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Relevance 

Today we live in an ever more computerized world in which companies draw upon big data and machine learning algorithms and models to market their goods and services. In the 
light of steadily increasing computing power at decreasing costs, artificial intelligence (AI) is on its rise and finds its way into all areas of life. In their role as consumers, individuals 
face AI on a daily basis: from smart wearables monitoring their health or well-being to voice assistants aiding to manage their agenda, search for information, and make choice 
decisions and from product recommendations and prices that are personalized in real time to emotion-analyzing customer service chat-bots. This advent of AI as well as the 
pervasiveness of computers make it crucial for researchers, marketers, and policymakers to understand how humans actually behave in interaction with intelligent machines. 
However, while the impact of AI on the society and the individual can be profound, affecting the consumer at all stages of the consumption process and potentially influencing 
their personal and professional relationships and trust, research on this topic is scarce. In this interactive seminar, participants will get input on how to work on and manage a 
scientific project, how to design empirical studies, and how to write academic papers. Therefore, they will conduct a small quantitative research project in groups of two on one of 
various topics related to the impact of AI on the consumer. The topics will be allocated in the first meeting on Wednesday, 03.11.2021. Students will be given feedback throughout 
the study design process and will learn how to present and discuss their findings in a scientific manner at the end of the seminar. 

https://moodle.europa-uni.de/


 
 

Objective 
This course aims to provide an introduction to the topic of consumer research for students at the master's level. 
Participants will:  

1) Learn how to write a scientific research paper and apply this knowledge by writing a seminar thesis 
2) Acquire knowledge on how to carry out a thorough literature review for a specific topic 

3) Develop an understanding of how to conduct empirical research 
4) Learn to apply this method by engaging in a small research project 
5) Gain experience in how to collaborate on and timely manage a research project 

6) Present and discuss the main findings and contributions of their project 
For students unfamiliar with empirical data collection, this course can serve as a suitable practice exercise for writing a master's thesis at the chairs of marketing.  

 

Course Format 
This course uses an interactive learning approach. Learning objectives shall be achieved through a mixture of lecture materials, presentations, an interactive forum for Q&As, 

individual consultations with the lecturers, as well as an independent empirical project in groups of two.  

The exact research topic will be announced on Wednesday, 3rd of November at 2 pm. 

 
Literature 
Optional readings as a preparation for this course. 

 
Impact of Artificial Intelligence on the consumer 

- Abrardi, L., Cambini, C., & Rondi, L. (2021). Artificial intelligence, firms and consumer behavior: A survey. Journal of Economic Surveys. 
- Huang, M. H., & Rust, R. T. (2021). A strategic framework for artificial intelligence in marketing. Journal of the Academy of Marketing Science, 49(1), 30-50. 
- Kietzmann, J., Paschen, J., & Treen, E. (2018). Artificial intelligence in advertising: How marketers can leverage artificial intelligence along the consumer journey. Journal of 

Advertising Research, 58(3), 263-267. 
- Pitardi, V., & Marriott, H. R. (2021). Alexa, she's not human but… Unveiling the drivers of consumers' trust in voice‐based artificial intelligence. Psychology & Marketing, 

38(4), 626-642. 
- Puntoni, S., Reczek, R. W., Giesler, M., & Botti, S. (2021). Consumers and artificial intelligence: An experiential perspective. Journal of Marketing, 85(1), 131-151.  

 
Quantitative research 

- De Vaus, D. (2001), Research Design in Social Research, Sage. 

- Groves, R., Fowler, F., Couper, M., Lepkowski, J., Singer, E., Tourangeau, R. (2009), Survey Methodology, 2nd edition, Wiley.  
- Hair, J., Black, B., Babin, B., Anderson, R. (2013), Multivariate Data Analysis, International Edition, 7th edition, Pearson.  
- Hoyle, R., Harris, M., Judd, C. (2002), Research Methods in Social Relations, 7th edition, Wadsworth Publishing. 
- Shadish, W., Cook, T., Campbell, D. (2002), Experimental and Quasi-Experimental Designs for Generalized Causal Inference, Houghton Mifflin. 

