often use principles from consumer psychology to design
behavioral tactics for their stores and online channels. These tactics
are aimed at influencing customers’ behavior and decision-making in
ways that benefit the retailer. Customer purchasing characteristics are
ever-changing, and both retailers and manufacturers routinely employ
various techniques to understand these shifting patterns.

To facilitate a deeper understanding of the effectiveness of vari-
ous behavioral strategies used by retailers, we begin by presenting a
selection of theoretical frameworks drawn from both economics and
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psychology. We explore some of the most relevant psychological theories,
including adaptation-level theory, anchoring and adjustment theory,
prospect theory, mental accounting, and attribution theory, and how
they influence consumer decision-making.

1.1.1 Adaptation-level theory

Psychologist Harry Helson (1898-1977) developed the adaptation-level
(AL) theory between the 1930s and the 1970s, during the time that
economics was being refined through ordinalism and EUT. AL theory
was initially proposed in the context of psychophysics, which was later
extended to behavioral psychology and eventually economics. AL theory
posits that individuals evaluate stimuli or experiences based on their
past encounters, forming a baseline or an “adaptation level.” People
then judge new stimuli or experiences in comparison to this established
baseline, leading to perceptions of improvement or decline. This theory
emphasizes that individual satisfaction, perception, and judgment are
not solely influenced by the absolute value of a stimulus but rather by
its deviation from the person’s baseline level (i.e., by the relative value)
(Helson, 1964).

An example of AL theory in psychophysics is the perception of
brightness. If you spend time in a dimly lit room and then enter a
moderately lit room, the moderately lit room will appear bright in
comparison to your adapted, dim environment. However, if you were
previously in a very bright room and entered the same moderately lit
room, it might appear dim in comparison. In the context of consumer
psychology, AL theory explains why consumers’ desires change with
time. Once they acquire a desired product, its value might decrease
over time as they adapt to owning it. Retailers use strategies such as
product upgrades and limited-time offers to prevent consumers from
fully adapting and maintaining their interests. In terms of consumer
economics, individuals’ purchasing decisions are influenced by their
adapted reference points. For instance, in the retail context, a person
accustomed to a certain quality of goods becomes captive and may find
it difficult to switch to lower-quality products even if the price is lower.
Their preferences are adapted to a certain standard, which affects their
willingness to pay.
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1.1.2 Anchoring and adjustment theory

The anchoring effect is the disproportionate influence on decision-makers
to make judgments that are biased toward an initially presented value.
In many situations, people rely on starting from an initial value (the “an-
chor”) and making adjustments to it to reach a final decision. The initial
value, or starting point, may be suggested by the problem formulation,
or it may be the result of a partial (or heuristic) computation. In either
case, adjustments are typically insufficient. In other words, different
starting points yield different estimates, which are biased toward the
initial values. This phenomenon is called anchoring.

According to Quattrone et al. (1984), individuals have a range of
plausible answers to any given question. When an anchor lies outside
that range, people adjust their estimates until they reach the nearest
boundary of that plausible range. The anchor-and-adjust view suggests
that when the anchor falls within a plausible range of values, little
adjustment is necessary. Several psychological processes explain how the
anchoring effect works in individual decision-making. One of the earliest
explanations of the anchoring-and-adjustment heuristic was proposed
by Tversky and Kahneman (1974). The authors suggested that the
estimates are biased toward the anchor values because individuals make
insufficient adjustments to yield a final estimation based on an initially
presented value.

The current dominant view of anchoring suggests that the anchoring
effect results from the activation of information that is consistent with
the anchor presented (Chapman and Johnson, 1999; Mussweiler and
Strack, 1999). It is assumed that individuals consider the anchor value
to be a plausible answer and test out the hypothesis that the anchor
value is the correct answer. This mechanism is called confirmatory
hypothesis testing. In doing so, individuals search for ways in which their
answer is similar to the initial anchor value and thus activate aspects
of the final adjusted value that are consistent with the first estimate.
Using this mechanism, Strack and Mussweiler (1997) manipulated the
anchor extremity and found larger anchoring effects with more extreme
anchors. An example of this behavior can be observed in retail stores.
Assume that a clothing store is introducing a new line of jackets, and
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the store manager decides to set the price of the jackets at $200. This
price becomes the anchor for customers who come into the store and
see the jackets for the first time. Customers who observe the $200 price
tag may initially feel that the jackets are too expensive, but then adjust
their perception based on the anchor. Customers may decide that the
jackets are of high quality and made of premium materials. If the store
manager prices the jackets at $100, the same consumers will adjust
their perceptions and decide that the jackets are poorly made or not
sufficiently stylish.

Another view uses individuals’ change in attitude (Wegener et al.,
2001). Anchors can serve as a direct cue or indirectly influence infor-
mation processing, which biases judgments toward the anchors. Each
person uses either low-elaborative anchoring, implying less detailed
thinking, or high-elaborative anchoring, which involves more detailed
thinking. Low-elaborative anchoring indicates that thinking is less de-
tailed, and individuals are more likely to adjust their anchors easily
based on external cues. Conversely, high-elaborative anchoring suggests
that individuals carefully evaluate the merits of a claim, considering
dimensions such as its acceptability, correctness, and bias. Anchors are
viewed as a “hint” to a suitable solution when low-elaborative anchoring
is used, particularly during mindless activities. Similarly, employing
high-elaborative anchoring necessitates comprehensive thinking, which
engages individuals in more effortful information processing with exist-
ing knowledge, activating the anchor-consistent information that biases
judgments. This reasoning suggests that relatively thoughtful versions
of anchoring should have more lasting effects than mindless anchoring.

An example of high-elaborative anchoring is the pricing strategy
used by many retailers for vertically differentiated products. Imagine
that you are shopping for a new laptop online, and you come across two
options: a high-end laptop priced at $1,500, and a mid-range laptop
priced at $900. The high-end laptop serves as an anchor for you, making
the mid-range laptop seem like a good deal in comparison. You might
initially feel that the $900 laptop is too expensive, but you adjust your
perception based on the anchor formed by the $1,500 laptop. You may
decide that the $900 laptop is reasonably priced for its features and
quality, even if it is still on the higher end of your budget. Here, you
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are engaging in high-elaborative anchoring because you are carefully
considering the value and quality of both laptops, leading you to adjust
your perception based on a thorough evaluation.

Similarly, an example of low-elaborative anchoring can be observed
in negotiation. Imagine that you are negotiating the price of a second-
hand car with a private seller. The seller is asking for $10,000, but you
think that the car is only worth $8,000. Before you make an offer, the
seller mentions that they have already turned down an offer of $9,000
from another potential buyer. Even if you do not know whether the
seller is telling the truth, the $9,000 offer acts as a low-elaborative
anchor that may influence your perception of the car’s value. Thus, you
may be more likely to offer a price closer to $9,000 than $8,000, even
though you know that the car is not worth what the seller is asking. In
this case, the initial $9,000 offer acted as a low-elaborative anchor that
influenced your perception of the value and may have led you to pay
more than you originally intended. Here, the initial $9,000 offer serves as
a low-elaborative anchor, affecting your judgment with minimal detailed
thinking.

1.1.3 Prospect theory

Prospect theory is a behavioral economic theory developed in 1979 by
psychologists Daniel Kahneman (a Nobel laureate) and Amos Tversky.
It suggests that individuals make decisions based on the potential value
of profits and losses rather than the actual outcome (Kahneman and
Tversky, 1979). It competes with the EUT discussed before in this
section. Recall that the EUT suggests individuals make decisions based
on the expected value of each option. The expected value is calculated
by multiplying the probability of an outcome occurring by the value
of that outcome. Prospect theory, on the other hand, suggests that
people are risk averse when it comes to gains, meaning that they place
a higher value on smaller certain gains than on larger uncertain gains.
Conversely, people are risk-seeking when it comes to losses, meaning
that they will take on more risk to avoid a loss than they would to
achieve a gain of the same size. Prospect theory also proposes that
people tend to evaluate outcomes relative to a reference point, which



Full text available at: http://dx.doi.org/10.1561/0200000111

1.1. Consumer Psychology and Theoretical Foundations 13

can influence their decision-making process. This means that people
may perceive the same outcome differently depending on the context in
which it occurs. Additionally, the theory suggests that individuals are
more sensitive to losses than to gains of the same magnitude.

Prospect theory views the decision-making process as comprising
two phases: the early editing phase and the later evaluation phase.
The editing phase consists of a preliminary review of the presented
prospects, which frequently results in a simplified representation of these
prospects. The edited prospects are then reviewed in the second phase,
and the prospect with the highest value is ultimately chosen. During
the editing phase, four major sequential operations occur: coding, com-
bination, segregation, and cancellation. Coding involves the setting of a
reference point by the decision-maker by which all gains and/or losses
are measured. Combination consists of the aggregation of probabilities
associated with identical outcomes. Segregation involves separating the
risky components of a prospect from the risk-free components of the
prospect. Finally, cancellation involves discarding the components of
choices that are common to all prospects. In the evaluation phase, the
decision-maker evaluates the prospects that are attainable after the
conclusion of the editing phase. The decision-maker then selects the
prospect with the highest value (Edwards, 1996).

Prospect theory introduces three main biases, namely, certainty,
isolation effect, and loss aversion, which people use when they make
decisions.

e Certainty: This first bias postulates that when given a choice
between a guaranteed profit and a greater profit that has a risk
factor, people will select the former to avoid any form of risk.
To persuade users to take action, one should consider using the
certainty bias to their advantage. For example, if offered a reward
to write a product review, one should consider giving all reviewers a
10% coupon for their next purchase. This would be more appealing
and more effective than a sweepstakes for $1,000, which is large,
but unlikely. This bias may also explain why people remain loyal
to a specific product, service, or website, rather than try a (risky)
new one.
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o Isolation effect: This second bias captures the behavior of people

who tend to focus on differences rather than on similarities between
the available choices. When comparing alternatives, people often
assign more importance to the differences than to the common
factors. When creating content to persuade people to make a
specific choice, it is important to consider how it is framed. Very
often, adjusting the framing of the problem will lead to a different
decision. Furthermore, the way the information is presented will
allow users to identify common features that may be safely ignored
to focus on crucial differentiators. For example, a restaurant could
frame a dish as containing “90% lean meat” (positive framing) or
“10% fat” (negative framing); in this case, the positive framing is
more likely to make the dish appealing.

Loss aversion: According to a crucial component of individual
behavior, everyone has a fear of losing that is greater than the
pleasure of winning. In other words, given the opportunity, peo-
ple choose to minimize their losses rather than maximize their
earnings, and they recall a loss more vividly than a gain. This
asymmetry serves as a survival mechanism. An example of loss
aversion can be seen in financial investment decisions. People tend
to exhibit greater risk aversion when it comes to investments.
This often leads them to hold onto losing stocks for longer than is
advisable, in the hope of a recovery, rather than selling the stocks
at a loss.

1.1.4 Mental accounting

Mental accounting is a consumer behavior model developed by Richard
Thaler, an economist and Nobel laureate. All individuals and organi-

zations require (and use) a system to record and summarize business

and financial transactions in books and analyze, verify, and report the
results. This helps them keep track of where their money is going, and

keep spending under control. All organizations and some individuals

use regular accounting comprising several rules and conventions. Mental

accounting, on the other hand, involves a set of cognitive operations
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used by individuals and households to organize, evaluate, and keep track
of financial activities.

According to Thaler (1985), the focus is primarily on three compo-
nents of mental accounting.

e The first component focuses on how outcomes are perceived and
experienced, and how decisions are made and evaluated. It provides
inputs for both ex-ante and ex-post cost-benefit analyses. This
component can be illustrated by the following anecdote used
in Thaler (1985). A person shopping for a queen-size quilted
bedspread found a model they liked on sale. The spreads came in
three sizes: double, queen, and king. The regular prices for these
quilts were $200, $250, and $300, respectively, but during the sale,
they were all priced at only $150. The person bought the king-size
quilt and was pleased with their purchase, although the quilt did
hang a bit over the sides of their queen bed.

e The second component of mental accounting involves assigning
activities to accounts and labeling both the source and the use
of funds. In a retail context, consumers may allocate specific
budgets for different categories, such as clothing, groceries, and
entertainment. For instance, a shopper might decide to splurge
on a luxury item because they have labeled their tax refund as
“extra money” rather than regular income. Retailers can leverage
this by promoting products that align with common consumer
spending categories, such as back-to-school sales or holiday promo-
tions, encouraging consumers to spend from these specific mental
accounts.

e The third component of mental accounting involves the frequency
of evaluating the accounts and what Read et al. (2000) have labeled
“choice bracketing.”? Accounts can be balanced daily, weekly, yearly,
and so on, and can be defined narrowly or broadly. For example, a

2Choice bracketing is a decision-making strategy in which individuals group a
set of choices into a single category or “bracket” and then make a decision based
on the bracket as a whole, rather than on each option separately. This strategy can
help simplify complex decisions by reducing the number of options to consider.
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consumer may set a monthly budget for discretionary spending and
evaluate it at the end of each month. In retail, this can be seen in
subscription services or loyalty programs that encourage periodic
spending reviews. By offering incentives that align with these
evaluation periods, retailers can influence purchasing behavior,
prompting consumers to take advantage of deals or discounts
before their self-imposed budget resets.

Mental accounting violates the economic notion of fungibility. since
the money in one mental account is not a perfect substitute for the
money in another account. There are unlimited examples of situations
in which one uses mental accounting. Some examples include planning
one’s everyday expenses and setting budgets for different expenses,
such as groceries, transportation, entertainment, and housing. This
helps them manage their finances more effectively and allocate their
money according to their priorities. Another example is prioritizing
time and attention by allocating different amounts of time for work,
family, friends, hobbies, or personal development. This helps balance
one’s responsibilities and interests and make the most of one’s time.

1.1.5 Attribution theory

Attribution theory by Bernard Weiner is a specific aspect of the broader
attribution theory that focuses on the effects of attributions on emotions,
motivation, and behavior. Weiner proposed this theory in the 1970s,
and it has been influential in the field of social psychology. Attribution
theory explores how individuals interpret and explain behaviors, both
their own and those of others, by attributing them to specific causes or
motivations. It delves into the complex mental processes through which
people assign reasons to actions, influencing their perceptions, attitudes,
and ultimately their decision-making process (Weiner et al., 1986).
Weiner’s attribution theory proposes that individuals make attribu-
tions about the causes of behavior based on three dimensions: locus of
control, stability, and controllability. Locus of control refers to whether
the cause of the behavior is internal or external to the individual. Sta-
bility refers to whether the cause is stable or unstable over time, and
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controllability refers to whether or not the individual has control over
the cause of the behavior.

