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Prof. Dr. Christina Patricia Schamp
Professor for Digital Marketing & Behavioral Insights
University of Economics and Business Vienna

christina.schamp@wu.ac.at

 Research in moral consumer behavior and consumer decision making 
in the digital sphere

 Studied Psychology at the London School of Economics and Business 
Administration at the University of St. Gallen

 Former Assistant Professor in Empirical Research Methods at the 
University of Mannheim

 5 years consulting experience with McKinsey and Company, Inc. 

Welcome

mailto:christina.schamp@wu.ac.at


Dr. Melanie Clegg

Assistant Professor at the Institute for Digital Marketing & Behavioral
Insights, University of Economics and Business Vienna

melanie.clegg@wu.ac.at

 Research in consumer behavior, digital marketing and the psychology
behind technologies and artificial intelligence

 M.Sc. Psychology (Universities Düsseldorf and Cologne)

 Ph.D. in Digital Marketing (University of Lucerne and Columbia 
Business School)

Welcome

mailto:melanie.clegg@wu.ac.at


Our research

Social Media

New 
technologies

and AI

Moral 
behavior



Agenda

Quick introduction of supervisors1

Master thesis at the Institute for Digital Marketing & Behavioral Insights2

Deep dives in master thesis topics with Q&A 3

Expectations, requirements and assignments of master theses4



Close link to ongoing research projects

Cooperations with DAX companies and start-ups

Multi-method approach based on Machine learning
/secondary data as well as lab/field experiments

Experience with statistical software and can-do attitude beneficial

How we do master theses
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Master thesis topics

Social Media

New 
technologies

and AI

Moral 
behavior

Cooperation with a fashion retailer: The 
importance of scarcity features along
the customer journey

Precommitment-based pricing: Linking 
goal achievement to pricing in digital 
business modelsMisinformation and the responsibility

bias of consumers

Collaborations with artificial
intelligence (AI) in product creation, 
product selection and decision-making
contexts

Consumer interactions with
conversational AI

Perception of prime numbers in pricing
strategies

Reactance towards recommendations
and the role of autonomy: When and
why consumers show reactance against
recommendations



Cooperation with a fashion retailer: 
The importance of scarcity features
along the customer journey

• The problem: Shopping clubs are using a variety of scarcity
and exclusivity features at various stages of the customer
journey (campaign level, product level, checkout), but prior
research has tested them only singularly and with respect to the
final (hypothetical) choice decision

• Possible research questions and directions: 

• Are scarcity features evenly important across different 
stages of the funnel?

• Can some scarcity features backfire when introduced too 
early in the customer journey?

• Methodological approach: Experimental, mediation, 
moderation

• Literature as starting point:

• Hmurovic, J., Lamberton, C., & Goldsmith, K. (2023). Examining the 
Efficacy of Time Scarcity Marketing Promotions in Online Retail. Journal 
of Marketing Research, 60(2), 299-328.

• Barton, B., Zlatevska, N., & Oppewal, H. (2022). Scarcity tactics in 
marketing: A meta-analysis of product scarcity effects on consumer 
purchase intentions. Journal of Retailing, 98(4), 741-758.



Precommitment-based pricing: 
Linking goal achievement to pricing
in digital business models

• The problem: Some business models link the goal achievement
of their customers to their pricing. These contracts can be either
framed as prepayment or postpayment. Whereas customers
prefer prepayment when selecting contracts, they perform
better and have higher attention for postpayment. 

• Possible research questions and directions: 

• Why is there an asymmetry beween acquision and 
retention? 

• How can we optimize the net effect of contracts?

• Are specific customers selecting specific contracts (naives, 
sophisticates, rationalists)?

• Methodological approach: Experimental, field
experimentation

• Literature as starting point:

• Rafieian, H., & Sharif, M. A. (2022). It’s the Effort That Counts: The 
Effect of Self-Control on Goal Progress Perceptions. Journal of Marketing 
Research, 00222437221123969.

• Wertenbroch, K. (2011). Self-Rationing: Self-Control in Consumer 
Choice. INSEAD Working Paper No. 2001/63/MKT, available at SSRN: 
https://ssrn.com/abstract=296954 or 
http://dx.doi.org/10.2139/ssrn.296954 

• DellaVigna, S., & Malmendier, U. (2004). Contract design and self-
control: Theory and evidence. The Quarterly Journal of Economics, 
119(2), 353-402.

The fitness sector 
generated annual global 

revenues of $96.7 
billion in 2019 

(IHRSA 2020; Statista 2021) 

https://ssrn.com/abstract=296954
https://dx.doi.org/10.2139/ssrn.296954


Perception of prime numbers in 
pricing strategies

• The problem: There are many different ways on how prices
and discounts are displayed, e.g., round versus just-below
numbers. However, how does an unusal pricing with prime 
numbers affect price perceptions and consumer choice?

• Possible research questions and directions: 

• Do consumers respond differently for prime versus non-
prime numbers when selecting discounts? 

• Do lower prime numbers even work better than higher non-
prime numbers in certain settings (e.g., small vs. big 
assortments)?

• Methodological approach: Experimental, moderation, 
mediation, or:  meta-analysis

• Literature as starting point:

• Krishna, A., Briesch, R., Lehmann, D. R., & Yuan, H. (2002). A meta-
analysis of the impact of price presentation on perceived savings. 
Journal of Retailing, 78(2), 101-118.

• Gedenk, K., & Sattler, H. (1999). The impact of price thresholds on 
profit contribution—should retailers set 9-ending prices?. Journal of 
Retailing, 75(1), 33-57.

