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Themen für die Bachelor-Thesis– Sommersemester 2022 

ALLGEMEINES 
• Im Folgenden finden Sie eine Themen-Übersicht, aus der Sie die von Ihnen präferierten 

Themen für Ihre Masters-Thesis auswählen können.  
• Bitte wählen Sie mindestens vier Themen aus und priorisieren Sie diese in FLIP (→ Angabe 

von Themennummer und Titel) in Ihrem Lebenslauf zusammen mit den üblichen Angaben. 
• Wir bemühen uns, Ihre Priorisierungen soweit wie möglich zu berücksichtigen.  
• Studierende, die unsere Forschungsgruppe als Priorität 1 angegeben haben, werden bei der 

Themenvergabe bevorzugt berücksichtigt.  
• Eine konkrete Ausgestaltung des Themas wird in den Einzelgesprächen 

mit Ihrer Betreuerin/ Ihrem Betreuer besprochen.  
• Die Arbeiten können auf Deutsch oder Englisch verfasst werden – unabhängig von der  

unten genannten Sprache der Themenausschreibung. 
• Die Themen sind untergliedert in solche, die eher a) praxisbezogen b) theoriebezogen  

c) sowohl praxis- als auch theoriebezogen sind 
 

Themen für die Bachelor-Thesis 

a) Topics with a focus on business practice 
 

(1) Online Marketing Tools – A Benchmarking Analysis 

Professional online marketing activities are always supported by specific tools and everyone work-
ing in this industry needs to learn how and when to use them. Examples of such tools include Google 
Analytics and Matomo to analyse website data or Sistrix and SEMrush to analyse SEO data. The goal 
of this thesis is to benchmark popular tools with regards to their features and pricing models. 

 

(2) Non-Fungible Tokens and their Importance for Marketing - A Best Practice Analysis 

NFTs can be used to represent digital files such as art, audio and video. They are so diverse that 
they can also be used for other forms of creative work such as virtual real estate, virtual worlds, 
fashion and more. Thanks to the global interest they have generated, NFTs have opened new ways 
of brand storytelling and consumer interaction, creating unique brand experiences and increasing 
brand awareness, for example. The aim of this paper is to examine the significance of NFTs for 
marketing and to provide recommendations for practical implementation. 

 

(3) Social Media Strategies for Mid-Sized Companies – A Practical Analysis for Financial Institutes 

Social Media activities are not only relevant for large, well-known cooperations, but also for mid-
sized firms, and especially those active in a service setting, such as financial institutions. This thesis 
explores the specific characteristics of mid-sized firms with a focus on financial institutions, screens 
relevant real-life examples, and develops a hands-on social-media-channel approach based on own 
ideas and suggestions.  
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b) Topics with a focus on theory 
 

(4) Artificial Intelligence for Recommender Systems  

A recommendation system is a software system that aims to make a prediction that quantifies how 
strong a user's interest in an object is, in order to recommend to the user exactly those objects from 
the set of all available objects that the user is most likely to be interested in. Typical objects of a 
recommendation service are, for example, products of a web store, pieces of music or artists or 
movies. A recommendation service is thus intended to help cope with information overload by rec-
ommending a subset to the user from a confusing set of objects. There are now many different 
technical solutions and approaches for recommendation systems. Existing methods could be im-
proved by the use of artificial intelligence or even completely new methods for the recommenda-
tion process based on an AI were developed. The goal of this thesis is to give an overview of state-
of-the-art applications of AI in the area of recommendation systems and to present the different 
technological approaches in combination with potential application scenarios as well as advantages 
and disadvantages with the help of a systematic literature research. 

 

(5) Risks in the Use of Artificial Intelligence 

Artificial intelligence is now used in almost all areas. It offers almost infinite potential and can im-
prove or completely revise existing processes. But does the use of artificial intelligence only have 
advantages or does the technology also harbor risks? The aim of this thesis is to analyze and sum-
marize the risks and fears of humans with regard to artificial intelligence based on a systematic 
literature review. These risks can take place on a technical level (e.g. hacking attacks in image recog-
nition) as well as on a social level (e.g. fear of job loss or worries about the processing of personal 
data). Accordingly, the paper aims to provide a critical view on the use of artificial intelligence. 