Weiner also suggested that the attribution made by an individual
has important implications for their emotions, motivation, and behavior.
For example, individuals who make internal, stable, and uncontrollable
attributions for negative events may experience feelings of helplessness,
low self-esteem, and reduced motivation. On the other hand, individuals
who make external, unstable, and controllable attributions for negative
events may be more likely to take action to change the situation and
improve their outcome.

Overall, the attribution theory developed by Weiner provides insight
into how people make sense of the world around them, and how their
attributions can shape their emotional responses, motivation, and be-
havior. In the realm of consumer behavior in retail, attribution theory
offers valuable insights into why individuals make particular purchase
decisions. Consumers continually attribute motives to their actions and
the actions of others in retail. An example of attribution theory is social
influence on consumers. Consumers often make attributions about oth-
ers’ buying behaviors, affecting their own choices. If they perceive that
others are buying a product due to its quality (internal attribution) or
social trends (external attribution), then they might be influenced to
follow suit.

1.2 Retail Tactics

Having established the foundation presented in the previous section, we
can now explore the tactics routinely used by retailers in their stores
(both physical and online). In this monograph, we comprehensively re-
view the past decades of research on behavioral tactics used by retailers
to influence customers’ choices by focusing on price, promotion, and
place. We must emphasize that the topic of product is not covered in
this study as retailers typically make decisions in this regard by defining
their brand and selecting the products that align with their brand image,
and these considerations fall outside this study’s scope. Similarly, we do
not delve into the vast topic of advertising strategies. In Section 2, we
discuss the intricacies of pricing, including psychological pricing (e.g.,
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9-ending price, odd pricing), framing techniques (e.g., reference price,
partitioned pricing, temporal price reframing), and the cultivation of
price perception (e.g., quality perception of price and price matching
guarantees) in detail. Importantly, these strategies do not necessitate
altering the actual product price, and instead focus on how the price
is presented or on how retailers should set the product’s initial price.
In Section 3, we focus on in-store strategies, while excluding the vast
literature on advertising tactics, which are beyond our scope. The tactics
we focus on are discount framing (e.g., percentage vs. absolute discount,
positive vs. negative framing, bonus packs vs. price discounts), multi-
ple discounts, bundling, free product samples, loyalty programs, bait
pricing, and limited-time offers. In Section 4, we unravel the meticulous
design strategies used by retailers to shape the consumer environment,
including store layout, shelf organization, and sensory elements such as
music, color, aroma, and ceiling height. Lastly, in Section 5, we explore
the range of tactics used in the online retail sphere, which may not
necessarily apply to physical retail environments. Specifically, we discuss
several strategies, such as web design, product suggestions, and user
ratings. Finally, in Section 6, we conclude the monograph and outline
future research directions for retailers and academics interested in retail
consumer behavior. Figure 1.1 provides an overview of the behavioral
retail tactics covered in this monograph.



Full text available at: http://dx.doi.org/10.1561/0200000111

1.2. Retail Tactics

Promotion

1

3 Y ] L]
i i Value Value
Psychological Price N " " Other
Pricing Framing Price Image Increas_lng Add"_'g Promotions
Reference Quality N
- : Discount Free P
Framing Samples Bait Pricing
Decoy Price
Pricing Guarantee Multiple Loyalty Limited
Discounts Programs Time Offers
Partitioned
Pricing
Bundling
Price
Reframing
Store Layout Shelf Layout V:it:l;:es Web Design Product ’

m

Padding

| Inventory

Figure 1.1: Overview of the retail tactics discussed in this monograph.



Full text available at: http://dx.doi.org/10.1561/0200000111

References

Adulyasak, Y., O. Benomar, A. Chaouachi, M. C. Cohen, and W. Khern-
Am-Nuai. (2023). “Using Al to detect panic buying and improve
products distribution amid pandemic”. Al & society: 1-30.

Agarwal, R. and V. Venkatesh. (2002). “Assessing a firm’s web presence:
A heuristic evaluation procedure for the measurement of usability”.
Information systems research. 13(2): 168-186.

Ahmad, U., M. C. Cohen, and S. Jagabathula. (2020). “Intelligems:
Pricing in the Online World”. URL: https://maxccohen.github.io/In
telligems-Case-Study-Pricing.pdf.

Ahmetoglu, G., A. Furnham, and P. Fagan. (2014). “Pricing practices:
A critical review of their effects on consumer perceptions and be-
haviour”. Journal of Retailing and Consumer Services. 21(5): 696—
707.

Air Brick Infra. (2024). “The Impact of Ceiling Height on Commercial
Interior Design”. URL: https://blogs.airbrickinfra.com/the-impact-
of-ceiling-height-on-commercial-interior-design /.

Alba, J. W., S. M. Broniarczyk, T. A. Shimp, and J. E. Urbany. (1994).
“The influence of prior beliefs, frequency cues, and magnitude cues
on consumers’ perceptions of comparative price data”. Journal of
Consumer Research. 21(2): 219-235.

Anderson, E. and D. Simester. (2003a). “Mind your pricing cues”.
Harvard Business Review. 81(9): 96-103.

169


https://maxccohen.github.io/Intelligems-Case-Study-Pricing.pdf
https://maxccohen.github.io/Intelligems-Case-Study-Pricing.pdf
https://blogs.airbrickinfra.com/the-impact-of-ceiling-height-on-commercial-interior-design/
https://blogs.airbrickinfra.com/the-impact-of-ceiling-height-on-commercial-interior-design/

Full text available at: http://dx.doi.org/10.1561/0200000111

170 References

Anderson, E. T. and D. I. Simester. (2003b). “Effects of $9 price end-
ings on retail sales: Evidence from field experiments”. Quantitative
Marketing and Economics. 1(1): 93-110.

Andrews, M. L., R. L. Benedicktus, and M. K. Brady. (2010). “The effect
of incentives on customer evaluations of service bundles”. Journal
of Business Research. 63(1): 7T1-76.

Arbatskaya, M. (2001). “Can low-price guarantees deter entry?” Inter-
national Journal of Industrial Organization. 19(9): 1387-1406.
Arbatskaya, M., M. Hviid, and G. Shaffer. (2004). “On the incidence and
variety of low-price guarantees”. The Journal of Law and Economics.

47(1): 307-332.

Areni, C. S. and D. Kim. (1993). “The influence of background music
on shopping behavior: Classical versus top-forty music in a wine
store.” Advances in Consumer Research. 20(1).

Ariely, D. and S. Jones. (2008). Predictably irrational. HarperCollins
New York.

Atalay, A. S., H. O. Bodur, and D. Rasolofoarison. (2012). “Shining in
the center: Central gaze cascade effect on product choice”. Journal
of Consumer Research. 39(4): 848-866.

Baardman, L., M. C. Cohen, K. Panchamgam, and G. Perakis. (2021).
“Using business analytics to upgrade sales promotions”. Management
and Business Review. 1(3).

Baardman, L., M. C. Cohen, K. Panchamgam, G. Perakis, and D.
Segev. (2019). “Scheduling promotion vehicles to boost profits”.
Management Science. 65(1): 50-70.

Bai, J., C. Zhou, J. Song, X. Qu, W. An, Z. Li, and J. Gao. (2019).
“Personalized bundle list recommendation”. In: The World Wide
Web Conference. 60-T71.

Baier, S. (2023). “How to Master Odd-Even Pricing”. URL: https://ww
w.buynomics.com/articles/odd-even-pricing.

Baker, J., D. Grewal, and A. Parasuraman. (1994). “The influence of
store environment on quality inferences and store image”. Journal
of the Academy of Marketing Science. 22(4): 328-339.

Baker, J., M. Levy, and D. Grewal. (1992). “An experimental approach
to making retail store environmental decisions”. Journal of Retailing.

68(4): 445.


https://www.buynomics.com/articles/odd-even-pricing
https://www.buynomics.com/articles/odd-even-pricing

Full text available at: http://dx.doi.org/10.1561/0200000111

References 171

Bambauer, S. and H. Gierl. (2008). “Should marketers use price parti-
tioning or total prices?” Advances in Consumer Research. 35.

Bambauer-Sachse, S. and S. Mangold. (2010). “Does a Marketer’s Re-
sponsibility for a Surcharge Moderate Price Partitioning Effects?”
Advances in Consumer Research. 37.

Bambauer-Sachse, S. and S. C. Mangold. (2009). “Are temporally re-
framed prices really advantageous? A more detailed look at the
processes triggered by temporally reframed prices”. Journal of Re-
tailing and Consumer Services. 16(6): 451-457.

Bandi, N.,; M. C. Cohen, and S. Ray. (2022). “Incentivizing Healthy Food
Choices Using Add-on Bundling: A Field Experiment”. Available at
SSRN 4276735.

Basu, K. (2004). “Consumer cognition and pricing in the 9’s in oligopolis-
tic markets”. Awvailable at SSRN 634722.

Baumgartner, B. and W. J. Steiner. (2007). “Are consumers heteroge-
neous in their preferences for odd and even prices? Findings from a
choice-based conjoint study”. International Journal of Research in
Marketing. 24(4): 312-323.

Beheshtian-Ardakani, A., M. Fathian, and M. Gholamian. (2018).
“A novel model for product bundling and direct marketing in e-
commerce based on market segmentation”. Decision Science Letters.
7(1): 39-54.

Bellizzi, J. A., A. E. Crowley, and R. W. Hasty. (1983). “The effects of
color in store design.” Journal of Retailing.

Bellizzi, J. A. and R. E. Hite. (1992). “Environmental color, consumer
feelings, and purchase likelihood”. Psychology € Marketing. 9(5):
347-363.

Berkowitz, E. N. and J. R. Walton. (1980). “Contextual influences on
consumer price responses: An experimental analysis”. Journal of
Marketing Research. 17(3): 349-358.

Berman, B. (2013). Retail management: A strategic approach. Pearson
Education India.

Bewicke, H. (2024). “9 excellent examples of gamification in retail”.
Talon.One. URL: https://www.talon.one/blog/9-excellent-examples-
gamification-retail.


https://www.talon.one/blog/9-excellent-examples-gamification-retail
https://www.talon.one/blog/9-excellent-examples-gamification-retail

Full text available at: http://dx.doi.org/10.1561/0200000111

172 References

Biswas, A. and E. A. Blair. (1991). “Contextual effects of reference
prices in retail advertisements”. Journal of Marketing. 55(3): 1-12.

Bitner, M. J. (1990). “Evaluating service encounters: The effects of phys-
ical surroundings and employee responses”. Journal of Marketing.
54(2): 69-82.

Blattberg, R. C. and S. A. Neslin. (1989). “Sales promotion: The long
and the short of it”. Marketing Letters. 1: 81-97.

Blattberg, R. C. and S. A. Neslin. (1990). “Sales promotion: Concepts,
methods, and strategies”. (No Title).

Block, H. D., J. Marschak, I. Olkin, S. Gurye, W. Hoeffding, W. Madow,
and H. Mann. (1960). “Contributions to probability and statistics”.
Random Orderings and Stochastic Theories of Responses: 96-97.

Bodur, H. O., N. M. Klein, and N. Arora. (2015). “Online price search:
Impact of price comparison sites on offline price evaluations”. Journal
of Retailing. 91(1): 125-139.

Bolton, L. E., L. Warlop, and J. W. Alba. (2003). “Consumer perceptions
of price (un)fairness”. Journal of Consumer Research. 29(4): 474—
491.

Boulding, W. and A. Kirmani. (1993). “A consumer-side experimental
examination of signaling theory: Do consumers perceive warranties
as signals of quality?” Journal of Consumer Research. 20(1): 111—
123.

Bray, J. P. and C. Harris. (2006). “The effect of 9-ending prices on retail
sales: A quantitative UK based field study”. Journal of Marketing
Management. 22(5-6): 601-617.

Briesch, R. A., L. Krishnamurthi, T. Mazumdar, and S. P. Raj. (1997).
“A comparative analysis of reference price models”. Journal of
Consumer Research. 24(2): 202-214.

Bruner, G. C. (1990). “Music, mood, and marketing”. Journal of Mar-
keting. 54(4): 94-104.

Buchanan, L., C. J. Simmons, and B. A. Bickart. (1999). “Brand equity
dilution: Retailer display and context brand effects”. Journal of
Marketing Research. 36(3): 345-355.

Burke, R. R. (2002). “Technology and the customer interface: What
consumers want in the physical and virtual store”. Journal of the
Academy of Marketing Science. 30(4): 411-432.



Full text available at: http://dx.doi.org/10.1561/0200000111

References 173

Burman, B. and A. Biswas. (2007). “Partitioned pricing: Can we always
divide and prosper?” Journal of Retailing. 83(4): 423-436.

Biiytikkurt, B. K. (1986). “Integration of serially sampled price informa-
tion: Modeling and some findings”. Journal of Consumer Research.
13(3): 357-373.

Cadario, R. and P. Chandon. (2020). “Which healthy eating nudges
work best? A meta-analysis of field experiments”. Marketing Science.
39(3): 465-486.

Cai, Y., L. Wen, L. Zhang, D. Du, and W. Wang. (2021). “Rethink-
ing object detection in retail stores”. In: Proceedings of the AAAI
Conference on Artificial Intelligence. Vol. 35. No. 2. 947-954.

Calder, B. J. and R. E. Burnkrant. (1977). “Interpersonal influence on
consumer behavior: An attribution theory approach”. Journal of
Consumer Research. 4(1): 29-38.

Campbell, M. C. (1999). “Perceptions of price unfairness: Antecedents
and consequences”. Journal of Marketing Research. 36(2): 187-199.

Candogan, O., K. Bimpikis, and A. Ozdaglar. (2012). “Optimal pricing
in networks with externalities”. Operations Research. 60(4): 883-905.

Chandon, P., J. W. Hutchinson, E. T. Bradlow, and S. H. Young. (2009).
“Does in-store marketing work? Effects of the number and position
of shelf facings on brand attention and evaluation at the point of
purchase”. Journal of Marketing. 73(6): 1-17.

Chapman, G. B. and E. J. Johnson. (1999). “Anchoring, activation, and
the construction of values”. Organizational Behavior and Human
Decision Processes. 79(2): 115-153.

