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Topics for the Master thesis – 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 thesis.  

• 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 thesis: 

− Literature review: yes 

− Development of a conceptual framework: yes 

− Development of a study set-up (without testing): yes 

− Empirical testing (data collection & analysis): yes 

  

  

Topics for the Master thesis 

1. Reading Between the Price Tag: Price as a Universal Cue in Product Perception 

Price is one of the most powerful extrinsic cues consumers use when forming judgments about a prod-
uct. (In the absence of detailed information,) consumers often rely on price to infer characteristics they 
cannot directly observe - for instance, higher prices are commonly associated with higher perceived 
quality. Sustainability, however, is a particularly ambiguous attribute that cannot be assessed through 
direct inspection and is typically only communicated via additional cues such as certifications or eco-
labels. It remains unclear how strongly consumers rely on price alone to judge a product's sustainability 
when such cues are absent, and whether this reliance differs from other, more easily verifiable product 
perceptions. This thesis first conducts a systematic literature review on price as an extrinsic cue in 
consumer inference processes. Building on this review, the thesis develops an empirical research de-
sign to examine these relationships further. Possible approaches include, for example, experimentally 
testing the effect of different price levels on sustainability perception, comparing this effect across 
product categories or against other product perceptions, and/or examining how the presence of sus-
tainability-related information (e.g., eco-labels) moderates this relationship. The goal is to better un-
derstand the role of price as a heuristic under informational ambiguity, contributing new insight to cue 
utilization theory in the sustainability context. 

 

2. Disclosed and Disappointing: How Mandatory (Non-)Sustainability Disclosure Shapes Price Fair-
ness Judgments 

Sustainability communication research has predominantly focused on how positive claims, such as eco-
labels or certifications, shape consumer perceptions. At the same time, regulatory developments in-
creasingly require companies to disclose negative sustainability information, for instance regarding a 
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product's carbon footprint or lack of recyclability. It remains unclear how such disclosures affect con-
sumers' evaluation of a product's price, since a disclosed lack of sustainability removes a common cost-
based justification for higher prices, potentially altering perceptions of price fairness, value, or trust. 
This thesis first conducts a systematic literature review on the relevant theoretical foundations, such 
as price fairness theory and the emerging literature on negative sustainability disclosure. Building on 
this review, an empirical research design is developed to examine these relationships further — for 
example, by testing how negative sustainability disclosure affects price-related perceptions across dif-
ferent price levels, product categories, or types of disclosed information. The goal is to generate new 
insight into how mandatory transparency regarding non-sustainability may reshape consumers' price 
evaluations, contributing to a topic of high practical relevance given current regulatory developments 
such as the EU's sustainability disclosure requirements. 
 

3. The Impact of Hidden Cost Design Variations on Sustainable Consumer Behavior 

This thesis examines how different design variations in the communication of true / hidden costs in-
fluence consumer perceptions and sustainable consumption behavior. True cost information aims to 
make environmental and social externalities of products visible, while hidden costs refer to impacts 
that are typically excluded from market prices. The study focuses on how the visual and informational 
design of such cost representations affects consumers awareness, attitudes, and willingness to make 
more sustainable purchasing decisions. The research begins with a systematic literature review and 
the application of relevant theories from sustainable consumption, behavioral economics, and infor-
mation design to derive hypotheses and develop a conceptual research model. Based on this founda-
tion, an empirical study (such as an experimental survey) is conducted to collect and analyze data on 
how consumers perceive and respond to different design formats of true and hidden cost information. 
The analysis reveals how design choices shape perceptions of for example transparency, social respon-
sibility, price fairness, and how these perceptions translate into sustainable consumer behavior. The 
findings provide practical implications for companies on how to effectively communicate true costs in 
order to encourage more sustainable consumption patterns and informed decision-making. 

 

4. Designing Pay-What-You-Want Pricing for Sustainable Consumption 

Pay-What-You-Want (PWYW) pricing gives consumers discretion over the price they pay and can cre-
ate novel opportunities to integrate economic and sustainability objectives. This master thesis exam-
ines how PWYW pricing can be designed to encourage sustainable consumer behavior while maintain-
ing its attractiveness as a viable pricing strategy for firms. Potential design variations may include, for 
example, linking consumer payments to social or environmental initiatives, communicating how pay-
ments contribute to specific sustainability outcomes, introducing suggested prices or reference points, 
or varying the degree of consumer choice and responsibility. Drawing on research in behavioral pricing, 
consumer psychology, and sustainability marketing, the thesis will develop and empirically test se-
lected PWYW design variations in an experimental study. The project aims to identify when and how 
PWYW pricing can support both consumer engagement and sustainable business practices. 