• Welling, H. (1994). Prime number identification in idiots savants: Can 
they calculate them?. Journal of autism and developmental disorders, 
24(2), 199-207.



Misinformation and the
responsibility bias of consumers

• The problem: Misinformation is on the rise; however, most
users do not feel responsible for the content when passing on 
information. However, the number of retweets likely serves as
significant indicator when evaluating the trustworthiness of an 
information.

• Possible research questions and directions: 

• Responsibility bias: Do sender and observer of retweets 
have different perceptions of responsibility? 

• Which interventions could be done to increase perceived 
responsibility?

• Methodological approach: Experimental, moderation

• Literature as starting point:

• Vosoughi, S., Roy, D., & Aral, S. (2018). The spread of true and false 
news online. Science, 359(6380), 1146-1151.

• Moravec, P. L., Kim, A., & Dennis, A. R. (2020). Appealing to sense and 
sensibility: System 1 and system 2 interventions for fake news on social 
media. Information Systems Research, 31(3), 987-1006.

• Pennycook, G., & Rand, D. G. (2021). The Psychology of Fake News. 
Trends in cognitive sciences, 25(5), 388–402. 



• The problem: Artificial intelligence is part of multiple creation
processes, including for advertisments or novel products

• Possible research questions and directions: 

• How do consumers perceive AI-created products? 

• How much are consumers willing to accept AI in creative 
contexts and in decision-making processes? Who should 
have the „final say“ in decision-making: AI or human?

• Methodological approach: Experimental, mediation, 
moderation

• Literature as starting point:

• Zhang, H., Bai, X., & Ma, Z. (2022). Consumer reactions to AI design: 
Exploring consumer willingness to pay for AI‐designed products. 

Psychology & Marketing, 39(11), 2171-2183.

• Xu, L., & Mehta, R. (2022). Technology devalues luxury? Exploring 
consumer responses to AI-designed luxury products. Journal of the 
Academy of Marketing Science, 1-18.

Collaborations with artificial intelligence (AI) in 
product creation, product selection and decision-
making contexts



• The problem: Consumers increasingly interact and with
artificial intelligence (AI) tools, yet there may be multiple traps 
in doing so and it is unclear how to calibrate and design these
tools to maximize user engagement

• Possible research questions and directions: 

• How should consumers interact with AI? I.e., how can they 
use AI most efficiently to improve creative considerations or 
efficiently solve problems?

• How do these interactions shape consumers‘ willingness to 
use an AI tool? 

• Methodological approach: Experimental, mediation, 
moderation

• Literature as starting point:

• Puntoni, S., Reczek, R. W., Giesler, M., & Botti, S. (2021). Consumers 
and artificial intelligence: An experiential perspective. Journal of 
Marketing, 85(1), 131-151.

• Yalcin, G., Lim, S., Puntoni, S., & van Osselaer, S. M. (2022). Thumbs 
up or down: Consumer reactions to decisions by algorithms versus 
humans. Journal of Marketing Research, 59(4), 696-717.

Consumer interactions with conversational AI



• The problem: Consumers rely on recommendations, while
trying to maintain their autonomy in consumption decisions

• Possible research questions and directions: 

• What is the tradeoff between recommendation accuracy and
consumer autonomy? In other words: How well do we want
our taste to be „predicted“?

• Do we prefer similar or varied recommendations? Which
role does reactance against persuasion play in this context
and are there differences between consumers? 

• Methodological approach: Experimental, mediation, 
moderation

• Literature as starting point:

• Gai, P. J., & Klesse, A. K. (2019). Making recommendations more 
effective through framings: Impacts of user-versus item-based framings 
on recommendation click-throughs. Journal of Marketing, 83(6), 61-75.

• Wertenbroch, K., Schrift, R. Y., Alba, J. W., Barasch, A., Bhattacharjee, 
A., Giesler, M., ... & Zwebner, Y. (2020). Autonomy in consumer choice. 
Marketing letters, 31, 429-439.

• Bhattacharjee, A., Berger, J., & Menon, G. (2014). When identity 
marketing backfires: Consumer agency in identity expression. Journal of 
Consumer Research, 41(2), 294-309.

Reactance towards recommendations and the
role of autonomy: When and why consumers
show reactance against recommendations
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What are the requirements of a 
Master Thesis at DMBI?

What skills and abilities do we
expect?

How does the application process 
work?

Extensive literature table summarizing and 
synthesizing the relevant literature

Empirical thesis with at least 1 self-designed and 
self–conducted experiment (including mediation 
moderation) or an equivalent empirical design

End product: 
 approx. 60 pages written text without appendix
 Submission of final datasets and code of

statistical analyses

Fundamental knowledge about inference statistics 
and experiments

Knowledge regarding experimental setups and 
experience in survey composition

Basics of statistic programs (preferably R or Stata, 
SPSS acceptable)

Natural curiosity, self-determined work and 
organizational skills

1. From today – May, 22: Consider topics that
are of interest for you (slides will be available
on the Institute‘s website)

2. From May, 22: Interested students should
send an an E-Mail to katarina.ilic@wu.ac.at
including: 
(1) your desired topic(s) & a paragraph
outlining motivation for the topic
(3) a brief paragraph outlining your expertise
regarding experiments and statistics
(4) your CV
 all information should be in the E-Mail text, 

no pdf attachment necessary (except for CV)

3. Between May 22 – June 1: Confirmations
will be sent out to successful applicants

4. June 1 – June 4: Take-or-leave notification
from applicants; supervision offers expire after 
June 4

5. From June 4: Waiting list applicants will 
receive supervision offers (if places are left)

Expectations, requirements and
assignments of master theses

mailto:kati.ilic@wu.ac.at

