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Topics for the Master seminar – winter term 2026/2027 
  

General information 
  

• Below you will find an overview of topics from which you can select your preferred topics for your 

Master seminar. 

• Please select at least four topics and prioritize them (→ indicate topic number and title) in your CV 

together with the usual information. 

• We will do our best to consider your prioritizations as much as possible.  

• Students who have indicated our chair as priority 1 will be given preference in the allocation of 

topics.  

• The specific design of the topic will be discussed in individual meetings with your supervisor.  

• The papers should preferably be written in English – writing in German is also possible. 

• Scope of paper: 

− Literature review: yes 

− Development of a conceptual framework: no 

− Development of a study set-up (without testing): no 

− Empirical testing (data collection & analysis): no 

  

  

  

Topics for the Master seminar 

1. The "Iron Cage" – Organizational behavior between economic rationality and social legitimacy: 

A structured literature review of Institutional Theory 

Why do companies often copy their competitors behavior or adopt standards that don't immediately 
increase profits (e.g. CSR)? Deeply rooted in organizational sociology, Institutional Theory is a corner-
stone for understanding firm behavior beyond economic rationality. This seminar paper provides a 
systematic review of how this theory is applied in top-tier journals. For this purpose, various theoretical 
approaches - such as isomorphism and institutional logic - can be categorized to reflect the current 
state of research. The aim is to understand how companies - based on the Institutional Theory - navi-
gate social pressures and legitimacy requirements in complex industrial net-works. 

  

2. Pricing for the Planet: A Systematic Review of Strategies to Promote Sustainable Choice 

More sustainable products are often more expensive than conventional ones. Communicating and en-
forcing these higher prices is therefore one of the barriers faced by companies that want to market 
sustainable alternatives. Pricing strategies can help overcome this problem and promote sustainable 
consumption – for example, by separately identifying sustainability-related price components. The aim 
of this seminar paper is to provide a literature review to collect and structure pricing strategies that 
are designed to promote sustainable consumption, as well as their effects, mechanisms, and influenc-
ing factors. 
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3. The All-Inclusive Dilemma: A Structured Literature Review on Price Partitioning and Socio-Moral 

Surcharges 

Should companies communicate a single "all-in" price, or is it more effective to split costs into base 
prices, surcharges, or "true" environmental costs? This paper explores the psychological and strategic 
dimensions of Price Partitioning. Through a structured literature review, this seminar paper will exam-
ine how consumers react to divided price components - from simple shipping fees to complex "Hidden 
Costs" or "True Cost" accounting. The goal is to synthesize existing research on consumer perception 
and behavior and identify research gaps regarding the effectiveness of trans-parent pricing in promot-
ing sustainable and informed purchase decisions. 

 

4. Pricing to Reduce Waste: How Price Incentives Shape Consumer Behavior 

This seminar paper examines how pricing strategies can be used to promote waste reduction across 
different market contexts. The focus lies on marketing approaches that use price incentives to encour-
age consumers to purchase, use, or reuse products in ways that reduce waste, such as discounts for 
near-expired products, dynamic pricing, or price incentives for reuse and repair. Based on a systematic 
literature review, the paper compares empirical studies from various industries, including retail, ser-
vices, and circular economy contexts. The analysis focuses on how waste-reducing price strategies in-
fluence consumer purchase behavior, perceived product value, and sustainability-related decision-
making. By structuring and integrating existing research, the paper pro-vides an overview of how pric-
ing can be strategically designed to encourage waste-reducing consumer behavior and highlights cen-
tral insights and open questions within the literature. 