 

5. Effects of emotion-targeting narrative elements on critical message elaboration 

Narrative communication is widely used in marketing because stories can engage consumers emotion-
ally and cognitively at the same time. In particular, emotion-targeting narrative elements (such as hu-
mor, looks or creativity) may shape how receivers process persuasive content by drawing attention, 
increasing involvement, and potentially reducing or altering critical reflection on the message. This 
raises the question of how emotionally oriented narrative features influence critical message elabora-
tion, especially when individuals become aware of the persuasive intent behind the communication. 
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The thesis seeks to integrate existing research on narrative persuasion, emotional appeals, and critical 
message elaboration to identify a relevant gap in current understanding and to develop a conceptual 
framework. Based on this framework, a proposed experimental study design will be outlined and con-
ducted to explore the relationship between emotion-targeting narrative elements and critical message 
elaboration. 

 

6. Effects of perceived Brand Intimacy on Ad-Message Elaboration 

Brand intimacy has become an increasingly relevant concept in marketing because brands are no 
longer evaluated solely on functional product attributes, but also on the emotional closeness consum-
ers feel toward them. Perceived brand intimacy may shape how consumers process advertising mes-
sages by influencing the extent to which they engage with, reflect on, and elaborate upon ad content. 
This raises the question of whether and how stronger feelings of intimacy toward a brand affect ad-
message elaboration, and whether such intimacy leads consumers to process advertising more or less 
deeply, more or less positively, or with greater or less greater personal relevance. The thesis aims to 
synthesize existing literature on brand intimacy and message elaboration to identify a meaningful re-
search gap and to develop a conceptual framework. Based on this framework, a proposed experi-
mental study design will be outlined to later empirically examine the relationship between perceived 
brand intimacy and ad-message elaboration. 

 

7. Beyond the Black Box: The Role of AI Literacy in Shaping Consumer Perceptions and Adoption 

of Artificial Intelligence 

As artificial intelligence becomes increasingly embedded in consumers’ everyday lives, the ability to 
understand and evaluate AI-driven technologies may play an important role in shaping consumer at-
titudes and decision-making. While AI offers new opportunities for personalization, efficiency, and 
support, many consumers still perceive AI as complex and difficult to evaluate. AI literacy (the 
knowledge and understanding required to effectively engage with AI technologies) may therefore in-
fluence consumer trust, perceived risks, and willingness to adopt AI-based services. Through a sys-
tematic review of the existing literature on AI literacy, consumer trust, AI acceptance, and technology 
adoption, this study aims to identify a relevant research gap and address it through a targeted empir-
ical investigation. 

 

8. The Paradox of Persuasion: How Deinfluencing Shapes Consumer Decision-Making 

Influencer marketing has traditionally been associated with encouraging consumption by promoting 
products, trends, and aspirational lifestyles. However, the rise of deinfluencing introduces a new 
form of social media influence in which creators encourage consumers to question purchases, resist 
consumption pressure, and make more deliberate decisions. This emerging phenomenon challenges 
traditional assumptions about digital persuasion and raises important questions about why consum-
ers engage with and trust messages that encourage reduced consumption. Through a systematic re-
view of the existing literature on social media influence, influencer marketing, persuasion knowledge, 
and consumer decision-making, this study aims to identify a relevant research gap and address it 
through a targeted empirical investigation. 
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9. Pictorial Product Presentation in E-Commerce 

Online customer experiences are shaped across a multitude of multimodal touchpoints. In the con-
text of e-commerce, consumers can quickly compare multiple online shops, for example by interact-
ing with home pages, product catalogs, or product detail pages. Consequently, making a good first 
impression is essential to convince visitors to stay and potentially make a purchase decision. These 
interfaces combine textual, visual, and interactive elements to fulfil objectives such as facilitating 
navigation and product discovery and communicating product information. Designing successful 
websites thus requires firms to balance dimensions such as informativeness and aesthetic appeal. 
This raises questions about how products should be presented within web shops to effectively shape 
consumer reactions. Importantly, product presentation can vary substantially across websites. In par-
ticular product images represent a central element of the online shopping experience and can differ 
considerably in both their visual design and content. How products are visually presented may influ-
ence what consumers attend to, how they navigate the web shop, how they process product infor-
mation, and ultimately how they evaluate products, brands, and the surrounding website. 

