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1. Research Problem

Despite the increasing proliferation of smart retail technologies, such as Electronic Shelf La-
bels (ESL), in global markets, research addressing the impact of these technologies' charac-
teristics on consumer outcomes—such as satisfaction and behavioral intentions—remains lim-
ited compared to studies focusing solely on technology adoption. In an era where the future of
retail transcends mere technological advancement, contemporary consumers view shopping as
a life experience that goes beyond commercial transactions; they seek value through enter-
tainment, social interaction, and well-being (Windasari et al., 2025).

Furthermore, the relationship between ESL and customer subjective well-being has not re-
ceived sufficient attention, particularly in light of interactive variables such as Technology
Readiness (TR), which is a critical factor in explaining the variance in consumer responses
toward such technology. Moreover, the role of Perceived Retail Support (PRS) as an en-
hancer of the ESL experience remains underexplored in the literature, as does its impact on
customers' behavioral intentions. From a business perspective, the impact of customer experi-
ence on organizational outcomes is often overlooked due to the significant costs associated
with technological infrastructure upgrades. The current research focuses on customers' behav-
ioral intentions, encompassing three core post-purchase behaviors: repurchase intention,
word-of-mouth (recommendation), and store loyalty. These behaviors directly influence
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the two primary revenue drivers in the retail sector: pricing and sales volume (Le et al.,
2024).

Most existing studies have been conducted in Western contexts, whereas the Egyptian envi-
ronment lacks applied research exploring this relationship within the emerging smart store
sector, despite the noticeable expansion in adopting digital experience technologies in Egypt.
Accordingly, this research seeks to bridge this gap. The research problem can be formulated
through the following questions:

o To what extent does Perceived Retail Support affect ESL technology?

e To what extent does Visual Attractiveness (VA) influence customers' hedonic well-
being?

e To what extent does Enhanced Product Information (EPI) affect customers' psy-
chological well-being?

o To what extent does Customer Subjective Well-being influence their behavioral in-
tentions?

e To what extent does Technology Readiness (TR) moderate the positive impact of
ESL technology on customer subjective well-being?

e Does Perceived Retail Support influence customers' behavioral intentions through
the perceived shopping effectiveness of ESL technology?

2. Research Objectives:

This research aims to achieve the following:

e 2.1 To measure the impact of Perceived Retail Support on ESL technology in the
smart retail stores under study.

e 2.2 To measure the impact of Visual Attractiveness (VA) on customers' hedonic
well-being in the smart retail stores under study.

e 2.3 To measure the impact of Enhanced Product Information (EPI) on customers'
psychological well-being in the smart retail stores under study.

e 2.4 To measure the impact of Customer Subjective Well-being on their behavioral
intentions in the smart retail stores under study.

o 2.5 To identify and measure the moderating effect of customer Technology Readi-
ness (TR) on the relationship between ESL technology and customer subjective
well-being in the smart retail stores under study.

e 2.6 To identify and measure the indirect effect of Perceived Retail Support on cus-
tomers' behavioral intentions through the mediating role of perceived shopping ef-
fectiveness of ESL technology in the smart retail stores under study.

3. Research Importance:

The significance of this research can be illustrated from both theoretical and
practical perspectives as follows:

3.1 Theoretical Significance:



This research provides a significant theoretical contribution by bridging a
knowledge gap in the literature related to consumer behavior within smart re-
tail environments, particularly in Arab and developing countries where the ap-
plication of Electronic Shelf Label (ESL) technology is still in its early stages.
This study is among the pioneering attempts to link Perceived Retail Support
with Customer Subjective Well-being on one hand, and Behavioral Inten-
tions on the other. By integrating Technology Readiness as a moderating varia-
ble and Perceived Shopping Effectiveness as a mediator, the study offers a
comprehensive conceptual model that intertwines marketing, technological, and
psychological dimensions within the fields of digital marketing and consumer
behavior.

3.2 Practical Significance:

The practical importance lies in the study’s ability to provide direct, actionable
recommendations for smart retail management in Egypt, especially those im-
plementing ESL technology. The research findings assist management in under-
standing how to enhance the customer experience by strengthening perceived
retail support and developing ESL features that elevate levels of well-being and
hedonics. Consequently, this positively influences customers' intentions to re-
purchase or provide recommendations (Word-of-Mouth). Furthermore, the study
aids decision-makers in crafting more effective marketing strategies tailored to
customers' levels of technology readiness.

4. Scope of the research:

he limitations of this research are defined as follows:

4.1 Spatial Limitations (Geographic Scope) The scope of this research is limited to specific
branches of smart supermarket chains (Carrefour, Spinneys, and Hyper One) that utilize
Electronic Shelf Label (ESL) technology within the Arab Republic of Egypt.

4.2 Temporal Limitations (Time Scope) The research was conducted between April and
the end of July 2025. This period encompasses the design of the research instrument, its dis-
tribution, and the data collection process from the target customer sample.

4.3 Objective Limitations (Thematic Scope) The research is confined to the following vari-
ables: Perceived Retail Support, Electronic Shelf Label (ESL) characteristics, Subjective

Well-being, Customer Technology Readiness (TR), Perceived Shopping Effectiveness of
ESL technology, and Customer Behavioral Intentions.

