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A contract, or provision of a contract, is ambiguous if it is susceptible to more than one 
interpretation. In our study, we find that in a franchise setting, contract ambiguity of 
franchisor obligations is used as a strategic tool to enhance joint problem solving and 
collaboration with franchisees and deter franchisee-initiated litigation. Contract ambiguity of 
one’s obligations stimulates discussions among contracting parties, implying greater 
cooperation and joint problem-solving. 
A firm can also implement activities to enhance socialization between contracting parties to A firm can also implement activities to enhance socialization between contracting parties to 
increase the eects of contract ambiguity outcomes.

The rise of augmented reality (AR) technology presents marketers with promising 
opportunities to engage customers and transform their brand experience. In our study, we 
find that AR usage on the retailer’s mobile app is associated with higher sales for brands that 
are less popular, products with narrower appeal, and roducts that are more expensive. In 
addition, the eect of AR is stronger for customers who are new to the online channel or 
product category. AR encourages customers to purchase from categories or brands that they 
are not familiar with, or products that are less mainstream.

Marketing communications often describe a reduction in a product’s negative attributes. 
However, such a claim may also indicate a negative product feature that might have otherwise 
been overlooked. In our study, we find that when a reduction in negative attributes is viewed 
through an incremental mindset—thinking of attributes as malleable—a trend-based 
interpretation results in improved product evaluations. In contrast, an entity mindset that 
emphasizes attributes is unlikely to change produces a negative eect on the claim. Our 
findings imply that communicating a reduced negative attribute might have unintended 

consequences if consumers approach it with the wrong mindset.consequences if consumers approach it with the wrong mindset.

In order to create the appropriate strategy, design the right product, and deliver the proper 
service, all analytics must be empowered by insights. Professor Li and his research team worked 
with Alibaba to identify and determine the correct digital strategy Tmall Supermarket required 
to increase its trac, conversion rate, and net sales. The team proposed a new strategic 
approach to identify customers’ behavior and cross-product impact by applying a 
preference-ranking customer choice model. The implementation of this model brought 
significant improvements to Tmall Supermarket: An increase of 7.4% in the conversion rate and 

a sales growth of 16.9%.a sales growth of 16.9%.

Consumers tend to believe that being able to choose would lead to a higher level of and more 
enduring enjoyment. However, in our study, we find that, contrary to this belief, consumers 
would enjoy a series of repeated consumptions longer if they did not have to choose. When 
consumers have a limited set of choices to choose from for repeated consumptions (e.g., lunch 
options in a specific building), firms would be able to help consumers derive more enduring 
enjoyment if they choose for the consumers (e.g., oering suggested items) rather than 

encouraging consumers to choose themselves.
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The Sales and Marketing Consulting Unit (SMCU) is an integrated platform for high-quality research and knowledge transfer in 
the field of sales and marketing. As part of the global network of Sales & Marketing Strategy Institute (SAMS), the SMCU 
leverages the research expertise of sales and marketing scholars to provide solutions to business problems and enhance 
business performance.