Chebat, J.-C. and R. Michon. (2003). “Impact of ambient odors on mall
shoppers’ emotions, cognition, and spending: A test of competitive
causal theories”. Journal of Business Research. 56(7): 529-539.

Chebat, J.-C. and M. Morrin. (2007). “Colors and cultures: Exploring
the effects of mall décor on consumer perceptions”. Journal of
Business Research. 60(3): 189-196.

Chen, H., D. Hardesty, A. Rao, and L. E. Bolton. (2021a). “Introduction
to special issue on behavioral pricing”. Journal of the Association
for Consumer Research. 6(1): 4-9.



Full text available at: http://dx.doi.org/10.1561/0200000111

174 References

Chen, H., H. Marmorstein, M. Tsiros, and A. R. Rao. (2012). “When
more is less: The impact of base value neglect on consumer prefer-
ences for bonus packs over price discounts”. Journal of Marketing.
76(4): 64-77.

Chen, H. and A. R. Rao. (2002). “Close encounters of two kinds: False
alarms and dashed hopes”. Marketing Science. 21(2): 178-196.
Chen, H. and A. R. Rao. (2007). “When two plus two is not equal to
four: Errors in processing multiple percentage changes”. Journal of

Consumer Research. 34(3): 327-340.

Chen, S.-F. S., K. B. Monroe, and Y.-C. Lou. (1998). “The effects of
framing price promotion messages on consumers’ perceptions and
purchase intentions”. Journal of Retailing. 74(3): 353-372.

Chen, Y., T. Mandler, and L. Meyer-Waarden. (2021b). “Three decades
of research on loyalty programs: A literature review and future
research agenda”. Journal of Business Research. 124: 179-197.

Chen, Y., Y. Tian, and M. He. (2020). “Monocular human pose estima-
tion: A survey of deep learning-based methods”. Computer Vision
and Image Understanding. 192: 102897.

Chenreddy, A. R., P. Pakiman, S. Nadarajah, R. Chandrasekaran, and
R. Abens. (2019). “Smoile: A shopper marketing optimization and
inverse learning engine”. In: Proceedings of the 25th ACM SIGKDD
International Conference on Knowledge Discovery € Data Mining.
2934-2942.

Cherulnik, P. D. and S. K. Wilderman. (1986). “Symbols of status
in urban neighborhoods: Contemporary perceptions of nineteenth-
century Boston”. Environment and Behavior. 18(5): 604-622.

Chintala, S. C., J. Liaukonyté, and N. Yang. (2024). “Browsing the
aisles or browsing the app? how online grocery shopping is changing
what we buy”. Marketing Science. 43(3): 506-522.

Chioveanu, I. and J. Zhou. (2013). “Price competition with consumer
confusion”. Management Science. 59(11): 2450-2469.

Choi, J., K. Lee, and Y.-Y. Ji. (2012). “What type of framing message
is more appropriate with nine-ending pricing?” Marketing Letters.
23: 603-614.



Full text available at: http://dx.doi.org/10.1561/0200000111

References 175

Choi, J., Y. J. Li, P. Rangan, P. Chatterjee, and S. N. Singh. (2014).
“The odd-ending price justification effect: The influence of price-
endings on hedonic and utilitarian consumption”. Journal of the
Academy of Marketing Science. 42: 545-557.

Choudhary, V., M. Shunko, S. Netessine, and S. Koo. (2022). “Nudging
drivers to safety: Evidence from a field experiment”. Management
Science. 68(6): 4196-4214.

Christenfeld, N. (1995). “Choices from identical options”. Psychological
Science. 6(1): 50-55.

Chui, M., E. Hazan, R. Roberts, A. Singla, K. Smaje, A. Sukharevsky, L.
Yee, and R. Zemmel. (2023). “The economic potential of generative
Al: The next productivity frontier”. Retrieved from the McKinsey
Digital website: https://www. mckinsey.com/capabilities/mckinsey-
digital /our-insights/the-economic-potential-of-generative-ai-the-
next-productivity-frontier.

Chun, S. Y. and A. Ovchinnikov. (2019). “Strategic consumers, revenue
management, and the design of loyalty programs”. Management
Science. 65(9): 3969-3987.

Cialdini, R. B. (2009). “We have to break up”. Perspectives on Psycho-
logical Science. 4(1): 5-6.

Cohen, M., A. Kitain, D. Marconi, and A. Raftery. (2024). “Lessons from
More Than 1,000 E-Commerce Pricing Tests”. URL: https://hbr.org
/2024/03 /lessons-from-more-than-1000-e-commerce-pricing-tests.

Cohen, M. C., A. N. Elmachtoub, and X. Lei. (2022a). “Price discrimina-
tion with fairness constraints”. Management Science. 68(12): 8536
8552.

Cohen, M. C.; M. D. Fiszer, and B. J. Kim. (2022b). “Frustration-
based promotions: Field experiments in ride-sharing”. Management
Science. 68(4): 2432-2464.

Cohen, M. C., M.-D. Fiszer, A. Ratzon, and R. Sasson. (2023a). “In-
centivizing commuters to carpool: A large field experiment with
waze”. Manufacturing € Service Operations Management. 25(4):
1263-1284.

Cohen, M. C., S. Gupta, J. J. Kalas, and G. Perakis. (2020). “An efficient
algorithm for dynamic pricing using a graphical representation”.
Production and Operations Management. 29(10): 2326-2349.


https://hbr.org/2024/03/lessons-from-more-than-1000-e-commerce-pricing-tests
https://hbr.org/2024/03/lessons-from-more-than-1000-e-commerce-pricing-tests

Full text available at: http://dx.doi.org/10.1561/0200000111

176 References

Cohen, M. C. and P. Harsha. (2020). “Designing price incentives in a net-
work with social interactions”. Manufacturing & Service Operations
Management. 22(2): 292-3009.

Cohen, M. C., N. Huang, M. Li, and P. A. Pavlou. (2022c). “Special
issue of production and operations management on “responsible data
science””. Production and Operations Management. 31(7): 3064—
3065.

Cohen, M. C., A. Jacquillat, J. C. Serpa, and M. Benborhoum. (2023b).
“Managing airfares under competition: Insights from a field experi-
ment”. Management Science. 69(10): 6076-6108.

Cohen, M. C., J. J. Kalas, and G. Perakis. (2021a). “Promotion opti-
mization for multiple items in supermarkets”. Management Science.
67(4): 2340-2364.

Cohen, M. C., N.-H. Z. Leung, K. Panchamgam, G. Perakis, and A.
Smith. (2017). “The impact of linear optimization on promotion
planning”. Operations Research. 65(2): 446-468.

Cohen, M. C., S. Miao, and Y. Wang. (2021b). “Dynamic pricing with
fairness constraints”. Available at SSRN 3930622.

Concerete CMS. (2024). “Case study on Sharps’ website”. URL: https:
//www.concretecms.com/about/case-studies/sharps.

Connolly, B. (2023). “Amazon Product Ranking: How to Rank Page
One on Amazon”. URL: https://www.junglescout.com/blog/amazo
n-product-ranking/.

Creative Faze Team. (2023). “Less is More: Embracing Minimalism in
Ecommerce Website Development”. URL: https://www.creativefaze
.com/less-more-embracing-minimalism-ecommerce-website-develo
pment.

Cremer, S. and C. Loebbecke. (2021). “Selling goods on e-commerce
platforms: The impact of scarcity messages”. FElectronic Commerce
Research and Applications. 47: 101039.

Crowley, A. E. (1993). “The two-dimensional impact of color on shop-
ping”. Marketing Letters. 4: 59-69.

Cui, R., D. J. Zhang, and A. Bassamboo. (2019). “Learning from
inventory availability information: Evidence from field experiments
on Amazon”. Management Science. 65(3): 1216-1235.


https://www.concretecms.com/about/case-studies/sharps
https://www.concretecms.com/about/case-studies/sharps
https://www.junglescout.com/blog/amazon-product-ranking/
https://www.junglescout.com/blog/amazon-product-ranking/
https://www.creativefaze.com/less-more-embracing-minimalism-ecommerce-website-development
https://www.creativefaze.com/less-more-embracing-minimalism-ecommerce-website-development
https://www.creativefaze.com/less-more-embracing-minimalism-ecommerce-website-development

Full text available at: http://dx.doi.org/10.1561/0200000111

References 177

Cvetkovic, A. (2023). “10 Cash Wrap Counter Ideas to Optimize Your
Checkout Counter”. Shopify. URL: https://www.shopify.com/ca/ret
ail /cash-wrap.

Cyr, D. (2014). “Return visits: A review of how Web site design can
engender visitor loyalty”. Journal of Information Technology. 29:
1-26.

Dalrymple, D. J. and G. H. Haines. (1970). “A study of the predictive
ability of market period demand-supply relations for a firm selling
fashion products”. Applied Economics. 1(4): 277-285.

Darroch, G. (2024). “Amazons Just Walk Out Actually 1000 People in
India”. Business Insider. URL: https://www.businessinsider.com/a
mazons-just-walk-out-actually-1-000-people-in-india-2024-4.

Davis, D. F. and R. Bagchi. (2018). “How evaluations of multiple
percentage price changes are influenced by presentation mode and
percentage ordering: The role of anchoring and surprise”. Journal
of Marketing Research. 55(5): 655-666.

De Meza, D. and V. Pathania. (2021). “Is the second-cheapest wine a
rip-off?” Economics Letters. 205: 109965.

Deaton, A. and J. Muellbauer. (1980). Economics and consumer behav-
tor. Cambridge University Press.

Debo, L. and G. Van Ryzin. (2009). “Creating sales with stock-outs”.
Available at SSRN 1923706.

Della Bitta, A. J., K. B. Monroe, and J. M. McGinnis. (1981). “Con-
sumer perceptions of comparative price advertisements”. Journal of
Marketing Research. 18(4): 416-427.

DelVecchio, D., H. S. Krishnan, and D. C. Smith. (2007). “Cents or
percent? The effects of promotion framing on price expectations and
choice”. Journal of Marketing. 71(3): 158-170.

DelVecchio, D., A. Lakshmanan, and H. S. Krishnan. (2009). “The
effects of discount location and frame on consumers’ price estimates”.
Journal of Retailing. 85(3): 336-346.

Derakhshan, M., N. Golrezaei, V. Manshadi, and V. Mirrokni. (2022).
“Product ranking on online platforms”. Management Science. 68(6):
4024-4041.


https://www.shopify.com/ca/retail/cash-wrap
https://www.shopify.com/ca/retail/cash-wrap
https://www.businessinsider.com/amazons-just-walk-out-actually-1-000-people-in-india-2024-4
https://www.businessinsider.com/amazons-just-walk-out-actually-1-000-people-in-india-2024-4

Full text available at: http://dx.doi.org/10.1561/0200000111

178 References

Dhanasobhon, S., P.-Y. Chen, M. Smith, and P.-y. Chen. (2007). “An
analysis of the differential impact of reviews and reviewers at Ama-
zon.com”.

Dhar, R. and S. M. Nowlis. (1999). “The effect of time pressure on
consumer choice deferral”. Journal of Consumer Research. 25(4):
369-384.

Dickson, P. R. and A. G. Sawyer. (1990). “The price knowledge and
search of supermarket shoppers”. Journal of Marketing. 54(3): 42—
53.

Doha, A., M. Ghasemaghaei, and K. Hassanein. (2017). “Social bundling:
A novel method to enhance consumers’ intention to purchase online
bundles”. Journal of Retailing and Consumer Services. 35: 106—117.

Domencich, T. A. and D. McFadden. (1975). “Urban travel demand -
A behavioral analysis”. Tech. rep.

Dopson, E. (2024). “How To Reduce Cart Abandonment and Close
Sales (2024)”. Shopify. URL: https://www.shopify.com/ca/blog/sho
pping-cart-abandonment.

Dorotic, M., T. H. Bijmolt, and P. C. Verhoef. (2012). “Loyalty pro-
grammes: Current knowledge and research directions”. International
Journal of Management Reviews. 14(3): 217-237.

Dreze, X., S. J. Hoch, and M. E. Purk. (1994). “Shelf management and
space elasticity”. Journal of Retailing. 70(4): 301-326.

Dunbar, J. (2022). “How to use web design psychology to influence
consumer behavior”. Creative Faze. URL: https://www.concretecms
.com/about /blog /web-design /how-use-web-design-psychology-inf
luence-consumer-behavior.

Duncan Herrington, J. (1996). “Effects of music in service environments:
A field study”. Journal of Services Marketing. 10(2): 26-41.

Dutta, S., A. Biswas, and D. Grewal. (2007). “Low price signal de-
fault: An empirical investigation of its consequences”. Journal of
the Academy of Marketing Science. 35: 76-88.

Ebster, C. (2011). Store design and visual merchandising: Creating store
space that encourages buying. Business Expert Press.

Edwards, K. D. (1996). “Prospect theory: A literature review”. Inter-
national Review of Financial Analysis. 5(1): 19-38.


https://www.shopify.com/ca/blog/shopping-cart-abandonment
https://www.shopify.com/ca/blog/shopping-cart-abandonment
https://www.concretecms.com/about/blog/web-design/how-use-web-design-psychology-influence-consumer-behavior
https://www.concretecms.com/about/blog/web-design/how-use-web-design-psychology-influence-consumer-behavior
https://www.concretecms.com/about/blog/web-design/how-use-web-design-psychology-influence-consumer-behavior

Full text available at: http://dx.doi.org/10.1561/0200000111

References 179

Elbers, T. (2016). “The effects of in-store layout-and shelf designs on
consumer behavior”. Wageningen UR: 1-22.

Ellison, G. and S. F. Ellison. (2009). “Search, obfuscation, and price
elasticities on the internet”. Econometrica. 77(2): 427-452.

Erickson, G. M. and J. K. Johansson. (1985). “The role of price in
multi-attribute product evaluations”. Journal of Consumer Research.
12(2): 195-199.

Ettl, M., P. Harsha, A. Papush, and G. Perakis. (2020). “A data-driven
approach to personalized bundle pricing and recommendation”. Man-
ufacturing & Service Operations Management. 22(3): 461-480.

Eunjung Kwak, L. and J. Z. Sojka. (2010). “If they could see me now:
Immigrants’ use of prestige brands to convey status”. Journal of
Consumer Marketing. 27(4): 371-380.

