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Themen für die Master-Thesis – Sommersemester 22 

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. 

 

Themen für die Master-Thesis 
 

(1) Conducting an Influencer Marketing Experiment 

Influencer marketing is one of the most important marketing trends worldwide and is relevant 
across generations, industries and social media platforms. The goal of this study is to plan and con-
duct an influencer marketing experiment. Hereby, the student is free to choose his/her area of 
interest (e.g. gaming influencers, fashion influencers, fitness influencers etc.) and the platform(s) 
to be considered (e.g. TikTok, Twitch, Instagram etc.). Exemplary areas of interest include the rela-
tionships between influencers and their followers, the creation of successful influencer marketing 
content and gaining popularity and building a community as an influencer. No contacts to popular 
social media influencers are required.  

 

(2) “Which content drives engagement the most? “ - A content analysis of social media posts 

Millions of posts get uploaded to social media networks on a daily basis. Companies can, for exam-
ple, spread information or advertise products through their content. This results in companies being 
interested in maximizing the effectiveness of each image or video uploaded to the respective plat-
form since marketing budgets are limited. Effectiveness can be measured in terms of engagement 
reached (e.g. likes or comments on a post. This thesis aims at discovering characteristics of success-
ful posts based on the analysis of a real-world dataset of Instagram posts. The dataset is provided 
to the student. 

 

(3) Improving websites through A/B tests and personalization 

Nowadays, websites can be personalized and improved through A/B tests. This is important since 
oftentimes it is impossible to know which design will lead to the best results without studying the 
data generated by website users. Potential questions in this regard could include: How to present 
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the products? Which information should be shown more prominently? Which button will be clicked 
more often? Where to position the elements? How to adapt the menu for specific users groups? 
Should we include offers and gifts or rather use the concept of scarcity to increase sales/registra-
tions? The goal of this thesis is to conduct an experiment to investigate which changes on a website 
can improve the perceptions and conversions of consumers. Prior experience in webdesign/web 
development is helpful but not mandatory. 

 

(4) Improving our understanding of the web & social media through text-mining  

With each post on social media and every new page on a website, text-data is generated. This data 
can, for example, be collected through web crawlers or API connections. When the data is collected, 
it can be analyzed through text-mining approaches. This could, for example, include the analysis of 
social media comments, forums on Reddit or descriptions of social media posts in terms of their 
sentiment, topic or intent. 

 

(5) Can fake be authentic? Analysing the potentials of artificial social media influencers  

Influencer Marketing is receiving an explosion of academic interest. Current research investigates 
the differences between nano, micro, macro and mega influencers operating on Youtube, Insta-
gram, TikTok and other social media platforms. However, an important type of influencers, namely 
artificial influencers, has been underinvestigated so far. An example of this type of influencer is Lil 
Miquela with over 3 million followers on Instagram. We currently do not know if these artificial 
influencers are as effective as human influencers in promoting products and services. This is an 
interesting starting point for future research since these influencers increasingly cooperate with 
firms, too. The goal of this thesis is to conduct an experiment to investigate the difference of artficial 
and real influencers.  

 

(6) E-WOM: The impact of Social Media on Viral Marketing 

The phenomenon of word of mouth (WOM) has already been taken up in research in the 1960s. 
Due to the ever-growing popularity of social networks, WOM has been revived and taken on new 
meaning. The proliferation of digital technologies has enabled consumers to share their consump-
tion-related opinions, giving rise to electronic WOM (eWOM). Due to this, viral marketing, i.e., tar-
geting word of mouth for the purpose of marketing companies and their services, is one of the 
trends for marketers to promote their products worldwide. Successful eWOM can become a game-
changer for companies to succeed in the market. On the other hand, failed marketing campaigns, 
corporate mishaps or scandals can be rapidly distributed due to social media and cause great dam-
age to businesses. The aim of this paper is to show the current state of research on the topic of E-
WOM and viral marketing and to elicit their success factors in today's social media environment. 