This master thesis aims to advance understanding of how visual product presentation, for example in 
the context of product catalogs or product detail pages, shapes consumer responses in e-commerce, 
with a particular focus on the design of product images. Drawing on literature concerning consumer 
behavior, visual information processing, and website quality, the student will develop and empirically 
test a theoretically grounded conceptual framework. Depending on the specific research question 
derived, the student may investigate the effects of different visual product presentation strategies on 
outcomes such as product evaluations, purchase intentions, attitudes toward the website or the 
brand, or decision confidence. 

 

10. Leveraging AI-Generated Content for E-Commerce Success 

Artificial intelligence is rapidly transforming the online customer experience. Recent advances in gen-
erative AI and large language models enable firms to generate a wide range of digital content, including 
text, images, videos, and audio. In e-commerce, such technologies offer substantial opportunities, for 
example to scale content production. At the same time, however, the increasing use of AI-generated 
content raises important questions about how consumers perceive and respond to content created by 
artificial rather than human agents. While AI-generated content may offer considerable efficiency ben-
efits, its use may also come at the perceived expense of human creativity, authenticity, or effort. Con-
sumers' responses may further depend on the quantity, quality, disclosure, and context of the AI usage. 
Understanding when and why consumers respond positively or negatively to AI-generated content 
therefore represents an important challenge for firms designing digital customer experiences. 

This master thesis aims to advance understanding of consumer responses to AI-generated content in 
e-commerce settings. Drawing, for example, on literature concerning reactions to artificial content or 
characters in general, AI disclosure, authenticity, and website quality, students will derive a theoreti-
cally grounded research question and empirically test a conceptual framework related to the use of AI-
generated content. Depending on the specific research question derived, students may investigate 
different types of AI usage and outcomes such as content evaluations, purchase intentions, perceived 
authenticity, trust, attitudes toward the website or brand, or interactions with the website. 

 

11. Navigating Cognitive Biases in E-Commerce Settings 

Consumers encounter a vast amount of information when navigating digital shopping environments. 
For example, product descriptions, prices, ratings, recommendations, and other website elements all 
represent cues that consumers use to evaluate products and make purchase decisions. However, 
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consumers do not necessarily process such information objectively. Instead, judgments and decisions 
may be systematically shaped by cognitive biases arising from how information is framed, contextual-
ized, and presented within a website. For example, verbal information may be framed in different 
ways, numerical information may serve as an anchor for subsequent evaluations, and previously en-
countered cues may prime consumers' perceptions and behaviors.  

Such biases may extend beyond individual pieces of information. The interplay between textual, nu-
merical, and visual cues may shape how consumers interpret website content (e.g., how products are 
presented) in key ways, hereby representing an important challenge for e-commerce research and 
practice. 

This master thesis aims to advance understanding of how one or several cognitive biases shape con-
sumer information processing and decision-making in e-commerce. Drawing on literature concerning 
judgment and decision-making and website characteristics, students will derive a theoretically 
grounded research question and empirically test a conceptual framework. Depending on the specific 
research question, students may investigate phenomena such as framing, anchoring, or priming and 
their effects on outcomes such as attention, product clicks, session duration, or purchase intentions. 

 

12. Designing Effective Product Overview Pages in E-Commerce 

Product overview pages are among the most important touchpoints in online shopping. They deter-
mine which products consumers notice, compare and ultimately select for further consideration. To 
capture consumers' attention, online retailers are increasingly using a variety of website elements, 
such as ratings, discounts, scarcity messages, trust badges, sustainability labels and promotional 
highlights. Despite their practical importance, little is known about how the design of these pages in-
fluences consumers' decisions when multiple products are competing for attention simultaneously. 

This master's thesis aims to develop and empirically test a conceptual framework that explains how 
the design of product overview pages influences consumer responses. Drawing on literature concern-
ing online consumer behavior, persuasion, website design and information processing, students will 
design an experiment to investigate the impact of various design strategies on outcomes such as 
product evaluations, product selection, purchase intentions, trust, information processing and deci-
sion confidence. Depending on the specific research question derived, students may also investigate 
theoretically motivated moderators such as product type, shopping goals, consumer expertise or 
website characteristics. 

 

 