Fenneman, A., J. Sickmann, S. Fillbrunn, C. Goldbach, and T. Pitz.
(2022). “Psychological price perception may exert a weaker effect
on purchasing decisions than previously suggested: Results from
a large online experiment fail to reproduce either a left-digit or
perceptual-fluency effect”. PLOS ONE. 17(8): e0270850.

Fibich, G., A. Gavious, and O. Lowengart. (2005). “The dynamics of
price elasticity of demand in the presence of reference price effects”.
Journal of the Academy of Marketing Science. 33(1): 66-78.

Floyd, K., R. Freling, S. Alhoqail, H. Y. Cho, and T. Freling. (2014).
“How online product reviews affect retail sales: A meta-analysis”.
Journal of Retailing. 90(2): 217-232.

Fogg, B., J. Marshall, T. Kameda, J. Solomon, A. Rangnekar, J. Boyd,
and B. Brown. (2001). “Web credibility research: A method for
online experiments and early study results”. In: CHI’01 Eztended
Abstracts on Human Factors in Computing Systems. 295—296.

Fokina, M. (2023). “Online Shopping Statistics: Ecommerce Trends for
2023”. URL: https://www.tidio.com /blog/online-shopping-statistics
/-

Foubert, B. and E. Gijsbrechts. (2007). “Shopper response to bundle
promotions for packaged goods”. Journal of Marketing Research.
44(4): 647-662.

Friedman, D. A. (2013). “Explaining bait-and-switch regulation”.
William € Mary Business Law Review. 4: 575.


https://www.tidio.com/blog/online-shopping-statistics/
https://www.tidio.com/blog/online-shopping-statistics/

Full text available at: http://dx.doi.org/10.1561/0200000111

180 References

Frisch, D. (1993). “Reasons for framing effects”. Organizational Behavior
and Human Decision Processes. 54(3): 399-429.

Gabor, A. and C. Granger. (1979). “Price sensitivity of the consumer”.
Management Decision. 17(8): 569-575.

Gaeth, G. J., I. P. Levin, G. Chakraborty, and A. M. Levin. (1991).
“Consumer evaluation of multi-product bundles: An information
integration analysis”. Marketing Letters. 2: 47-57.

Gallino, S., N. Karacaoglu, and A. Moreno. (2023a). “Algorithmic assort-
ment curation: An empirical study of buybox in online marketplaces”.
Awvailable at SSRN 4218952.

Gallino, S., N. Karacaoglu, and A. Moreno. (2023b). “Need for speed:
The impact of in-process delays on customer behavior in online
retail”. Operations Research. 71(3): 876-894.

Gallino, S. and A. Moreno. (2014). “Integration of online and offline
channels in retail: The impact of sharing reliable inventory availabil-
ity information”. Management Science. 60(6): 1434-1451.

Gamliel, E. and R. Herstein. (2011). “To save or to lose: Does framing
price promotion affect consumers’ purchase intentions?” Journal of
Consumer Marketing. 28(2): 152-158.

Gamliel, E. and R. Herstein. (2012). “Effects of message framing and
involvement on price deal effectiveness”. European journal of mar-
keting. 46(9): 1215-1232.

Gao, J., C. Zhang, K. Wang, and S. Ba. (2012). “Understanding on-
line purchase decision making: The effects of unconscious thought,
information quality, and information quantity”. Decision Support
Systems. 53(4): 772-781.

Gedenk, K., S. A. Neslin, and K. L. Ailawadi. (2010). “Sales promotion”.
Retailing in the 21st Century: Current and Future Trends: 393-407.

Gencosman, B. C. and M. A. Begen. (2022). “Exact optimization and
decomposition approaches for shelf space allocation”. Furopean
Journal of Operational Research. 299(2): 432-447.

Georgoff, D. (1972). “Odd-even price endings”. Fast Lansing, Michigan
State University.

Ghose, A. and B. Gu. (2006). “Estimating menu costs in electronic
markets”. In: International Symposium on Information Systems

(ISIS 2006), India, December. Citeseer.



Full text available at: http://dx.doi.org/10.1561/0200000111

References 181

Ghose, A., P. G. Ipeirotis, and B. Li. (2014). “Examining the impact of
ranking on consumer behavior and search engine revenue”. Manage-
ment Science. 60(7): 1632-1654.

Gidlof, K., A. Anikin, M. Lingonblad, and A. Wallin. (2017). “Looking
is buying. How visual attention and choice are affected by consumer
preferences and properties of the supermarket shelf”. Appetite. 116:
29-38.

Gilbride, T. J., J. P. Guiltinan, and J. E. Urbany. (2008). “Framing
effects in mixed price bundling”. Marketing Letters. 19: 125-139.

Ginzberg, E. (1936). “Customary prices”. The American Economic
Review. 26(2): 296-296.

Goi, C. L. (2009). “A review of marketing mix: 4Ps or more”. Interna-
tional Journal of Marketing Studies. 1(1): 2-15.

Goldstein, J. (2024). “How To Perfect Your Product For The Impulse
Checkout Counter”. Forbes. URL: https://www.forbes.com/sites/for
besbusinessdevelopmentcouncil /2024 /01/16 /how-to-perfect-your-
product-for-the-impulse-checkout-counter/.

Gomes, A. M. (2018). “Influencing factors of consumer behaviour in
retail shops”. Available at SSRN 3151879.

Gotter, A. (2023). “16 Tips to Create Retail Window Displays that
Dazzle and Drive Foot Traffic”. lightspeed. URL: https://www.lights
peedhq.com /blog /retail-window-displays/.

Gourville, J. and D. Soman. (2002). “Pricing and the psychology of
consumption.” Harvard Business Review. 80(9): 90-6.

Gourville, J. T. (1998). “Pennies-a-day: The effect of temporal reframing
on transaction evaluation”. Journal of Consumer Research. 24(4):
395-408.

Greenleaf, E. A., E. J. Johnson, V. G. Morwitz, and E. Shalev. (2016).
“The price does not include additional taxes, fees, and surcharges:
A review of research on partitioned pricing”. Journal of Consumer
Psychology. 26(1): 105-124.

Grella, S. (2015). “Amazon’s Lightning Sales: The Real Deals of Cyber
Monday”. URL: https://observer.com/2015/11/amazons-lightning-s
ales-the-real-deals-of-cyber-monday /.


https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2024/01/16/how-to-perfect-your-product-for-the-impulse-checkout-counter/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2024/01/16/how-to-perfect-your-product-for-the-impulse-checkout-counter/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2024/01/16/how-to-perfect-your-product-for-the-impulse-checkout-counter/
https://www.lightspeedhq.com/blog/retail-window-displays/
https://www.lightspeedhq.com/blog/retail-window-displays/
https://observer.com/2015/11/amazons-lightning-sales-the-real-deals-of-cyber-monday/
https://observer.com/2015/11/amazons-lightning-sales-the-real-deals-of-cyber-monday/

Full text available at: http://dx.doi.org/10.1561/0200000111

182 References

Grewal, D. and J. Baker. (1994). “Do retail store environmental factors
affect consumers’ price acceptability? An empirical examination”.
International Journal of Research in Marketing. 11(2): 107-115.

Grewal, D., D. K. Gauri, G. Das, J. Agarwal, and M. T. Spence. (2021).
“Retailing and emergent technologies”.

Groth, J. C. and S. W. McDaniel. (1993). “The exclusive value principle:
The basis for prestige racing”. Journal of Consumer Marketing. 10(1):
10-16.

Gu, B., J. Park, and P. Konana. (2012). “Research note—The impact of
external word-of-mouth sources on retailer sales of high-involvement
products”. Information Systems Research. 23(1): 182-196.

Guerra, A. (2023). “Leveraging IoT sensors and Mapify for real-time
store insights”. Shopify. URL: https://www.mapify.ai/blog/leveragi
ng-iot-sensors-and-mapify-for-real-time-store-insights.

Guerreiro, R., A. dos Santos, J. A. da Silveira Gisbrecht, and B. S. Ong.
(2004). “Cost implications of bonus pack promotions versus price
discounts”. American Business Review. 22(2): 72.

Guiltinan, J. P. (1987). “The price bundling of services: A normative
framework”. Journal of marketing. 51(2): 74-85.

Gulas, C. S. and C. D. Schewe. (1994). “Atmospheric Segmentation:
Managing Store Image with Background Music, Enhancing Knowl-
edge Development in Marketing”. American Marketing Association,
Chicago Ravi Acroll & Andrew Mitchell et al.

Giimiig, M., S. Li, W. Oh, and S. Ray. (2013). “Shipping fees or shipping
free? A tale of two price partitioning strategies in online retailing”.
Production and Operations Management. 22(4): 758-776.

Hackl, F., M. E. Kummer, and R. Winter-Ebmer. (2014). “99 Cent:
Price points in e-commerce”. Information Economics and Policy.
26: 12-27.

Han, X., Z. Wu, Z. Wu, R. Yu, and L. S. Davis. (2018). “Viton: An
image-based virtual try-on network”. In: Proceedings of the IEEE
Conference on Computer Vision and Pattern Recognition. 7543—
7552.

Hansen, J. M., S. Raut, and S. Swami. (2010). “Retail shelf allocation:
A comparative analysis of heuristic and meta-heuristic approaches”.

Journal of Retailing. 86(1): 94-105.


https://www.mapify.ai/blog/leveraging-iot-sensors-and-mapify-for-real-time-store-insights
https://www.mapify.ai/blog/leveraging-iot-sensors-and-mapify-for-real-time-store-insights

Full text available at: http://dx.doi.org/10.1561/0200000111

References 183

Harlam, B. A., A. Krishna, D. R. Lehmann, and C. Mela. (1995).
“Impact of bundle type, price framing and familiarity on purchase
intention for the bundle”. Journal of Business Research. 33(1): 57—
66.

Harris, J. and E. A. Blair. (2006). “Consumer preference for product
bundles: The role of reduced search costs”. Journal of the Academy
of Marketing Science. 34(4): 506-513.

He, S., B. Hollenbeck, and D. Proserpio. (2022). “The market for fake
reviews”. Marketing Science. 41(5): 896-921.

Heath, T. B., S. Chatterjee, and K. R. France. (1995). “Mental ac-
counting and changes in price: The frame dependence of reference
dependence”. Journal of Consumer Research. 22(1): 90-97.

Heaton, S. (2015). “How A/B Testing Will Make You a Better Web
Designer”. URL: https://www.shopify.com/partners/blog/74161923-
how-a-b-testing-will-make-you-a-better-web-designer.

Heeler, R. M., A. Nguyen, and C. Buff. (2007). “Bundles = discount?
Revisiting complex theories of bundle effects”. Journal of Product
& Brand Management. 16(7): 492-500.

Heilman, C., K. Lakishyk, and S. Radas. (2011). “An empirical in-
vestigation of in-store sampling promotions”. British Food Journal.
113(10): 1252-1266.

Helson, H. (1964). “Adaptation-level theory: An experimental and
systematic approach to behavior.”

Hense, J. and A. Hiibner. (2022). “Assortment optimization in omni-
channel retailing”. Furopean Journal of Operational Research. 301(1):
124-140.

Hess, J. D. and E. Gerstner. (1991). “Price-matching policies: An
empirical case”. Managerial and Decision Economics. 12(4): 305—
315.

Hirsch, A. R. (1995). “Effects of ambient odors on slot-machine usage
in a Las Vegas casino”. Psychology & Marketing. 12(7): 585-594.
Hollenbeck, B., S. Moorthy, and D. Proserpio. (2019). “Advertising
strategy in the presence of reviews: An empirical analysis”. Marketing

Science. 38(5): 793-811.


https://www.shopify.com/partners/blog/74161923-how-a-b-testing-will-make-you-a-better-web-designer
https://www.shopify.com/partners/blog/74161923-how-a-b-testing-will-make-you-a-better-web-designer

Full text available at: http://dx.doi.org/10.1561/0200000111

184 References

Houston, M. J. (1972). “Marketing notes and communications: The effect
of unit-pricing on choices of brand and size in economic shopping”.
Journal of Marketing. 36(3): 51-54.

Hower, R. M. (1943). History of Macy’s of New York, 1858-1919: Chap-
ters in the Evolution of the Department Store. Harvard University
Press.

Huang, Y., K. H. Lim, Z. Lin, and S. Han. (2019). “Large online product
catalog space indicates high store price: Understanding customers’
overgeneralization and illogical inference”. Information Systems
Research. 30(3): 963-979.

Huarng, A. S. and D. Christopher. (2003). “Planning an effective Internet
retail store”. Marketing Intelligence & Planning. 21(4): 230-238.
Huber, J., J. W. Payne, and C. Puto. (1982). “Adding asymmetrically
dominated alternatives: Violations of regularity and the similarity

hypothesis”. Journal of Consumer Research. 9(1): 90-98.

Hubner, A. and K. Schaal. (2017). “An integrated assortment and
shelf-space optimization model with demand substitution and space-
elasticity effects”. European Journal of Operational Research. 261(1):
302-316.

Hibner, A., F. Schifer, and K. N. Schaal. (2020). “Maximizing profit
via assortment and shelf-space optimization for two-dimensional
shelves”. Production and operations management. 29(3): 547-570.

Huitink, M., M. P. Poelman, J. C. Seidell, L. D. Kuijper, T. Hoekstsra,
and C. Dijkstra. (2020). “Can healthy checkout counters improve
food purchases? Two real-life experiments in Dutch supermarkets”.
International Journal of Environmental Research and Public Health.
17(22): 8611.

Hutmacher, F. (2019). “Why is there so much more research on vision
than on any other sensory modality?” Frontiers in psychology. 10:
481030.

Hviid, M. and G. Shaffer. (1999). “Hassle costs: The Achilles’ heel of
price-matching guarantees”. Journal of Economics € Management
Strategy. 8(4): 489-521.

Hwang, J. and S. S. Hyun. (2012). “The antecedents and consequences
of brand prestige in luxury restaurants”. Asia Pacific Journal of

Tourism Research. 17(6): 656—683.



Full text available at: http://dx.doi.org/10.1561/0200000111

References 185

Inman, J. J., L. McAlister, and W. D. Hoyer. (1990). “Promotion signal:
Proxy for a price cut?” Journal of Consumer Research. 17(1): 74-81.

Inman, J. J., A. C. Peter, and P. Raghubir. (1997). “Framing the
deal: The role of restrictions in accentuating deal value”. Journal of
Consumer Research. 24(1): 68-79.