 

5. Promoting Sustainable Delivery Choices in E-Commerce: A Systematic Literature Review 

The environmental impact of e-commerce increasingly depends on consumers’ delivery choices, in-
cluding decisions between home delivery, slower or consolidated shipping, parcel lockers, pick-up 
points, and other alternative delivery options. At the same time, consumers often prioritize conven-
ience, speed, and cost over environmental considerations. This master seminar paper systematically 
reviews the literature on how consumers can be encouraged to choose more sustainable delivery op-
tions in e-commerce. The review may examine the role of financial and non-financial incentives, sus-
tainability information, default options, nudges, delivery speed, convenience, and alternative delivery 
modes such as parcel lockers or pick-up points. The aim is to synthesize existing evidence on the drivers 
of sustainable delivery choices, identify which interventions are most effective under different condi-
tions, and develop directions for future research at the intersection of consumer behavior, e-com-
merce, and sustainable last-mile delivery. 

 

6. Persuasion with Emotion: The role of fear arousal 

Persuasion in marketing often relies on emotional appeals to influence how consumers evaluate 
brands, services, or products. Fear arousal is a particularly powerful tactic because it can trigger con-
cern, vulnerability, or urgency and thereby shape attitudes and beliefs toward a marketing object. In 
this paper, students are invited to focus specifically on attitudinal or belief-related changes induced by 
fear-based persuasion strategies in marketing contexts. Key questions may include how fear arousal 
affects consumer perceptions, which types of marketing messages use fear appeals effectively, or un-
der which conditions such tactics lead to more favorable or unfavorable responses toward brands, 
services, or products. The paper should summarize and discuss recent literature to outline the current 
state of research and identify promising directions for future investigation in this field. 
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7. The Spectrum of Marketing Tactics Elaboration 

Marketing messages can employ a wide range of tactics that differ in how overt, subtle, persuasive, or 
manipulative they appear to consumers. The way individuals perceive these tactics may influence the 
extent to which they elaborate on the message, including whether they process its content more care-
fully, critically, or superficially. In this paper, students are invited to examine how different marketing 
tactics are recognized and evaluated by consumers and whether such perceptions affect message or 
brand elaboration. The paper should summarize and discuss recent literature to map the current state 
of research and identify promising directions for future investigation. 

 

8. To Disclose or Not to Disclose: Consumer Responses to AI Transparency 

In today's digital marketplace, consumers are increasingly interacting with AI-generated content, AI-
powered recommendations, and AI-driven service agents, making the question of how disclosing this 
AI involvement shapes consumer perceptions and behavior increasingly relevant for both research 
and practice. Based on a systematic literature review, this seminar paper aims to synthesize the exist-
ing literature on the effects of AI disclosure on consumer trust, attitudes, and behavior. By providing 
a structured overview of the existing body of knowledge, the paper aims to identify potential gaps 
and directions for future research in the field. 

 

9. Beyond Reality: How Consumers Connect With Virtual Influencers 

As virtual influencers gain popularity across social media platforms, it becomes increasingly im-
portant to understand how emotional bonds develop between consumers and digital characters. 
Based on a systematic literature review, this seminar paper aims to synthesize the existing literature 
on consumer perceptions of virtual influencers. By providing a structured overview of the existing 
body of knowledge, the paper aims to identify potential gaps and directions for future research in the 
field. 

 

10. Website Elements Across the Customer Journey 

The elements of a website differ substantially depending on the stage of the customer journey, ranging 
from landing pages and product overview pages to product detail pages, the checkout process and 
post-purchase interactions. Despite this diversity, research has rarely examined website elements 
from the perspective of the customer journey. This seminar paper aims to synthesise how website 
elements influence consumers at different stages of the online customer journey, based on a system-
atic literature review, and to identify promising avenues for future research. 

 

11. Theories Explaining Website Effectiveness 

Numerous theoretical perspectives inform research on website design and online consumer behav-
iour, including Signalling Theory, Cue Utilisation Theory, the Elaboration Likelihood Model, the Persua-
sion Knowledge Model, Social Presence Theory and the Stimulus–Organism–Response framework. This 
seminar paper aims to compare theoretical perspectives, discuss their explanatory power, and identify 
opportunities for theoretical integration, based on a systematic literature review. 

 


