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In recent years, there has been a growing interest among marketing scholars and practitioners 

to adopt machine learning techniques to analyze the vast amount of digital data available. 

Automated text analyses—and more specifically topic models—are techniques, which have 

emerged as versatile tools to analyze large amounts of unstructured texts for various 

marketing applications. Examples include profiling consumers (e.g., Blanchard et al. 2017, 

Trusov et al. 2016), evaluating and predicting purchase patterns (e.g., Hruschka 2016, Jacobs 

et al. 2016), or detecting topics (e.g., Ngyen et al. 2015) in online conversations.  

The aim of this thesis is to describe different automated text analyses techniques in the context 

of marketing and their implementation in the statistical software R. Specifically, the student 

will apply a selection of these approaches in R using a sample of micro influencer campaign 

project blogs. Those include messages of campaign managers and micro influencer responses 

over time.   

This thesis can be done by several students, whereas each student is asked to focus on either 

characterizing messages (as an example for automated sentiment and psycholinguistic text 

analysis, a & b) or topic discovery and evolvement (as an example for dynamic topic modelling 

and word embedding, c & d). 

Specifically, students can choose among the following topics: 

a) Characterizing campaign managers’ messages and their propensity to increase 

micro influencer response  

b) Analyzing changes in micro influencer messages over campaign runtime 

c) Identifying topics in micro influencers’ messages   

d) Exploring topic evolution in messages during the campaign duration 



 
 

For that purpose, the student will obtain a set of micro influencer campaign blog contents. The 

data covers texts from campaign websites comprising managers’ send messages as well as 

micro influencers’ comments replying to these messages.  
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