Inman, J. J., R. S. Winer, and R. Ferraro. (2009). “The interplay among
category characteristics, customer characteristics, and customer
activities on in-store decision making”. Journal of Marketing. 73(5):
19-29.

Insley, V. and D. Nunan. (2014). “Gamification and the online retail
experience”. International Journal of Retail €& Distribution Man-
agement. 42(5): 340-351.

Iyengar, S. S. and M. R. Lepper. (2000). “When choice is demotivating:
Can one desire too much of a good thing?” Journal of personality
and social psychology. 79(6): 995.

Iyer, E. S. (1989). “Unplanned purchasing: Knowledge of shopping
environment and time pressure”. Journal of Retailing. 65(1): 40.
Jacowitz, K. E. and D. Kahneman. (1995). “Measures of anchoring
in estimation tasks”. Personality and Social Psychology Bulletin.

21(11): 1161-1166.

Jagabathula, S. (2014). “Assortment optimization under general choice”.
Available at SSRN 2512831.

Jain, S. and J. Srivastava. (2000). “An experimental and theoretical
analysis of price-matching refund policies”. Journal of Marketing
Research. 37(3): 351-362.

Jalali, Z., M. C. Cohen, N. Ertekin, and M. Gumus. (2023). “Vertical
product location effect on sales: A field experiment in convenience
stores”. Available at SSRN 4476526.

Jethwani, A. (2024). “Less is More: Embracing Minimalism in Ecom-
merce Website Development”. Octet Design. URL: https://octet.desi
gn/minimalist-website-design-example/.

Jeziorski, P. and I. Segal. (2015). “What makes them click: Empirical
analysis of consumer demand for search advertising”. American
Economic Journal: Microeconomics. 7(3): 24-53.

Johnson, E. J. and J. W. Payne. (1985). “Effort and accuracy in choice”.
Management Science. 31(4): 395-414.


https://octet.design/minimalist-website-design-example/
https://octet.design/minimalist-website-design-example/

Full text available at: http://dx.doi.org/10.1561/0200000111

186 References

Johnson, R. (2023). “A/B Testing Allows You To Maximize Your Profit
on Amazon”. URL: https://www.searchenginejournal.com/ab-testin
g-for-amazon/491559/.

Juel-Jacobsen, L. G. (2015). “Aisles of life: Outline of a customer-centric
approach to retail space management”. The International Review
of Retail, Distribution and Consumer Research. 25(2): 162-180.

Just, D. R., O. Sigirc1, and B. Wansink. (2014). “Lower buffet prices
lead to less taste satisfaction”. Journal of Sensory Studies. 29(5):
362-370.

Kahneman, D. (1973). Attention and effort. Vol. 1063. Citeseer.

Kahneman, D. and A. Tversky. (1979). “Prospect theory: An analysis
of decision under risk”. Econometrica. 47(2): 363-391.

Kahneman, D. and A. Tversky. (1984). “Choices, values, and frames.”
American Psychologist. 39(4): 341.

Kahneman, D. and A. Tversky. (2013). “Prospect theory: An analysis of
decision under risk”. In: Handbook of the fundamentals of financial
decision making: Part I. World Scientific. 99-127.

Kalyanaram, G. and R. S. Winer. (1995). “Empirical generalizations
from reference price research”. Marketing Science. 14(3 supplement):
G161-G169.

Kamen, J. M. and R. J. Toman. (1970). “Psychophysics of prices”.
Journal of Marketing Research. 7(1): 27-35.

Kannan, P. and P. K. Kopalle. (2001). “Dynamic pricing on the Internet:
Importance and implications for consumer behavior”. International
Journal of Electronic Commerce. 5(3): 63-83.

Karpovich, E. (2023). “IoT in Retail: Top 5 Use Cases and Real-Life
Examples”. Retail Touch Points. URL: https://www.retailtouchpoin
ts.com/features/executive-viewpoints/iot-in-retail-top-5-use-case
s-and-real-life-examples.

Katawetawaraks, C. and C. Wang. (2011). “Online shopper behavior:
Influences of online shopping decision”. Asian Journal of Business
Research. 1(2).

Keenan, M. (2021). “Scent Marketing for Retail: 11 Strategies & Exam-
ples”. Shopify. URL: https://www.shopify.com/ca/retail /scent-mar
keting#.


https://www.searchenginejournal.com/ab-testing-for-amazon/491559/
https://www.searchenginejournal.com/ab-testing-for-amazon/491559/
https://www.retailtouchpoints.com/features/executive-viewpoints/iot-in-retail-top-5-use-cases-and-real-life-examples
https://www.retailtouchpoints.com/features/executive-viewpoints/iot-in-retail-top-5-use-cases-and-real-life-examples
https://www.retailtouchpoints.com/features/executive-viewpoints/iot-in-retail-top-5-use-cases-and-real-life-examples
https://www.shopify.com/ca/retail/scent-marketing#
https://www.shopify.com/ca/retail/scent-marketing#

Full text available at: http://dx.doi.org/10.1561/0200000111

References 187

Keenan, M. (2023). “While Supplies Last: 8 Scarcity and Urgency Tips
for Stores”. Shopify. URL: https://www.shopify.com/ca/blog/using-
scarcity-urgency-increase-sales.

Kempf, D. S. (1999). “Attitude formation from product trial: Distinct
roles of cognition and affect for hedonic and functional products”.
Psychology € Marketing. 16(1): 35-50.

Khan, A. (2022). “The Importance of Store Window Displays”. Unibox.
URL: https://unibox.co.uk/blog/types-importance-of-window-displ
ays.

Kiatkawsin, K. and H. Han. (2019). “What drives customers’ willing-
ness to pay price premiums for luxury gastronomic experiences at
michelin-starred restaurants?” International Journal of Hospitality
Management. 82: 209-219.

Kilian, R. (2022). “How A/B Testing Helps Microsoft and Why You
Should Consider It Too”. URL: https://medium.com/@rtkilian/how
-a-b-testing-helps-microsoft-and-why-you-should-consider-it-too-
c975f2922ffe.

Kim, D., Y. Son, W. Khern-am-nuai, and M. C. Cohen. (2024). “Moti-
vating runners in real time: A field experiment”. Available at SSRN.

Kim, M. (2004). Consumer response to stockouts in online apparel
shopping. Ohio State University.

Kohavi, R. and R. Longbotham. (2011). “Unexpected results in online
controlled experiments”. ACM SIGKDD Explorations Newsletter.
12(2): 31-35.

Kotler, P. (1973). “Atmospherics as a marketing tool”. Journal of
Retailing. 49(4): 48-64.

Kreul, L. M. (1982). “Magic numbers: Psychological aspects of menu
pricing”. Cornell Hotel and Restaurant Administration Quarterly.
23(2): 70-75.

Krishna, A. (2009). “Behavioral pricing”. In: Handbook of pricing re-
search in marketing. Edward Elgar Publishing. 76-90.

Krishna, A., R. Briesch, D. R. Lehmann, and H. Yuan. (2002). “A meta-
analysis of the impact of price presentation on perceived savings”.
Journal of Retailing. 78(2): 101-118.


https://www.shopify.com/ca/blog/using-scarcity-urgency-increase-sales
https://www.shopify.com/ca/blog/using-scarcity-urgency-increase-sales
https://unibox.co.uk/blog/types-importance-of-window-displays
https://unibox.co.uk/blog/types-importance-of-window-displays
https://medium.com/@rtkilian/how-a-b-testing-helps-microsoft-and-why-you-should-consider-it-too-c975f2922ffe
https://medium.com/@rtkilian/how-a-b-testing-helps-microsoft-and-why-you-should-consider-it-too-c975f2922ffe
https://medium.com/@rtkilian/how-a-b-testing-helps-microsoft-and-why-you-should-consider-it-too-c975f2922ffe

Full text available at: http://dx.doi.org/10.1561/0200000111

188 References

Kukar-Kinney, M. and A. G. Close. (2010). “The determinants of
consumers’ online shopping cart abandonment”. Journal of the
Academy of Marketing Science. 38: 240-250.

Kukar-Kinney, M., R. G. Walters, and S. B. MacKenzie. (2007). “Con-
sumer responses to characteristics of price-matching guarantees: The
moderating role of price consciousness”. Journal of Retailing. 83(2):
211-221.

Kumer, E. B. (2023). “Why Is Milk Always at the Back of the Grocery
Store?” Taste of Home. URL: https://www.tasteofhome.com/article
/the-real-reason-your-grocery-store-milk-gets-put-in-the-back/.

Kunkel, J. H. and L. L. Berry. (1968). “A behavioral conception of
retail image”. Journal of Marketing. 32(4 part 1): 21-27.

Kurosu, M. and K. Kashimura. (1995). “Apparent usability vs. inherent
usability: experimental analysis on the determinants of the apparent
usability”. In: Conference companion on Human factors in computing
systems. 292-293.

Kwortnik Jr, R. J., E. H. Creyer, and W. T. Ross Jr. (2006). “Usage-
based versus measure-based unit pricing: Is there a better index of
value?” Journal of Consumer Policy. 29(1): 37-66.

Lacey, R. and J. Z. Sneath. (2006). “Customer loyalty programs: Are
they fair to consumers?” Journal of Consumer Marketing. 23(7):
458-464.

Lal, R. and M. Sarvary. (1999). “When and how is the Internet likely
to decrease price competition?” Marketing Science. 18(4): 485-503.

Lalwani, A. K. and S. Shavitt. (2013). “You get what you pay for? Self-
construal influences price-quality judgments”. Journal of Consumer
Research. 40(2): 255-267.

Lam, B. (2015). “The Psychological Difference Between $12.00 and
$11.67”. URL: https://www.theatlantic.com/business/archive/2015
/01 /the-psychological-difference-between-1200-and-1167 /384993
/-

Lambert, Z. V. (1975). “Perceived prices as related to odd and even
price endings”. Journal of Retailing. 51(3): 13.

Lammers, H. B. (1991). “The effect of free samples on immediate
consumer purchase”. Journal of Consumer Marketing. 8(2): 31-37.


https://www.tasteofhome.com/article/the-real-reason-your-grocery-store-milk-gets-put-in-the-back/
https://www.tasteofhome.com/article/the-real-reason-your-grocery-store-milk-gets-put-in-the-back/
https://www.theatlantic.com/business/archive/2015/01/the-psychological-difference-between-1200-and-1167/384993/
https://www.theatlantic.com/business/archive/2015/01/the-psychological-difference-between-1200-and-1167/384993/
https://www.theatlantic.com/business/archive/2015/01/the-psychological-difference-between-1200-and-1167/384993/

Full text available at: http://dx.doi.org/10.1561/0200000111

References 189

Lawson, M., D. McGuinness, and D. Esslemont. (1990). “The effect of
in-store sampling on the sale of food products”. Marketing Bulletin.
1(1): 1-6.

Lee, D., R. J. Kauffman, and M. E. Bergen. (2009). “Image effects and
rational inattention in Internet-based selling”. International Journal
of Electronic Commerce. 13(4): 127-166.

Leibenstein, H. (1950). “Bandwagon, snob, and Veblen effects in the
theory of consumers’ demand”. The Quarterly Journal of Economics.
64(2): 183-207.

Lessne, G. J. and E. M. Notarantonio. (1988). “The effect of limits in
retail advertisements: A reactance theory perspective”. Psychology
& Marketing. 5(1): 33-44.

Levav, J. and R. Zhu. (2009). “Seeking freedom through variety”. Jour-
nal of Consumer Research. 36(4): 600-610.

Levy, D., D. Lee, H. Chen, R. J. Kauffman, and M. Bergen. (2011).
“Price points and price rigidity”. Review of Economics and Statistics.
93(4): 1417-1431.

Levy, D., A. Snir, A. Gotler, and H. A. Chen. (2020). “Not all price end-
ings are created equal: Price points and asymmetric price rigidity”.
Journal of Monetary Economics. 110: 33—49.

Lichtenstein, D. R., P. H. Bloch, and W. C. Black. (1988). “Correlates of
price acceptability”. Journal of Consumer Research. 15(2): 243-252.

Lichtenstein, D. R., N. M. Ridgway, and R. G. Netemeyer. (1993).
“Price perceptions and consumer shopping behavior: A field study”.
Journal of Marketing Research. 30(2): 234-245.

Lim, F.; S. Y. Chun, and V. Satopa&. (2021). “Loyalty currency and
mental accounting: Do consumers treat points like money?” Available
at SSRN 3974642.

Little, J. D. (1975). “BRANDAID: A marketing-mix model, Part 2:
Implementation, calibration, and case study”. Operations Research.
23(4): 656—673.

Liu, P. J., K. L. Haws, C. Lamberton, T. H. Campbell, and G. J.
Fitzsimons. (2015). “Vice-virtue bundles”. Management Science.
61(1): 204-228.



Full text available at: http://dx.doi.org/10.1561/0200000111

190 References

LLP, T. S. (2022). “Strikethrough Pricing in Retail Ads Can Violate
California & Federal Consumer Protection Laws”. URL: https://www
taulersmith.com /retailers-settle-strikethrough-pricing-lawsuits/.

Lohse, G. L. and P. Spiller. (1998). “Electronic shopping”. Communica-
tions of the ACM. 41(7): 81-87.

Lopez Mateos, D., M. C. Cohen, and N. Pyron. (2022). “Field exper-
iments for testing revenue strategies in the hospitality industry”.
Cornell Hospitality Quarterly. 63(2): 247-256.

Loureiro, S. M. C. (2023). “Artificial intelligence and extended reality in
luxury fashion retail: Analysis and reflection”. In: Augmented Reality
and Artificial Intelligence: The Fusion of Advanced Technologies.
Springer. 323-348.

Lu, L., Q. Gou, W. Tang, and J. Zhang. (2016). “Joint pricing and ad-
vertising strategy with reference price effect”. International Journal
of Production Research. 54(17): 5250-5270.

Lynch Jr, J. G. and D. Ariely. (2000). “Wine online: Search costs affect
competition on price, quality, and distribution”. Marketing Science.
19(1): 83-103.

Lynn, M., S. M. Flynn, and C. Helion. (2013). “Do consumers prefer
round prices? Evidence from pay-what-you-want decisions and self-
pumped gasoline purchases”. Journal of Economic Psychology. 36:
96-102.