 

(6) AI-based Chatbots: Usage Scenarios for Chatbots 

A chatbot is an application that uses artificial intelligence to converse with humans in natural lan-
guage. Users can ask questions, to which the system responds in natural language. It can support 
text input, audio input, or both. Chatbots are now frequently used by companies in practice and 
are intended to offer customers direct added value. The most common use scenario is in the area 
of customer support. Are there other possible uses for this technology? The goal of this thesis is to 
provide an overview of the current and future potentials, but also the risks, of this technology with 
the help of a systematic literature review. 

 

c) Topics with a focus an theory and practice 
 

(7) Recalling Influencer Marketing Promotions 

Despite its popularity, the effectiveness of social media influencer marketing remains unclear. Par-
ticularly contexts where the same influencer promotes multiple brands at the same time or within 
a short timespan have not yet been studied extensively by researchers. Hence, the goal of this thesis 
is to investigate ad recall in an social media influencer marketing context with a focus on the design 
of different ads (media and text used), the account publishing the ad and external factors such as 
other promotions etc. 
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(8) Influencer Marketing in Non-Commercial Settings  

Social Media Influencers can reach millions of users with their posts on Instagram, Facebook, TikTok 
or YouTube and often collaborate with companies to promote products or services. However, in-
fluencers also increasingly engage in non-commercial activities (e.g. participating in campaigns 
against hate online). The goal of this thesis is to investigate how consumers react to such activities 
and if differences exist between different types of influencers (Instagram vs. YouTube, small ac-
counts vs big accounts etc.).  

 

(9) Using the Story Feature on Social Media – Do We Really Tell Stories?  

Stories on social media refer to short videos that usually disappear after one day. On Instagram, 
stories can additionally be presented and publicly archived within “story highlights”. The goal of 
this study is to investigate the potential of the story feature on social media and how it is currently 
used by companies and influencers (e.g. to tell a story, swipe up links etc.).  

 

(10) User Experience in Webshops  

Webshops are complex systems that need to integrate aesthetics, text, media, security, trust and 
many other aspects in order to be successful. The goal of this study is to investigate which aspects 
of a webshop can improve or harm the user experience (e.g. popups, (missing) guidance, (bad) rec-
ommendations etc.). The student is not required to develop his/her own webshop and will either 
focus on existing webshops of big companies or on a demo webshop provided by the research 
group. 

 

(11) Make it a Platform - Characteristics, Success Factors, and Future of Digital Platforms 

Uber, Spotify, and Amazon are just a few of the well-known representatives of platform business 
models that create value by connecting two or more user groups. In 2020, seven of the world's ten 
most valuable companies had a platform business model. As some companies with platform busi-
ness models show tremendous growth rates, numerous established companies are also trying to 
shift their focus from products to platforms. The aim of this paper is to provide a comprehensive 
overview of this shift in focus. What makes digital platforms so successful? What opportunities and 
challenges arise from this "platformization"? What might the future of digital ecosystems look like? 
What implications can be derived for theory and practice? 

 

(12) Sustainable Online Shopping - How to Minimize Product Returns 

The use of the internet as a channel for the sale of goods from businesses to consumers (B2C) con-
tinues to grow steadily. The COVID-19 pandemic has further boosted this trend. However, one of 
the biggest issues associated with this are returns. Returns have a massive impact on the carbon 
footprint of the entire industry, costing e-commerce companies money and customers time - so 
there's no question that reducing them is in everyone's best interest. But how can online retailers 
get their customers to shop in a way that results in fewer returns? The aim of this paper is to present 
the current state of research on the best methods to prevent returns based on a structured litera-
ture analysis. 
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(13) E-Learning in Digital Marketing and E-Commerce – A State-of-the-Art Review 
This thesis is two-fold: First, it explores the current state of research on learning in a Marketing and 
Sales context, with a focus on digital and online learning approaches. Second, it explores the differ-
ent offers by different providers in the market, thereby considering general platforms such as 
Coursera or Udemy, but also specialized providers, such as local training institutions etc. Based on 
these findings, a benchmarking analysis is created, followed by recommendations for future ap-
proaches and opportunities in this important field.  

 

 


