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Restaurants in Europe, the Unired States and Japan are
testing technology to let diners order their food direct from
a screen at their table instead of depending on a fellow

human being to note their choice.®

Jesides cutting costs, companies that sell the “e-menu”
argue the bytes-for-bites approach has a novelty value
that can lure younger customers, and boost revenues as
tantalizing photographs of succulent steaks and gooey
desserts tempt diners to order more.® In Israel, privately
owned start-up Conceptic has already installed e-Menu
technology in sushi bars, pubs and family restaurants. The
system is based on touch-screens already used in self-service
canteens or for ticketing in airports and cinemas. “It’s about
impulse-buying,” said Adi Chitayat, Conceptic’s chief executive.
“If a person starts looking at pictures of chocolate cake, the

chances are he’ll order it.”
v
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The firm has also supplied its systems to restaurants
in France, South Africa and Belgium.® Frame, a trendy
sushi restaurant in Tel Aviv which has installed the system,
said sales on tables with the e-Menu have increased by
about 11 percent. Customers often call ahead to reserve
spots equipped with the screens, manager Natalie Edry
told reporters. At one of the e-Menu tables, information
technology worker Gil Uriel and his young family were
enthusiastic as they checked out pictures of the dishes on
offer and argued on desserts. “It’s more visual,” said Uriel.
“We can still choose, we can still argue—but it’s much

easier when you can all see it.”
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How do you spend your Sunday? For many, this
traditional day of rest and churchgoing has become a day ro
shop, bur it may be taking a toll on happiness.® Researchers
from DePaul University tracked church attendance and
levels of happiness among Americans living in states that
had cancelled so-called blue laws which once required most
retailers to stay closed on Sundays.

The researchers found that allowing stores to open on
Sundays was linked with a decline in church attendance
among white women, which led to a subsequent decline

in happiness.® Among black women, the cancel of the
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blue laws had no measurable effect, although that may
be because the sample size was too small to draw any

statistically meaningful conclusions.

Notably, the finding was true only for women.® For
men, the cancel of blue laws didn’t seem to influence
church attendance or levels of happiness. Since the cancel
of blue laws, women are about 17 percent less likely to
report being “pretty happy”, and more likely to report
being “not happy,” according to the study. “People know
there is a correlation between religiosity and happiness, but
there’s not conclusive evidence that there is a causal effect,”
said a professor of economics at DePaul. “Our paper tends
to provide more conclusive evidence that religiosity among

women does affect happiness.”

So why would Sunday shopping make women less
happy?® Part of the reason may be that some of the women
were required to work on Sundays after the cancel of blue
laws. “People don’t like to work on Sundays,” the professor
said. Or the decline in women’s happiness once Sunday

v

B R e, REXTREREEREARKD, UETEESGH
fEfgeitae B B CRIEEE.

X—RAFEMRAERE E R LEmE. X FBERE, K
B R ¥ AT I B A S A 7T 2 I B0 S A T T 2 4R Ko 1% 0F
FEW, AMNERERG, Y17%0CEARKAT GBS “dEww
XU, ME AR CARET o CAMTELE, SRECEE A
BAMKYNE, (HECA T8 RUERRY, S Ry, " R
BRFET B . FRATAIE ST T4 {2k 5 2 0 i Y TiE
AR, LR F BRI L SR SE AR . 7

B2, It aBMXGY ik e mEEm A7 #850 FHE T
AERMEEERRE , — S EORERMH TE. “AfMARERLE

SR NXFHIEHS, TR
@ — ik X RA EART 4

TSR

0L F I RIFIART R, FRY
-~ HIRITI R WY b IE 4
HEaoF IR T 0O R H.

“HEIRE" Rpcausl offest,

“BEHRER"
effect,

By gveevhouse



s5x 105
EESBKENREIRT

ORI FEIRNTEARE
wWRILR, Bl oty ¥ L
M AR F Ik, =AM
%45 % Win.

D¢ X" Bpaddictive, H &
WA A A “addiction” |, “H
" Bpdrug addictiondt; She helpad
Nin fight his dvig addiction, ¢ 4e 3¢ 57
e, >

&5
it 1=

shopping is allowed may be linked to the behavior of their
children, many of whom may start hanging out at shopping
malls on Sundays. Earlier research has shown that the
cancel of blue laws is linked with more risk-taking behavior
by teens. Or it may simply be that the lure of shopping
is more powerful than the desire to attend church, even
though it brings less happiness.

“Shopping is kind of addictive, and even though it
doesn’t make people happy, they’re doing it and they don’t
return to church as much because of that,” the professor
<a1d.® “There is instant gratification from shopping
compared to the benefits of church which may occur over a
longer period of time.”
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