Lynn, M. and S. Wang. (2013). “The indirect effects of tipping policies
on patronage intentions through perceived expensiveness, fairness,
and quality”. Journal of Economic Psychology. 39: 62-71.

Macé, S. (2012). “The impact and determinants of nine-ending pricing
in grocery retailing”. Journal of Retailing. 88(1): 115-130.

Manning, K. C. and D. E. Sprott. (2007). “Multiple unit price promo-
tions and their effects on quantity purchase intentions”. Journal of
Retailing. 83(4): 411-421.

Manski, C. F. (1977). “The structure of random utility models”. Theory
and decision. 8(3): 229.

Marder, M., S. Harary, A. Ribak, Y. Tzur, S. Alpert, and A. Tzadok.
(2015). “Using image analytics to monitor retail store shelves”. IBM
Journal of Research and Development. 59(2/3): 3-1.


https://www.taulersmith.com/retailers-settle-strikethrough-pricing-lawsuits/
https://www.taulersmith.com/retailers-settle-strikethrough-pricing-lawsuits/

Full text available at: http://dx.doi.org/10.1561/0200000111

References 191

Marr, B. (2021). “10 Best Examples Of Augmented And Virtual Reality
In Retail”. Forbes. URL: https://www.forbes.com/sites/bernardmar
r/2021/09/13/10-best-examples-of-augmented-and-virtual-reality
-in-retail /7sh=c8ced9b66269.

Martin, B. A. and P. Nuttall. (2017). “Tense from touch: Examining
accidental interpersonal touch between consumers”. Psychology &
Marketing. 34(10): 946-955.

Martin, B. A. and C. A. Strong. (2016). “The trustworthy brand: Effects
of conclusion explicitness and persuasion awareness on consumer
judgments”. Marketing Letters. 27: 473-485.

Mason, R. (1992). “Modelling the demand for status goods”. ACR
Special Volumes.

Matthias, A. K. (2022). “The Secret Reason Grocery Stores Play Music”.
Allrecipes. URL: https://www.allrecipes.com /article/the-secret-reas
on-grocery-stores-play-music/.

Mauri, C. (2003). “Card loyalty. A new emerging issue in grocery
retailing”. Journal of Retailing and Consumer Services. 10(1): 13—
25.

Mauro, S. (2023). “Retail Store Interior Design Trends & Ideas”. URL:
https://www.dgicommunications.com /retail-store-design/.

Mayhew, G. E. and R. S. Winer. (1992). “An empirical analysis of
internal and external reference prices using scanner data”. Journal
of Consumer Research. 19(1): 62-70.

Mayyasi, A. (2018). “Does Everyone Really Order the Second-Cheapest
Wine?” Business Insider. URL: https://www.atlasobscura.com /arti
cles/second-cheapest-wine.

Mazumdar, T. and S. Y. Jun. (1993). “Consumer evaluations of multiple
versus single price change”. Journal of Consumer Research. 20(3):
441-450.

Mazumdar, T.; S. P. Raj, and I. Sinha. (2005). “Reference price research:
Review and propositions”. Journal of Marketing. 69(4): 84-102.
McFadden, D. et al. (1973). “Conditional logit analysis of qualitative

choice behavior”.

McFadden, D. (1975). “The revealed preferences of a government bu-
reaucracy: Theory”. The Bell Journal of Economics: 401-416.


https://www.forbes.com/sites/bernardmarr/2021/09/13/10-best-examples-of-augmented-and-virtual-reality-in-retail/?sh=c8ced9b66269
https://www.forbes.com/sites/bernardmarr/2021/09/13/10-best-examples-of-augmented-and-virtual-reality-in-retail/?sh=c8ced9b66269
https://www.forbes.com/sites/bernardmarr/2021/09/13/10-best-examples-of-augmented-and-virtual-reality-in-retail/?sh=c8ced9b66269
https://www.allrecipes.com/article/the-secret-reason-grocery-stores-play-music/
https://www.allrecipes.com/article/the-secret-reason-grocery-stores-play-music/
https://www.dgicommunications.com/retail-store-design/
https://www.atlasobscura.com/articles/second-cheapest-wine
https://www.atlasobscura.com/articles/second-cheapest-wine

Full text available at: http://dx.doi.org/10.1561/0200000111

192 References

McKechnie, S., J. Devlin, C. Ennew, and A. Smith. (2012). “Effects
of discount framing in comparative price advertising”. European
Journal of Marketing. 46(11/12): 1501-1522.

Meifiner, M., A. Musalem, and J. Huber. (2016). “Eye tracking reveals
processes that enable conjoint choices to become increasingly efficient
with practice”. Journal of Marketing Research. 53(1): 1-17.

Meissner, M., H. Oppewal, and J. Huber. (2016). “How many options?
Behavioral responses to two versus five alternatives per choice”. In:
Proceedings of the 19th Sawtooth Software Conference. 26-20.

Meng, J. and S. Altobello Nasco. (2009). “Cross-cultural equivalence
of price perceptions across American, Chinese, and Japanese con-
sumers”. Journal of Product & Brand Management. 18(7): 506~
516.

Merrilees, B. and D. Miller. (2001). “Superstore interactivity: A new
self-service paradigm of retail service?” International Journal of
Retail € Distribution Management. 29(8): 379-389.

Meyers-Levy, J. and R. Zhu. (2007a). “The influence of ceiling height:
The effect of priming on the type of processing that people use”.
Journal of Consumer Research. 34(2): 174-186.

Meyers-Levy, J. and R. J. Zhu. (2007b). “Perhaps the store made you
purchase it”. Marketing and Consumer Psychology Series. 193.
Meyersohn, N. (2019). “How stores choose which songs to play”. CNN
Business. URL: https://www.cnn.com/2019/12/24 /business/holiday

-music-walmart-target /index.html.

Mezias, S. J., Y.-R. Chen, and P. R. Murphy. (2002). “Aspiration-level
adaptation in an American financial services organization: A field
study”. Management Science. 48(10): 1285-1300.

Milano, S., M. Taddeo, and L. Floridi. (2020). “Recommender systems
and their ethical challenges”. AI & Society. 35: 957-967.

Milliman, R. E. (1982). “Using background music to affect the behavior
of supermarket shoppers”. Journal of Marketing. 46(3): 86-91.
Millstein, I. M. (1964). “The Federal Trade Commission and False

Advertising”. Columbia Law Review. 64(3): 439-499.


https://www.cnn.com/2019/12/24/business/holiday-music-walmart-target/index.html
https://www.cnn.com/2019/12/24/business/holiday-music-walmart-target/index.html

Full text available at: http://dx.doi.org/10.1561/0200000111

References 193

Mitchell, D. J., B. E. Kahn, and S. C. Knasko. (1995). “There’s some-
thing in the air: Effects of congruent or incongruent ambient odor on
consumer decision making”. Journal of Consumer Research. 22(2):
229-238.

Mitchell, V.-W., D. Lennard, and P. McGoldrick. (2003). “Consumer
awareness, understanding and usage of unit pricing”. British Journal
of Management. 14(2): 173-187.

Miyazaki, A. D. (2003). “Guest editorial: The psychology of pricing on
the internet”. Psychology & Marketing. 20(6): 471-476.

Miyazaki, A. D., D. E. Sprott, and K. C. Manning. (2000). “Unit prices
on retail shelf labels: An assessment of information prominence”.
Journal of Retailing. 76(1): 93-112.

Moe, W. W. (2003). “Buying, searching, or browsing: Differentiating
between online shoppers using in-store navigational clickstream”.
Journal of consumer psychology. 13(1-2): 29-39.

Monroe, K. B. (1971a). “‘Psychophysics of Prices’: A Reappraisal”.
Journal of Marketing Research. 8(2): 248-250.

Monroe, K. B. (1971b). “Measuring price thresholds by psychophysics
and latitudes of acceptance”. Journal of Marketing Research. 8(4):
460-464.

Monroe, K. B. (1973). “Buyers’ subjective perceptions of price”. Journal
of Marketing Research. 10(1): 70-80.

Monroe, K. B., A. J. Della Bitta, and S. L. Downey. (1977). “Contextual
influences on subjective price perceptions”. Journal of Business
Research. 5(4): 277-291.

Moore, M. and J. Carpenter. (2006). “The effect of price as a marketplace
cue on retail patronage”. Journal of Product & Brand Management.
15(4): 265-271.

Moore, M. and J. M. Carpenter. (2008). “Intergenerational perceptions
of market cues among US apparel consumers”. Journal of Fashion
Marketing and Management: An International Journal. 12(3): 323~
337.

Morrison, M., S. Gan, C. Dubelaar, and H. Oppewal. (2011). “In-store
music and aroma influences on shopper behavior and satisfaction”.
Journal of Business Research. 64(6): 558-564.



Full text available at: http://dx.doi.org/10.1561/0200000111

194 References

Morwitz, V. G., E. A. Greenleaf, and E. J. Johnson. (1998). “Divide
and prosper: Consumers’ reactions to partitioned prices”. Journal
of Marketing Research. 35(4): 453-463.

Mousavi, N., P. Adamopoulos, and J. Bockstedt. (2023). “The decoy
effect and recommendation systems”. Information Systems Research.
34(4): 1533-1553.

Mullen, B. and C. Johnson. (2013). The psychology of consumer behavior.
Psychology Press.

Mulyanegara, R. C. and Y. Tsarenko. (2009). “Predicting brand prefer-
ences: An examination of the predictive power of consumer personal-
ity and values in the Australian fashion market”. Journal of Fashion
Marketing and Management: An International Journal. 13(3): 358—
371.

Mussweiler, T. and F. Strack. (1999). “Hypothesis-consistent testing and
semantic priming in the anchoring paradigm: A selective accessibility
model”. Journal of Exzperimental Social Psychology. 35(2): 136-164.

Naipaul, S. and H. Parsa. (2001). “Menu price endings that communicate
value and quality”. Cornell Hotel and Restaurant Administration
Quarterly. 42(1): 26-37.

Nalca, A., T. Boyaci, and S. Ray. (2010). “Competitive price-matching
guarantees under imperfect store availability”. Quantitative Market-
ing and Economics. 8: 275-300.

Nalca, A., T. Boyaci, and S. Ray. (2013). “Competitive price-matching
guarantees: Equilibrium analysis of the availability verification clause
under demand uncertainty”. Management Science. 59(4): 971-986.

Nasiry, J. and I. Popescu. (2011). “Dynamic pricing with loss-averse
consumers and peak-end anchoring”. Operations Research. 59(6):
1361-1368.

Navot, Y. (2024). “Shopping cart abandonment recovery strategy”.
Dynamic Yield. URL: https://www.dynamicyield.com /lesson/shopp
ing-cart-abandonment-strategy /.

Neslin, S. A., C. Henderson, and J. Quelch. (1985). “Consumer promo-
tions and the acceleration of product purchases”. Marketing Science.
4(2): 147-165.


https://www.dynamicyield.com/lesson/shopping-cart-abandonment-strategy/
https://www.dynamicyield.com/lesson/shopping-cart-abandonment-strategy/

Full text available at: http://dx.doi.org/10.1561/0200000111

References 195

Ngobo, P.-V.; P. Legohérel, and N. Guéguen. (2010). “A cross-category
investigation into the effects of nine-ending pricing on brand choice”.
Journal of Retailing and Consumer Services. 17(5): 374-385.

Nguyen, K., M. Le, B. Martin, I. Cil, and C. Fookes. (2022). “When Al
meets store layout design: A review”. Artificial Intelligence Review.
55(7): 5707-5729.

Nielsen. (2024). “Unlocking Retail Success: Monetizing Customer Loy-
alty Program Data”. Nielsen IQ). URL: https://nielseniq.com/global
/en/insights/education/2024 /unlocking-retail-success-monetizing-
customer-loyalty-program-data/.

Nystrom, H. (1970). Retail pricing: An integrated economic and psy-
chological approach. Doctoral thesis, Economic Research Institute,
Stockholm School of Economics.

Orquin, J. L., E. S. Lahm, and H. Stoji¢. (2021). “The visual environment
and attention in decision making.” Psychological Bulletin. 147(6):
597.

Orquin, J. L. and S. M. Loose. (2013). “Attention and choice: A review
on eye movements in decision making”. Acta Psychologica. 144(1):
190-206.

Pantzalis, I. (1995). Exclusivity strategies in pricing and brand extension.
University of Arizona.

Pasek, G. W. and N. L. S. Kasih. (2021). “Price discount framing: How
it can increase the purchase intention?” International Journal of
Social Science and Business. 5(1): 133-139.

Peattie, S. (1998). “Promotional competitions as a marketing tool in
food retailing”. British Food Journal. 100(6): 286-294.

Pernice, K. (2017). “F-Shaped Pattern of Reading on the Web: Misun-
derstood, But Still Relevant (Even on Mobile)”. Nielsen Norman
Group. URL: https://www.nngroup.com/articles/f-shaped-pattern-r
eading-web-content/.

Perry, C. L., D. B. Bishop, G. L. Taylor, M. Davis, M. Story, C. Gray,
S. C. Bishop, R. A. W. Mays, L. A. Lytle, and L. Harnack. (2004).
“A randomized school trial of environmental strategies to encourage
fruit and vegetable consumption among children”. Health Education
& Behavior. 31(1): 65-76.


https://nielseniq.com/global/en/insights/education/2024/unlocking-retail-success-monetizing-customer-loyalty-program-data/
https://nielseniq.com/global/en/insights/education/2024/unlocking-retail-success-monetizing-customer-loyalty-program-data/
https://nielseniq.com/global/en/insights/education/2024/unlocking-retail-success-monetizing-customer-loyalty-program-data/
https://www.nngroup.com/articles/f-shaped-pattern-reading-web-content/
https://www.nngroup.com/articles/f-shaped-pattern-reading-web-content/

Full text available at: http://dx.doi.org/10.1561/0200000111

196 References

Peschel, A. O. and J. L. Orquin. (2013). “A review of the findings and
theories on surface size effects on visual attention”. Frontiers in
Psychology. 4: 902.

Png, I. P. and D. Hirshleifer. (1987). “Price discrimination through
offers to match price”. Journal of Business: 365-383.

Polacco, A. and K. Backes. (2018). “The Amazon Go concept: Impli-
cations, applications, and sustainability”. Journal of Business and
Management. 24(1): 79-92.

