
Prof. Dr. Jana-Kristin Prigge, Research Group of Digital Marketing and E-Commerce  

Seite 1 von 3 

Themen für die Bachelor-Thesis– Wintersemester 21/22 

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.
• 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) Praxisbezogene Themen

(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) How and where to sell your products? A benchmarking analyses of online shop platforms

Most firms, even in B2B context, sell their products and services online via online shops. To do so,
they need a special platform that allows for integrating all the different features necessary to set-
up a successful online store, such as cart or payment features. While some firms develop these
platforms or systems from scratch, others draw on established, pre-designed platforms such as Ma-
gento, WooCommerce or Shopify. However, these platforms differ not only in their general set-up
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(open source vs. paid solution) but also with regard to their technical set-up or adaptability. The 
goal of this thesis is to provide an overview of the most relevant online shop platforms, to explore 
their use in different contexts, and to compare their suitability for different types of online shops. 

 

(4) Würzburg as a start-up city – current state and future development 

How attractive is Würzburg for start-ups, especially when comparing it to internationally well-
known start-up hotspots? What are the city’s strengths, what are its challenges in this regard? This 
thesis explores key performance indicators to measure city attractiveness, especially with regard to 
start-ups, benchmarks it against other successful start-up cities, and provides recommendations on 
how Würzburg can maintain or even enhance its position in this scene.  

 

 

b) Theoriebezogene Themen 
 

(5) Great Power Brings Great Accountability - Is there a Need for Corporate Digital Responsibility 
(CDR)? 

In recent decades, digital progress has enabled a wide variety of systems with enormous capabili-
ties. In particular, the benefits to society of automation, data analytics, artificial intelligence (AI) 
and machine learning are becoming increasingly evident in everyday life. However, with this un-
precedented change also comes ethical concerns, such as those related to smart devices that con-
stantly record data. Consequently, it should be discussed whether a set of shared values and norms 
that guide an organization's work (i.e., Corporate Digital Responsibility) is needed in relation to this 
issue, similar to the concept of Corporate Social Responsibility (CSR). With this in mind, the aim of 
this paper is to review and integrate the relevant academic literature on the topics of digitization, 
CDR, and CSR, and to develop a framework that answers how an organization's shared values and 
norms regarding CDR can be translated into actionable guidelines for companies. 

 

c) Sowohl praxis- als auch theoriebezogene Themen 
 

(6) Influencer Marketing – Understanding the relationships between Influencers and their followers 

Influencers reach large audiences through their channels on Instagram, YouTube, Facebook, Twitch, 
TikTok etc. Sometimes, influencers even organize large scale offline events to meet their followers 
which shows that their relationship can go far beyond mere virtual product recommendations. The 
goal of this thesis is to conduct a short survey on this topic to better understand what factors im-
prove the relationship between influencers and their followers. A basic data set will be provided to 
the student as a starting point. 

 

(7) Influencer Marketing – How well do followers recall advertisements? 

Influencer Marketing is a highly important marketing trend and thousands of people engage with 
the posts published by social media stars online. Influencers, however, often promote several prod-
ucts within a single week. It is therefore interesting to investigate how well followers recall these 
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commercial collaborations. A short survey among social media users will be conducted and ana-
lysed. 

(8) Consumer Trust in Artificial Intelligence in Online Shops
The use of artificial intelligence in e-commerce is not hype, but a game changer. Large companies 
such as Amazon or Alibaba use AI in all areas to optimize internal processes and provide customers 
with a better and faster shopping experience. Nevertheless, consumers often view the use of AI 
skeptically because they consider their needs to be so individual that they cannot be captured by 
algorithms. The thesis is dedicated to the acceptance of artificial intelligence in online stores and 
its influence effects. The aim of this paper is to provide recommendations for the practice-oriented 
use of AI.

(9) The Acceptance of (Physical) Service Robots in the Retail Sector
Robots have long been indispensable in industry, but they have not yet become established in eve-
ryday life. Nevertheless, they hold the potential for disruptive changes in the retail sector. Their 
market success is determined not only by the technical solution, but also by consumer acceptance. 
The aim of this paper is to take stock of scientific findings on the factors influencing consumer ac-
ceptance.

(10) Blockchain technology in marketing – overview of application fields
The blockchain technology is a promising technology for many fields – however, it is not necessarily 
suitable for every field. Nevertheless, there are first ideas and approaches of how blockchains may 
be useful for different types of marketing activities. This thesis explores the potential of the block-
chain technology in different areas of marketing and identifies approaches and ideas on how to 
best use it in this context.

(11) Increasing the willingness to pay within pay what you want web shops
An alternative pricing model to fixed prices within web shops is the “pay what you want” pricing 
model where users can decide the amount they are willing to pay for a product or service. The goal 
of this thesis is to investigate if this willingness to pay within a web shop can be influenced through 
an adaption of the structure of the site (informational and design aspects).
The experimental online store setup will be provided to the student. No prior expertise with 
regards to web design or web development is necessary.