5. Research Hypotheses:

e Hypothesis 1 (H1): Perceived Retail Support has a positive impact on ESL technology.
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e Hypothesis 2 (H2): * H2a: Visual Attractiveness (CA) positively influences customers'
Hedonic Well-being (HW-B).

e H2b: Enhanced Product Information (EPI) positively influences customers' Psycho-
logical Well-being.

e Hypothesis 3 (H3): Customer Subjective Well-being has a positive impact on their Behav-
ioral Intentions.

e Hypothesis 4 (H4): Customer Technology Readiness (TR) moderates the relationship be-
tween Electronic Shelf Label (ESL) characteristics and Customer Subjective Well-being.

e Hypothesis 5 (H5): Perceived Shopping Effectiveness of ESL technology mediates the
relationship between Perceived Retail Support and customer Behavioral Intentions

6. Results:

¢ Regarding the results of Hypothesis 1 (H1): The findings revealed a significant positive
impact of Perceived Retail Support (PRS) on smart retail technology (Electronic Shelf La-
bels - ESL). This aligns with the studies of (Lee et al., 2005; Park et al., 2024), which indi-
cated that retail support positively influences customer perceptions of new technology useful-
ness. It also agrees with (Roy et al., 2020), which found that PRS enhances Perceived Shop-
ping Effectiveness using smart in-store technologies (ESL, QR Codes, and RFID). This result
can be attributed to the fact that available retail support reduces ambiguity and hesitation
when dealing with ESL, boosting customer confidence and the likelihood of technology ac-
ceptance while increasing the perceived value of the shopping experience. Conversely, this
differs from (Evanschitzky et al., 2015), which found that the need for personal interaction
negatively affects the use of smart shopping carts.

¢ Results of Hypothesis 2 (H2): The findings indicated a significant positive impact of ESL
characteristics on Customer Subjective Well-being. Specifically, H2a revealed a signifi-
cant positive effect of Visual Attractiveness (VA) on customers' Hedonic Well-being. This
is consistent with (Ahn et al., 2019; Gorji & Siami, 2020; Windasari et al., 2025). This can
be explained by how the visual appeal of ESL enhances positive emotions, increases momen-
tary pleasure and satisfaction, reduces cognitive effort, and creates an enjoyable shopping ex-
perience. Furthermore, H2b showed a significant positive impact of Enhanced Product In-
formation (EPI) on customers' Psychological Well-being, consistent with (Windasari et al.,
2025). This suggests that improved information through ESL empowers customers to make
more informed and satisfying purchase decisions, fostering self-efficacy and personal growth.

e Results of Hypothesis 3 (H3): There is a significant positive impact of Customer Subjec-
tive Well-being on Behavioral Intentions, aligning with (Akram et al., 2021; Windasari et
al., 2025; Yi & Ul Haq, 2023). This can be explained through the PERMA Model, which
posits that consumers achieving high levels of the five dimensions—~Positive Emotion, En-
gagement, Relationships, Meaning, and Accomplishment—are more inclined toward posi-
tive brand behaviors due to emotional attachment. Additionally, according to the Theory of
Planned Behavior (TPB), this enhances Attitude Toward the Behavior and Perceived Be-
havioral Control, leading to stronger intentions to purchase, recommend, or repeat the be-
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havior. This differs from (Lemon & Verhoef, 2016), who argued that a surplus of competi-
tive alternatives might weaken the link between well-being and repurchase intention.

¢ Results of Hypothesis 4 (H4): The findings revealed that Customer Technology Readi-
ness (TR) moderates the positive impact of ESL characteristics on Subjective Well-being.
This can be interpreted through the Technology Acceptance Model (TAM) and Affordance
Theory; customers with high TR (optimism and innovativeness) are more receptive to smart
technology, leading to greater comfort and well-being. Conversely, those with low TR (dis-
comfort and insecurity) experience anxiety, negatively affecting their well-being. This aligns
with (Yin et al., 2023), who found that TR moderates the relationship between smart envi-
ronments and engagement behaviors, and (Gao et al., 2022).

¢ Regarding the results of Hypothesis 5 (H5): Perceived Shopping Effectiveness medi-
ates the relationship between Perceived Retail Support and Behavioral Intentions. This means
that higher shopping effectiveness strengthens the indirect impact of retail support on behav-
ioral outcomes. This is consistent with (Roy et al., 2020). This result is best explained by the
Stimulus-Organism-Response (S-O-R) Model, where Perceived Retail Support acts as the
Stimulus (S), Perceived Shopping Effectiveness represents the internal state of the Organism
(O), and the resulting Response (R) manifests as repurchase intentions, recommendations,
and store loyalty.

7. Recommendations

e nhancing Perceived Retail Support: Implement interactive screens and instruc-
tional videos to demonstrate the use of modern technologies, alongside providing di-
rect technical assistance to customers within the store environment.

o o Developing ESL Characteristics: Improve Electronic Shelf Label (ESL) design to
ensure clear display of prices, discounts, and product details. Furthermore, integrate
interactive elements such as QR codes and seamless mobile app connectivity.

e o Promoting Customer Well-being within the Shopping Environment: Optimize
the in-store experience by designing comfortable shopping paths (aisle layouts) and
offering swift, smart payment solutions.

o o Accounting for Varied Technology Readiness: Design user-friendly ESL inter-
faces suitable for diverse age groups. Additionally, provide "Immediate Assistance
Services" via smart panels for customers with lower levels of technology readiness.

e o Periodic Measurement of Customer Experience: Conduct regular testing and
evaluation of ESL effectiveness across different store departments. Use periodic sur-
veys or point-of-sale (POS) polls to gather customer feedback, utilizing this Feedback
to continuously refine technology and the overall shopping experience.

e o Improving Perceived Shopping Effectiveness of ESL: Program ESLs to automat-

ically display accurate, real-time information (e.g., "Out of Stock" alerts or live pro-

motional offers). Furthermore, link ESLs with the store’s mobile application to facili-
tate product navigation and localization within the branch.
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