Quattrone, G. A., C. P. Lawrence, S. E. Finkel, and D. C. Andrus.
(1984). “Explorations in anchoring: The effects of prior range, anchor
extremity, and suggestive hints”. Unpublished manuscript, Stanford
University.

Radova, K. (2023). “The Decoy Effect — Everything You Need To Know”.
URL: https://insidebe.com/articles/the-decoy-effect/.

Raghubir, P. and A. Valenzuela. (2006). “Center-of-inattention: Position
biases in decision-making”. Organizational Behavior and Human
Decision Processes. 99(1): 66—80.

Rahman, A., G. I. Crouch, and J. H. Laing. (2018). “Tourists’ temporal
booking decisions: A study of the effect of contextual framing”.
Tourism Management. 65: 55—68.

Rahsid, M. M. (2024). “The Anatomy of a Killer Ecommerce Product
Page”. Web Appick. URL: https://webappick.com /ecommerce-prod
uct-page/.

Rajendran, K. N. and G. J. Tellis. (1994). “Contextual and temporal
components of reference price”. Journal of Marketing. 58(1): 22-34.

Ramsey, D. and J. Ramsey. (2010). The everything guide to starting
and running a retail store: All you need to get started and succeed
in your own retail adventure. Simon and Schuster.

Ramya, N. and S. M. Ali. (2016). “Factors affecting consumer buying
behavior”. International Journal of Applied Research. 2(10): 76-80.

Read, D., G. Loewenstein, M. Rabin, G. Keren, and D. Laibson. (2000).
“Choice bracketing”. Elicitation of Preferences: 171-202.

Reber, R., N. Schwarz, and P. Winkielman. (2004). “Processing flu-
ency and aesthetic pleasure: Is beauty in the perceiver’s processing
experience?” Personality and Social Psychology Review. 8(4): 364—
382.


https://insidebe.com/articles/the-decoy-effect/
https://webappick.com/ecommerce-product-page/
https://webappick.com/ecommerce-product-page/

Full text available at: http://dx.doi.org/10.1561/0200000111

References 197

Reputation. (2019). “Fake Reviews Are a Genuine Problem for These
Major Retailers”. URL: https://reputation.com/resources/articles/f
ake-reviews-for-retailers/.

Richards, T. J., J. Liaukonyte, and N. A. Streletskaya. (2016). “Person-
alized pricing and price fairness”. International Journal of Industrial
Organization. 44: 138-153.

Robert, J. and S. Hermann. (1996). Power pricing: How managing price
transforms the bottom line. Old Tappan, NJ: Simon & Schuster.
Rock, G. (2024). “Retail Lighting Best Practices: Seven Ways to Opti-
mize a Store’s Lighting Design Plan”. Alcon Lighting. URL: https:
//www.alconlighting.com/blog/lighting-design /best-retail-lightin

g-application-lighting-practices//.

Romanchuk, J. (2024). “19 Examples of Bad Website Design in 2024 [+
What They Got Wrong]”. Hubspot. URL: https://blog.hubspot.com
/website/bad-vs-good-design.

Romero, M. and D. Biswas. (2016). “Healthy-left, unhealthy-right: Can
displaying healthy items to the left (versus right) of unhealthy items
nudge healthier choices?” Journal of Consumer Research. 43(1):
103-112.

Rooderkerk, R. P., H. J. Van Heerde, and T. H. Bijmolt. (2013). “Opti-
mizing retail assortments”. Marketing Science. 32(5): 699-715.
Roth, S., L. Himbert, and S. Zielke. (2017). “Does unit pricing influence
store price image dimensions and shopping intentions for retail

stores?” European Journal of Marketing. 51(7/8): 1396-1413.

Russo, J. E. and L. D. Rosen. (1975). “An eye fixation analysis of
multialternative choice”. Memory & Cognition. 3(3): 267-276.

Sadalla, E. K., B. Vershure, and J. Burroughs. (1987). “Identity sym-
bolism in housing”. Environment and Behavior. 19(5): 569-587.

Salesforce. (2021). “What Is a Retail Product Recommendation Engine
— And Why Do You Need One?” URL: https://www.salesforce.com
/resources/articles/what-is-product-recommendation-engine/.

Salop, S. C. (1986). “Practices that (credibly) facilitate oligopoly co-
ordination”. In: New Developments in the analysis of market struc-
ture: Proceedings of a conference held by the International Economic
Association in Ottawa, Canada. Springer. 265-294.


https://reputation.com/resources/articles/fake-reviews-for-retailers/
https://reputation.com/resources/articles/fake-reviews-for-retailers/
https://www.alconlighting.com/blog/lighting-design/best-retail-lighting-application-lighting-practices/
https://www.alconlighting.com/blog/lighting-design/best-retail-lighting-application-lighting-practices/
https://www.alconlighting.com/blog/lighting-design/best-retail-lighting-application-lighting-practices/
https://blog.hubspot.com/website/bad-vs-good-design
https://blog.hubspot.com/website/bad-vs-good-design
https://www.salesforce.com/resources/articles/what-is-product-recommendation-engine/
https://www.salesforce.com/resources/articles/what-is-product-recommendation-engine/

Full text available at: http://dx.doi.org/10.1561/0200000111

198 References

Sauder, U. (2021). “Retailers Use ‘Decoy Effect’ to Lure Consumers
into Buying Pricier Products: Study”. URL: https://www.sauder.ub
c.ca/news/insights/retailers-use-decoy-effect-lure-consumers-buyi
ng-pricier-products-study.

Schafer, J. B., J. A. Konstan, and J. Riedl. (2001). “E-commerce rec-
ommendation applications”. Data Mining and Knowledge Discovery.
5: 115-153.

Schindler, R. M. (1991). “Symbolic meanings of a price ending”. ACR
North American Advances.

Schindler, R. M. (2001). “Relative price level of 99-ending prices: Image
versus reality”. Marketing Letters. 12: 239-247.

Schindler, R. M. and T. Kibarian. (1993). “Testing for Perceptual Un-
derestimation of 9-Ending Prices.” Advances in Consumer Research.
20(1).

Schindler, R. M. and T. M. Kibarian. (1996). “Increased consumer sales
response though use of 99-ending prices”. Journal of Retailing. 72(2):
187-199.

Schindler, R. M. and T. M. Kibarian. (2001). “Image communicated by
the use of 99 endings in advertised prices”. Journal of Advertising.
30(4): 95-99.

Schindler, R. M. and P. N. Kirby. (1997). “Patterns of rightmost dig-
its used in advertised prices: Implications for nine-ending effects”.
Journal of Consumer Research. 24(2): 192-201.

Schindler, R. M., M. Morrin, and N. N. Bechwati. (2005). “Shipping
charges and shipping-charge skepticism: Implications for direct mar-
keters’ pricing formats”. Journal of Interactive Marketing. 19(1):
41-53.

Schindler, R. M. and A. R. Wiman. (1989). “Effects of odd pricing on
price recall”. Journal of Business Research. 19(3): 165-177.

SciTechDaily. (2022). “The Decoy Effect: What It Is and How to Make
It Work for You”. scitechdaily.com. URL: https://scitechdaily.com/t
he-decoy-effect-what-it-is-and-how-to-make-it-work-for-you/.

Scott, N. (2018). “C-store Product Placement: Space Is at a Premium”.
CSN News. URL: https://csnews.com /c-store-product-placement-sp
ace-premium.


https://www.sauder.ubc.ca/news/insights/retailers-use-decoy-effect-lure-consumers-buying-pricier-products-study
https://www.sauder.ubc.ca/news/insights/retailers-use-decoy-effect-lure-consumers-buying-pricier-products-study
https://www.sauder.ubc.ca/news/insights/retailers-use-decoy-effect-lure-consumers-buying-pricier-products-study
https://scitechdaily.com/the-decoy-effect-what-it-is-and-how-to-make-it-work-for-you/
https://scitechdaily.com/the-decoy-effect-what-it-is-and-how-to-make-it-work-for-you/
https://csnews.com/c-store-product-placement-space-premium
https://csnews.com/c-store-product-placement-space-premium

Full text available at: http://dx.doi.org/10.1561/0200000111

References 199

Screpy. (2021). “Page Speed and Buying Behavior: What Do Your
Customers Experience?” Screpy. URL: https://screpy.com/page-spe
ed-and-buying-behavior-what-do-your-customers-experience/.

Sen, S., L. G. Block, and S. Chandran. (2002). “Window displays and
consumer shopping decisions”. Journal of Retailing and Consumer
services. 9(5): 277-290.

Senecal, S. and J. Nantel. (2004). “The influence of online product
recommendations on consumers’ online choices”. Journal of Retailing.
80(2): 159-169.

Shankar, V., K. Kalyanam, P. Setia, A. Golmohammadi, S. Tirunillai,
T. Douglass, J. Hennessey, J. Bull, and R. Waddoups. (2021). “How
technology is changing retail”. Journal of Retailing. 97(1): 13-27.

Sheehan, D., D. M. Hardesty, A. H. Ziegler, and H. A. Chen. (2019).
“Consumer reactions to price discounts across online shopping ex-
periences”. Journal of Retailing and Consumer Services. 51: 129—
138.

Sheng, S. and Y. Pan. (2009). “Bundling as a new product introduction
strategy: The role of brand image and bundle features”. Journal of
Retailing and Consumer Services. 16(5): 367-376.

Shirai, M. (2017). “Effects of price reframing tactics on consumer per-
ceptions”. Journal of Retailing and Consumer Services. 34: 82—87.

Shopify. (2023). “Music in Retail Stores: How to Select Music for Your
Business”. URL: https://www.shopify.com/ca/retail /music-in-retail
-stores.

ShoppingBasket. (2024). “Trade Marketing: boost your sales at the
point of sale”. URL: https://sbshoppingbasket.com /blog/trade-mar
keting/.

Sigurdsson, V., H. Saevarsson, and G. Foxall. (2009). “Brand placement
and consumer choice: An in-store experiment”. Journal of Applied
Behavior Analysis. 42(3): 741-745.

Silva, P. (2021). “Is the second-cheapest wine a rip-off?” Business
Insider. URL: https://www.ciencia-e-vinho.com/2021/08/29 /is-the-
second-cheapest-wine-a-rip-off/.

Silverberg, D. (2009). “Lawsuit claims Best Buy denied price match
requests”. Digital J.


https://screpy.com/page-speed-and-buying-behavior-what-do-your-customers-experience/
https://screpy.com/page-speed-and-buying-behavior-what-do-your-customers-experience/
https://www.shopify.com/ca/retail/music-in-retail-stores
https://www.shopify.com/ca/retail/music-in-retail-stores
https://sbshoppingbasket.com/blog/trade-marketing/
https://sbshoppingbasket.com/blog/trade-marketing/
https://www.ciencia-e-vinho.com/2021/08/29/is-the-second-cheapest-wine-a-rip-off/
https://www.ciencia-e-vinho.com/2021/08/29/is-the-second-cheapest-wine-a-rip-off/

Full text available at: http://dx.doi.org/10.1561/0200000111

200 References

Simon, H. A. (1956). “Rational choice and the structure of the environ-
ment.” Psychological Review. 63(2): 129.

Simonin, B. L. and J. A. Ruth. (1995). “Bundling as a strategy for new
product introduction: Effects on consumers’ reservation prices for
the bundle, the new product, and its tie-in”. Journal of Business
Research. 33(3): 219-230.

Skouras, T., G. J. Avlonitis, and K. A. Indounas. (2005). “Economics
and marketing on pricing: How and why do they differ?” Journal of
Product & Brand Management. 14(6): 362-374.

Smith, R. E. and W. R. Swinyard. (1983). “Attitude-behavior consis-
tency: The impact of product trial versus advertising”. Journal of
Marketing Research. 20(3): 257-267.

Snir, A., D. Levy, and H. A. Chen. (2017). “End of 9-endings, price
recall, and price perceptions”. FEconomics Letters. 155: 157-163.
Solution, G. D. (2024). “In-Store Product Placement Guide For Retail-
ers”. Global Display Solution. URL: https://www.theglobaldisplayso
lution.com /blog/instore-product-placement-guide-for-retailers /#:
~:text=Aisle%20End %20Caps%20and %20Power,seasonal %20item

$%20in%20the%20spotlight..

Song, J. and F. “ Zahedi. (2005). “A theoretical approach to web design
in e-commerce: A belief reinforcement model”. Management Science.
51(8): 1219-1235.

Spangenberg, E. R., A. E. Crowley, and P. W. Henderson. (1996). “Im-
proving the store environment: Do olfactory cues affect evaluations
and behaviors?” Journal of Marketing. 60(2): 67-80.

Spence, C., N. M. Puccinelli, D. Grewal, and A. L. Roggeveen. (2014).
“Store atmospherics: A multisensory perspective”. Psychology &
Marketing. 31(7): 472-488.

Spinks, J. and D. Mortimer. (2015). “Lost in the crowd? Using eye-
tracking to investigate the effect of complexity on attribute non-
attendance in discrete choice experiments”. BMC Medical Informat-
ics and Decision Making. 16: 1-13.

Srivastava, J. and N. Lurie. (2001). “A consumer perspective on price-
matching refund policies: Effect on price perceptions and search
behavior”. Journal of Consumer Research. 28(2): 296-307.


https://www.theglobaldisplaysolution.com/blog/instore-product-placement-guide-for-retailers/#:~:text=Aisle%20End%20Caps%20and%20Power,seasonal%20items%20in%20the%20spotlight.
https://www.theglobaldisplaysolution.com/blog/instore-product-placement-guide-for-retailers/#:~:text=Aisle%20End%20Caps%20and%20Power,seasonal%20items%20in%20the%20spotlight.
https://www.theglobaldisplaysolution.com/blog/instore-product-placement-guide-for-retailers/#:~:text=Aisle%20End%20Caps%20and%20Power,seasonal%20items%20in%20the%20spotlight.
https://www.theglobaldisplaysolution.com/blog/instore-product-placement-guide-for-retailers/#:~:text=Aisle%20End%20Caps%20and%20Power,seasonal%20items%20in%20the%20spotlight.

Full text available at: http://dx.doi.org/10.1561/0200000111

References 201

Srivastava, J. and N. H. Lurie. (2004). “Price-matching guarantees
as signals of low store prices: Survey and experimental evidence”.
Journal of Retailing. 80(2): 117-128.

Srivastava, M., N. Pandey, and G. K. Saini. (2022). “Reference price re-
search in marketing: A bibliometric analysis”. Marketing Intelligence
€ Planning. 40(5): 604—623.

