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Themen für die Master-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) theoriebezogen

b) sowohl praxis- als auch theoriebezogen sind

Themen für die Master-Thesis 

a) Theoriebezogene Themen

(1) 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?

(2) Greenfluencer and purpose influencers: How do they differ from typical market-focused influenc-
ers?

Greenfluencers are individuals with a focus on green, sustainable and/or socially relevant topics
and lifestyles, which they share across social media. Typical, they gather a substantial amount of
followers or build communities around these purpose-based topics. Unlike their counterparts in
terms of market-focused influencers, they do not tend to promote products from third parties, but
rather focus on their underlying purpose (“purpose influencing”). This thesis explores the specific
type of influencers, i.e. greenfluencers / purpose influencers and develops a systematic framework
on similarities and differences to classic market-focused influencers. If desired, can conduct their
own empirical study in the course of this thesis.
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b) Sowohl praxis- als auch theoriebezogene Themen

(3) “Can Social Media Influencers Help to Save the Environment or to Reduce Hate Online?” – Con-
ducting an Experiment

Social Media Influencers can reach millions of users with their posts on Instagram, Facebook, Tik
Tok or YouTube and often collaborate with companies to promote products or service. This thesis
takes on a different non-commercial perspective and investigates the potential of social media in-
fluencers outside of traditional commercial campaigns. This could, for example, include the inves-
tigation of the potentials of influencers with regards to environmental issues, political issues or
campaigns against hate online. No contacts to popular social media influencers are required for this
study.

(4) “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.

(5) Greener, but More Expensive?! - Additional Price Acceptance for Sustainable Products

Companies and online stores are increasingly marking their products as "sustainable" - whether
through labels, images, colors, etc. - in the hope of persuading customers to buy. However, the
price is also of great importance for this. Against this background, the question arises as to whether
the prices for sustainable products are significantly higher and what price willingness different cus-
tomers have for sustainable products. For instance, is this different for young people than for older
people? What are the factors that make people more willing to pay a higher price? Are there dif-
ferences in terms of various pricing models (PPU, PWYW)? The aim of this paper is to provide in-
sights that can help managers target their marketing strategies more specifically to different cus-
tomer segments.

(6) 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
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.
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(7) Improving our understanding of the web & social media through text-mining approaches
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.

(8) The Impact of Social Media on Greenwashing and Corporate Environmental Performance.
Greenwashing is the act of misleading consumers about the environmental practices of a company
or the environmental benefits of a product. Outside of social media, labels such as "Der Blaue Engel"
are intended to ensure that consumers are more likely to be able to distinguish truly sustainable
companies or products from greenwashing. As digitization continues, there is now the additional
hope of reducing greenwashing through the threat of "shitstorms" for disingenuous companies that
falsely title their products as "sustainable." One danger with this approach is that even companies
that are actually sustainable could limit their green marketing, or be discouraged from acting sus-
tainably at all for the fear of falsely becoming victims of negative criticism on social media. On the
other hand, a successful CSR strategy via social media can also generate a lot of positive E-WOM
and represent a significant competitive advantage. The aim of this paper is to provide an overview
of the impact of social media on reducing greenwashing and the environmental performance of
companies.

(9) Podcasts as a Marketing Communication Tool - A Scientific State-of-the-Art
Podcasts have become a popular media channel and a powerful tool for content marketers over
the past decade. Even some companies have responded to the trend by creating their own podcasts
as a new way to interact with their customers. However, not many scholars have yet identified
podcasts as a research area, revealing a knowledge gap from a marketing perspective. Therefore,
the aim of this paper is to look at related literature streams of radio advertising as well as audio
marketing and to provide an overview of research findings on auditory processing that might be
relevant to podcast marketing. In addition, listener-host relationships are to be analyzed and pos-
sible retention effects with companies or brands explored. Implications for podcast producers and
marketers should be derived from this and future research directions on audio marketing should
be indicated.

(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. This thesis explores the potential of the blockchain technology in different
areas of marketing. To do so, it explores state-of-the-art literature conducts interviews with experts
from the field. Based on this, it systematically analyses in which marketing areas the blockchain
technology could be applied and explores, whether and how this technology may become a game
changer to the field.



(11) Dynamic websites - Automating the personalization of website elements through artificial 
intelligence.

The personalization of website content has various effects on user behavior and can be used to 
increase interactions and boost conversion rates. AI based tools like “Kameleoon” already leverage 
various data pools to personalize user experience in real-time to improve the conversion rates of 
their clients (e.g. Toyota, Swarovski, Decathlon). The goal of this work is to create a classification 
framework for website users (for example with regards to elements that a user clicked on) that 
will enable the classification of users for automated personalization of website content.

Prior knowledge in web engineering or artificial intelligence is not required.

(12) 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, Instagram, 
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.
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