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Themen für das Masterseminar– 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.

Themen für das Masterseminar 

(1) Voice Commerce - A Scientific State of the Art

Shopping-related voice assistants like Amazon Alexa are likely to radically change the way consum-
ers search for and purchase products - with uncertain implications for brands. Exploring how mar-
keters interpret the voice-driven market is critical, as it can influence future marketing decisions.
The aim of this paper is to provide an overview of opportunities and challenges in marketing com-
munications with digital voice assistants.

(2) The Future of Experiential Marketing

Millennials want to feel, not to consume. They are tired of traditional advertising channels and want
to experience brands before they buy. Experiential marketing is fun, builds stronger and more long-
term customer loyalty. It views the purchase and consumption of products as experiences that
stimulate consumers' senses, imagination and emotions. The aim of this paper is to systematize
current approaches to experiential marketing and to provide an outlook on technological and other
future-relevant developments.

(3) Better Marketing for a Better World - How Marketing can Contribute to a Better Tomorrow

The world has undergone unprecedented change over the last hundred years. The population ex-
plosion, the rapid development of science and technology, and the lifestyle in industrialized coun-
tries have created imbalances that have led to humans being the greatest threat to themselves and
their entire ecosystem today. In order to overcome these challenges comprehensive researches,
also in economic fields, are indispensable. The aim of this paper is to investigate and evaluate when
and how marketing can contribute to a better world.
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(4) “Balancing Authenticity and Revenue” – A systematic literature review on social media influenc-
ers

Influencer Marketing is one of the most important marketing trends worldwide and describes com-
mercial collaborations between companies and social media influencers (SMI). These SMI operate
on social networks like Instagram, Twitch, TikTok etc. and reach a large audience through their
posts. The field is very broad and comprises (among others) the beauty, fitness and fashion industry
as well as the event, travel and gaming industry. This literature review aims at summarizing the
current body of knowledge through a systematic literature review (e.g. summary of platforms con-
sidered, types of influencers studied, methods used, countries investigated etc.).

(5) “Perfect Posts on Social Media” – A systematic literature review

Millions of people upload content to platforms like Instagram, Facebook, Twitch and TikTok on a
daily basis. Some of these do not receive many reactions in terms of likes and comments while
others go viral. Improving our understanding on why some of these posts on social media are more
successful than others is the topic of this seminar paper. To achieve this, a literature review will be
conducted to summarize the current body of knowledge with regards to the creation social media
content (e.g. content characteristics, platform type, account characteristics etc.).

(6) “Potentials and Pitfalls of Brand Alliances” – A systematic literature review

Many brands co-create products or services with other brands in order to enter new markets and
to reach new target groups. This makes brand alliances a topic that is relevant across industries,
generations and continents. It is, however, unclear if such constellations are always fruitful and/or
risk-free. The celebrity literature, for example, indicates that not every brand should collaborate
with every celebrity and that public missteps of a celebrity can hurt the brands endorsed even if
they are not responsible for this misstep. The goal of this literature review is thus to summarize the
current body of knowledge with regards to the potential and pitfalls of brand alliances.

(7) Intelligent products - connected products – what makes a smart product?

Digitalization enables us to integrate and jointly use products, which were previously used sepa-
rately. That is because many products can be interconnected, for example, through using chips,
sensors, actuators, etc. Owing to this new interconnectedness, new source and large amounts of
data emerge.  This seminar paper explores how firms can design successful smart products and how
they can deal with the additional data they receive from connecting products with each other.

(8) What can firms learn from e-sports?

In e-sports, almost everything happens or can happen online. Therefore, all processes including
interaction, cooperation, and collaboration take place in virtual environments. This thesis explores,
whether and how these processes and experiences from e-sports could be transferred to business
life as well and to sales processes in particular. Exploring and systemizing state-of-the-art literature
on e-sports, leadership and sales processes, this seminar paper compares relevant fields of appli-
cations in business, especially sales contexts, for e-sport specific processes and activities.
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(9) Artificial intelligence in marketing

Artificial intelligence (AI) is affecting a multitude of fields in every day’s life and marketers increas-
ingly recognize the potential of AI for marketing activities. In fact, key marketing activities, such as 
search engine optimization, programmatic advertising, or personalized pricing already draw on AI 
approaches. This thesis systematically explores literature focusing on the use of AI in a marketing 
context and develops suggestions for further applications and future research.

Website traffic is a necessary condition to achieve conversion goals (e.g. sales or newsletter 
signups). This metric, however, is not the only aspect that website owners should investigate when 
optimizing their site. Another important KPI is the conversion rate (i.e. the percentage of website 
visitors that perform a specific action). Improving this metric can be highly profitable, particularly if 
generating more website visitors is not possible or very expensive.
Summarizing the scientific literature on conversion rate/website optimization is the goal of this 
seminar topic. To achieve this, a structured literature review will be conducted.

(10) Website Optimization -  A systematic literature review


