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Semantic cues are information or expressions that facilitate consumers
ability to evaluate an offer. They are provided in a shopping context so that consumers use them to
make an inference or a judgment about the target product. Those cues include product attributes that

are generally provided by manufactures and expressions that are mostly provided by retailers. This
research mainly focused on the latter type as many research issues remained unsolved. It examined
the effects of various cues on consumers’ evaluation in the two contexts: a context in which a
product was sold at a full price and a context in which price promotion is offered.
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