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Although I included common tracks hich I hear in
the grocery store as the songs on this cd, this list
may not be the same for people living in a different
area then myself. Often stores measure age, income,
education, and ethnic background of

determine the music played in th

Herrington uses his case study t ermine that
“the amount of time and money spent in the
supermarket [is] positively related to shoppers’ |

of preference for the background music

result of studies such as this, stores can use music to
increase the mood of the shoppers, and thus the

amount of time spent leisurely shopping.
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The set-up of a grocery store, also called a plan-o-gram is perhaps the most calculated ang
researched element of grocery store rhetoric. You may have noticed that almost every grocery
store you have visited is set up in a similar way. There are many reasons behind this which relate
directly to rhetoric and the desire to increase sales. Everything from the placement of
departments to the shelf arrangement of certain items is planned and monitored. This is discussed
at length by Marion Nestle in her book, “What to Eat”. She discusses the real-estate market of the
grocery store; that is that companies actually pay shelf fees to be at eye level. Janice Lieberman of
Reader’s Digest elaborates on this, writing that “manufacturers actually pay more money to be at
eye level”. She suggests that “if you spend a little time looking either above or below, you are
actually going to find cheaper items and even healthier items”. The extra price you may pay for an
eye-level item may actually be to contribute to these shelf fees. Another branch of shelving real
estate is the placement of store brand items. Typically, as Marion Nestle discusses, you will find
“store brand items immediately to the right of high-traffic items (people read left to right) so that
the name brands attract shoppers to the store brand too” (19). This way, stores will increase
revenue from selling their own products while still collecting shelving fees from those highly
recognizable items. In addition to the shelving placement of items, you may notice the lengths of
aisles. This has been tested as the perfect aisle length. They are designed to trap shoppers in the

long aisle for the perfect amount of time without annoying customers. Every element of a grocery
store is researched and planned from the music, to the smell, to the aisle length