Steinberg, S. A. and R. F. Yalch. (1978). “When eating begets buy-
ing: The effects of food samples on obese and nonobese shoppers”.
Journal of Consumer Research. 4(4): 243-246.

Sternquist, B., S.-E. Byun, and B. Jin. (2004). “The dimensionality of
price perceptions: A cross-cultural comparison of Asian consumers”.
The International Review of Retail, Distribution and Consumer
Research. 14(1): 83-100.

Stiving, M. and R. S. Winer. (1997). “An empirical analysis of price
endings with scanner data”. Journal of Consumer Research. 24(1):
57-67.

Stock, A. and S. Balachander. (2005). “The making of a “hot product”: A
signaling explanation of marketers’ scarcity strategy”. Management
science. 51(8): 1181-1192.

Stourm, V., S. A. Neslin, E. T. Bradlow, E. Breugelmans, S. Y. Chun,
P. Gardete, P. K. Kannan, P. Kopalle, Y.-H. Park, D. R. Amariles,
et al. (2020). “Refocusing loyalty programs in the era of big data: A
societal lens paradigm”. Marketing Letters. 31: 405-418.

Strack, F. and T. Mussweiler. (1997). “Explaining the enigmatic an-
choring effect: Mechanisms of selective accessibility.” Journal of
Personality and Social Psychology. 73(3): 437.

Stremersch, S. and G. J. Tellis. (2002). “Strategic bundling of products
and prices: A new synthesis for marketing”. Journal of Marketing.
66(1): 55-72.

Su, Y. and M. Tian. (2023). “Influence of showrooming and price
matching strategy to combat showrooming under different costs”.
International Journal of Retail & Distribution Management. 51(7):
876-893.



Full text available at: http://dx.doi.org/10.1561/0200000111

202 References

Subawa, N. S., N. W. Widhiasthini, P. A. T. P. Pika, and P. I. Suryawati.
(2020). “Hedonism on the behavior of consumer society as a global
cultural transformation”. International Research Journal of Man-
agement, IT and Social Sciences. 7(2): 59-70.

Sugden, R., M. Wang, and D. J. Zizzo. (2019). “Take it or leave it: Ex-
perimental evidence on the effect of time-limited offers on consumer
behaviour”. Journal of Economic Behavior & Organization. 168:
1-23.

Tal, A. and B. Wansink. (2015). “An apple a day brings more apples
your way: Healthy samples prime healthier choices”. Psychology &
Marketing. 32(5): 575-584.

Tan, S.-J. and S. Hwang Chua. (2004). ““While stocks last!” Impact of
framing on consumers’ perception of sales promotions”. Journal of
Consumer Marketing. 21(5): 343-355.

Tellis, G. J. and G. J. Gaeth. (1990). “Best value, price-seeking, and
price aversion: The impact of information and learning on consumer
choices”. Journal of Marketing. 54(2): 34-45.

Teubner, T. and A. Graul. (2020). “Only one room left! How scarcity
cues affect booking intentions on hospitality platforms”. Electronic
Commerce Research and Applications. 39: 100910.

Thaler, R. (1985). “Mental accounting and consumer choice”. Marketing
Science. 4(3): 199-214.

Towal, R. B., M. Mormann, and C. Koch. (2013). “Simultaneous model-
ing of visual saliency and value computation improves predictions of
economic choice”. Proceedings of the National Academy of Sciences.
110(40): E3858-E3867.

Tripathi, A. and N. Pandey. (2017). “Price framing literature: Past,
present, and future”. The Marketing Review. 17(3): 307-336.

Tripathi, A. and N. Pandey. (2018). “Does impact of price endings differ
for the non-green and green products? Role of product categories
and price levels”. Journal of Consumer Marketing. 35(2): 143-156.

Turley, L. W. and R. E. Milliman. (2000). “Atmospheric effects on
shopping behavior: A review of the experimental evidence”. Journal
of Business Research. 49(2): 193-211.

Tversky, A. (1972). “Elimination by aspects: A theory of choice.” Psy-
chological Review. 79(4): 281.



Full text available at: http://dx.doi.org/10.1561/0200000111

References 203

Tversky, A. and D. Kahneman. (1974). “Judgment under uncertainty:
Heuristics and biases: Biases in judgments reveal some heuristics of
thinking under uncertainty.” Science. 185(4157): 1124-1131.

Tversky, A. and D. Kahneman. (1981). “The framing of decisions and
the psychology of choice”. Science. 211(4481): 453-458.

Twedt, D. W. (1965). “Does the 9 Fixation in retail pricing really
promote sales?” Journal of Marketing. 29(4): 54.

Twietmeyer, H. (2021). “This Explains the High Ceiling Phenomenon
in Retail Stores”. Taste of Home. URL: https://www.tasteofhome.c
om/article/high-ceilings-in-stores/.

Urbany, J. E., W. O. Bearden, and D. C. Weilbaker. (1988). “The
effect of plausible and exaggerated reference prices on consumer
perceptions and price search”. Journal of Consumer Research. 15(1):
95-110.

Urbany, J. E., P. R. Dickson, and W. L. Wilkie. (1989). “Buyer un-
certainty and information search”. Journal of Consumer Research.
16(2): 208-215.

Ursu, R. M. (2018). “The power of rankings: Quantifying the effect
of rankings on online consumer search and purchase decisions”.
Marketing Science. 37(4): 530-552.

Valenzuela, A., P. Raghubir, and C. Mitakakis. (2013). “Shelf space
schemas: Myth or reality?” Journal of Business Research. 66(7):
881-888.

Van der Lans, R., R. Pieters, and M. Wedel. (2008). “Research note—
Competitive brand salience”. Marketing Science. 27(5): 922-931.
Van Gestel, L. C., F. M. Kroese, and D. T. De Ridder. (2018). “Nudging
at the checkout counter—A longitudinal study of the effect of a food
repositioning nudge on healthy food choice”. Psychology & health.

33(6): 800-809.

Veblen, T. (2005). The theory of the leisure class: An economic study
of institutions. Aakar Books.

Verma, S., A. Guha, A. Biswas, and D. Grewal. (2019). “Are low price
and price matching guarantees equivalent? The effects of different
price guarantees on consumers’ evaluations”. Journal of Retailing.
95(3): 99-108.


https://www.tasteofhome.com/article/high-ceilings-in-stores/
https://www.tasteofhome.com/article/high-ceilings-in-stores/

Full text available at: http://dx.doi.org/10.1561/0200000111

204 References

Vermeir, I. and P. Van Kenhove. (2005). “The influence of need for
closure and perceived time pressure on search effort for price and
promotional information in a grocery shopping context”. Psychology
& Marketing. 22(1): 71-95.

Verot, O. (2023). “eCommerce Gamification in China: Increasing Your
Audience Engagement Through Mini-Games”. GMA. URL: https:
/ /marketingtochina.com/increasing-your-audience-engagement-th
rough-wechat-gamification/.

Vigneron, F. and L. W. Johnson. (1999). “A review and a conceptual
framework of prestige-seeking consumer behavior”. Academy of
Marketing Science Review. 1(1): 1-15.

Vitag NZ. (2024). “The Path to Frictionless Retail”. URL: https://vitag
.nz/the-path-to-frictionless-retail /.

Voester, J., B. Ivens, and A. Leischnig. (2017). “Partitioned pricing:
Review of the literature and directions for further research”. Review
of Managerial Science. 11: 879-931.

Von Neumann, J. and O. Morgenstern. (1947). “Theory of games and
economic behavior, 2nd rev”.

Vrechopoulos, A. P., R. M. O’keefe, G. I. Doukidis, and G. J. Siomkos.
(2004). “Virtual store layout: An experimental comparison in the
context of grocery retail”. Journal of Retailing. 80(1): 13-22.

Wadhwa, M., B. Shiv, and S. M. Nowlis. (2008). “A bite to whet
the reward appetite: The influence of sampling on reward-seeking
behaviors”. Journal of Marketing Research. 45(4): 403-413.

Wadhwa, M. and K. Zhang. (2015). “This number just feels right: The
impact of roundedness of price numbers on product evaluations”.
Journal of Consumer Research. 41(5): 1172-1185.

Wang, S. and M. Lynn. (2017). “The effects of service charges versus
service-included pricing on deal perception”. Journal of Hospitality
& Tourism Research. 41(2): 246-254.

Wang, Y., W. Ma, M. Zhang, Y. Liu, and S. Ma. (2023). “A survey
on the fairness of recommender systems”. ACM Transactions on
Information Systems. 41(3): 1-43.

Wansink, B., R. J. Kent, and S. J. Hoch. (1998). “An anchoring and
adjustment model of purchase quantity decisions”. Journal of Mar-
keting Research. 35(1): 71-81.


https://marketingtochina.com/increasing-your-audience-engagement-through-wechat-gamification/
https://marketingtochina.com/increasing-your-audience-engagement-through-wechat-gamification/
https://marketingtochina.com/increasing-your-audience-engagement-through-wechat-gamification/
https://vitag.nz/the-path-to-frictionless-retail/
https://vitag.nz/the-path-to-frictionless-retail/

Full text available at: http://dx.doi.org/10.1561/0200000111

References 205

Wansink, B. and M. L. Ray. (1996). “Advertising strategies to increase
usage frequency”. Journal of Marketing. 60(1): 31-46.

Ward, J. C., M. J. Bitner, and J. Barnes. (1992). “Measuring the
prototypicality and meaning of retail environments”. Journal of
Retailing. 68(2): 194.

Wedel, M. and R. Pieters. (2007). “Perhaps the store made you purchase
it: Toward an understanding of structural aspects of indoor shopping
enironments”. In: Visual Marketing. Psychology Press. 205-236.

Wedel, M., R. Pieters, et al. (2008). “Eye tracking for visual marketing”.
Foundations and Trends® in Marketing. 1(4): 231-320.

Wegener, D. T., R. E. Petty, B. T. Detweiler-Bedell, and W. B. G.
Jarvis. (2001). “Implications of attitude change theories for numerical
anchoring: Anchor plausibility and the limits of anchor effectiveness”.
Journal of Ezxperimental Social Psychology. 37(1): 62-69.

Weiner, B., P. Pintrich, and D. Shunk. (1986). “An attributional theory
of emotion and motivation. New York: Springer-Verlag”. In: Mo-
tivation in Education Theory Research and Applications. Prentice
Hall.

Weisstein, F. L., K. B. Monroe, and M. Kukar-Kinney. (2013). “Effects
of price framing on consumers’ perceptions of online dynamic pricing
practices”. Journal of the Academy of Marketing Science. 41: 501—
514.

Wide Eyes. (2017). “The fitting room of the future is totally interactive”.
URL: https://blog.wideeyes.ai/2017/08/22/smart-fitting-room/.

Wilkinson, J. B., J. B. Mason, and C. H. Paksoy. (1982). “Assessing
the impact of short-term supermarket strategy variables”. Journal
of Marketing Research. 19(1): 72-86.

Wilson, T. D. and S. J. LaFleur. (1995). “Knowing what you'll do: Effects
of analyzing reasons on self-prediction.” Journal of Personality and
Social Psychology. 68(1): 21.

Wu, C. and K. Cosguner. (2020). “Profiting from the decoy effect: A
case study of an online diamond retailer”. Marketing Science. 39(5):
974-995.

Wu, Y.-k., H.-C. Wang, L.-C. Chang, and S.-C. Chou. (2015). “Cus-
tomer’s flow analysis in physical retail store”. Procedia Manufactur-

ing. 3: 3506-3513.


https://blog.wideeyes.ai/2017/08/22/smart-fitting-room/

Full text available at: http://dx.doi.org/10.1561/0200000111

206 References

Xia, L. and K. B. Monroe. (2004). “Price partitioning on the internet”.
Journal of Interactive Marketing. 18(4): 63-73.

Xu, J., H. Shen, and R. S. Wyer Jr. (2012). “Does the distance between
us matter? Influences of physical proximity to others on consumer
choice”. Journal of Consumer Psychology. 22(3): 418-423.

Xu, Y. and J.-S. Huang. (2014). “Effects of price discounts and bonus
packs on online impulse buying”. Social Behavior and Personality:
An International Journal. 42(8): 1293-1302.

Xu, Y. C., S. Cai, and H.-W. Kim. (2013). “Cue consistency and
page value perception: Implications for web-based catalog design”.
Information € Management. 50(1): 33-42.

Yadav, M. S. (1995). “Bundle evaluation in different market segments:
The effects of discount framing and buyers’ preference heterogeneity”.
Journal of the Academy of Marketing Science. 23: 206-215.

Yalch, R. and E. Spangenberg. (1990). “Effects of store music on shop-
ping behavior”. Journal of Consumer Marketing. 7(2): 55-63.

Yalch, R. F. and E. Spangenberg. (1993). “Using store music for retail
zoning: a field experiment”. Advances in consumer research. 20(1):
632-636.

Zhang, H.-B., Y.-X. Zhang, B. Zhong, Q. Lei, L. Yang, J.-X. Du, and
D.-S. Chen. (2019). “A comprehensive survey of vision-based human
action recognition methods”. Sensors. 19(5): 1005.

Zhou, L. (2023). “Online Review Statistics: The Definitive List (2023
Data)”. URL: https://www.luisazhou.com/blog/online-review-statis
tics/.

Zhu, H., Y. Yu, and S. Ray. (2021a). “Quality disclosure strategy
under customer learning opportunities”. Production and Operations
Management. 30(4): 1136-1153.

Zhu, S., M. C. Cohen, and S. Ray. (2021b). “How in-store tech will
transform retail”. MIT Sloan Management Review. 63(1): 18-20.
Zhu, T., P. Harrington, J. Li, and L. Tang. (2014). “Bundle recom-
mendation in ecommerce”. In: Proceedings of the 37th international
ACM SIGIR Conference on Research & Development in Information

Retrieval. 657-666.


https://www.luisazhou.com/blog/online-review-statistics/
https://www.luisazhou.com/blog/online-review-statistics/

Full text available at: http://dx.doi.org/10.1561/0200000111

References 207

Zhuang, M., G. Cui, and L. Peng. (2018). “Manufactured opinions: The
effect of manipulating online product reviews”. Journal of Business
Research. 87: 24-35.

Zinn, W. and P. C. Liu. (2001). “Consumer response to retail stockouts”.
Journal of Business Logistics. 22(1): 49-71.