 

(7) Money Rules the World - Success Factors in Communicating Sustainable Investment Options 

How and where we invest our money has a gigantic impact on our ecological footprint. However, 
many investors do not know exactly which industries and projects their assets will be invested in. 
For this reason, a large portion of money goes into industries that many of us would not knowingly 
support. The solution is sustainable investment options such as environmental funds and green 
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bonds, allowing investment in renewable energy, green startups, etc. In this way, a big step can be 
made towards more sustainable living. The aim of this paper is to elaborate the success factors of 
communicating sustainable investments. How can investors best be made aware (in social media) 
of sustainable investments? How can the skepticism of greenwashing be taken away? Which are 
the relevant target groups? Based on a literature analysis, a quantitative study would be imaginable 
here. 

 

(8) It affects all of us - How marketing can lead to a more sustainable behavior 

A global temperature increase of 2 degrees Celsius above pre-industrial levels can have serious and 
unforeseen impacts on climate, including extreme weather events, ecosystem well-being, biodiver-
sity, and ultimately global health. Although most people want to preserve the natural environment, 
changing old habits can be a daunting challenge. Even though many people are aware of the dan-
gers of climate change, only a few are actually willing to make their consumption much more sus-
tainable. When individuals consider a sustainable lifestyle, they are faced with an increasingly com-
plex decision-making process. The goal of this paper is to develop ideas and recommend actions for 
marketing that could lead to more sustainable purchase behavior. The question needs to be ad-
dressed as to which success factors green marketing creates incentives for more prosocial con-
sumer behavior. 

 

(9) The Big Waste - Analysis of the Possibilities and Customer Reactions to Sustainable Packaging 

In Germany, around 20 million tons of packaging waste are generated every year - not least due to 
the steadily increasing number of products that are purchased online and have to be packed in 
shipping cartons. If mail-order companies would pack more space-efficiently, not only could the 
number of shipments be reduced, but the amount of waste could also be cut. According to expert 
estimates, packages shipped by online retailers are only about half full on average. The problem: In 
purchasing, cartons in a few standard sizes and the largest possible quantities are cheaper than a 
large number of different sizes in smaller quantities. In addition, more sustainable materials could 
be used, but these are also more expensive than conventional packaging. For more sustainable 
consumption, customers would have to be willing to spend more money on packaging and shipping. 
The aim of this work is to find out how high the willingness to pay for sustainable packaging is and 
how consumers can best be convinced of this better alternative. 

 

(10) Data Processing and Data Management in Companies 

The collection and use of data is becoming increasingly important - both in science and in practice. 
The process of how the data is collected, stored and processed plays a central role. The goal of this 
thesis is to analyze different approaches to this process and to develop a framework that helps 
companies to obtain a guideline for the area of data management. The guideline should map all 
relevant steps from collection to use of the data and provide important recommendations for each 
step.  
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(11) Technology Acceptance of AI – Based Chatbots 

Technology acceptance research is a well-established area of research in which statements are 
made about why people use or do not use a technology. The acceptance of a specific technology or 
a general acceptance of technologies can be investigated. Chatbots (text- or voice-based) are in-
creasingly used by companies, either for first level customer support or for marketing purposes. 
The acceptance of the technology by the user plays a decisive role and can have consequences for 
the image of the company. In this thesis, technology acceptance research will be applied to the 
context of the use of AI-based chatbots. The central question is therefore to find out which factors 
speak for and against the use/acceptance of chatbots from the user's perspective. To verify the 
identified factors and their influence on technology acceptance, an empirical study is to be con-
ducted and analyzed. 

 

(12) Conversion-Rate-Optimization Process in Companies 

Conversion rate optimization (CRO) is the process of increasing the percentage of users or website 
visitors who take a desired action (such as purchasing a product or providing contact information). 
There are countless different approaches to achieving this goal. For example, the visual design or 
usability of a website can play a critical role in the conversion rate. The targeted use of consumer 
psychological effects can also help to significantly increase the conversion rate of a website. Com-
panies such as booking.com already have an established process for conversion rate optimization. 
The aim of this work is to develop a scientifically based CRO process with the help of existing liter-
ature and examples from practice and to present it in its own framework and use it in a practical 
experiment. 

 