 
Mode of Communication 
Communication for any course-related matters will exclusively take place on Moodle. We will not answer individual email requests. Instead, we will open a communication 

thread for general questions in Moodle, where we can reply directly to your posts and all course members can benefit from the information we provide in our answers. 



 
Prerequisites 

- The course will be taught and evaluated in English, i.e. all lecture materials, consultations, seminar papers, and presentations will be in English. The collection of the data 
for the research projects may also take place in German, in which case the data needs to be translated for use in the seminar paper and final presentations. No other 
languages for data collection are admissible.  

- A basic understanding of statistical methods and quantitative data analysis is assumed (e.g. a previously taken Quantitative Methods course or equivalent knowledge). 
Methods of data analysis will not be discussed during this course. 

- Successful completion of the/a Consumer Behavior course is a benefit, but not a requirement.  
- The number of students that can participate in this seminar is limited. If the number of applicants exceeds the spaces available, students will be selected based on their 

grades in previous marketing classes.  

- Attending all meetings is compulsory. No exceptions will be made and absence will lead to failing the course.  
 

Examination 
In order to receive 6 ECTS course credits, hand in your seminar paper and final presentation in accordance with the deadline (Friday 21.1.2021 at 1 pm via Moodle). No alternative 
examination procedures will be offered. No exceptions will be made and late submissions will not be accepted and evaluated with a grade of 5.0. The final grade will be based on 
the final paper and data collection materials provided (70%), the final presentation (20%) and the interim presentation (10%). Active participation in the discussions of the other 
course participants’ presentations counts into the presentation grades. 

 

Expectations for the seminar paper: 

Please carefully read the thesis manual provided on the website of the chair of marketing (https://www.wiwi.europa-uni.de/en/lehrstuhl/mm/marketing/lehre/Seminar--und-
Abschlussarbeiten/index.html). General guidelines for writing a seminar thesis will apply and can be found in the thesis manual. However, please note that for this seminar you will 
be writing an empirical (not just a theoretical) seminar paper. Thus, additional requirements above and beyond a theoretical thesis are as follows:  

- The final paper must not exceed 15 pages including references/bibliography.  

- Since this is a research methods course, we expect a thorough description of the data collection method you applied and a reasoning for the study design choices made.  

o Surveys: please provide the final questionnaire and scales used in the appendix (does not count towards the 15 page limit) and upload the data to Moodle in a 

separate file (Excel or SPSS). 

o Experiments: in addition to the final questionnaire and scales please provide the manipulations (stimuli) in the appendix. 

- In summary, the submission files to be uploaded are: one file with your data, one file with your final thesis paper consisting of maximum 15 pages of text including 

references/bibliography; plus appendix of the additional data collection information requested above and one file with your final presentation.  

- Each student will receive an individual grade at the end of the seminar. Therefore, please clearly indicate your individual contribution to the paper and presentation, that 

means, which part of the paper and presentation each student wrote/created. Please note: Individual parts are mandatory. However, in addition you may also submit 

parts that have been created together.  

 

Slides and all other materials 
All materials relevant for the lecture will be uploaded on Moodle (https://moodle.europa-uni.de).  
 

Application Procedure 
Via Moodle: https://moodle.europa-uni.de  LS Marketing (Brunk & Eisend) (Bewerbungsverfahren) 
In order to apply, please fill in the application form adding a record of your grades (“Notenausdruck” for bachelor and master). We accept records in German or English. If you have 

https://moodle.europa-uni.de/
https://moodle.europa-uni.de/


a different grading system at your home university, please make sure to convert your grades to the German grading system. 
Please note: Once accepted to participate in the seminar, we will inform you via email. Only after you successfully confirm your participation in the seminar, the instructor will 
add you to the course in Moodle. If you do not confirm your participation by the deadline given in the email, we reserve the right to give your spot to another applicant.   
 
Course materials 
All course materials will be uploaded on Moodle (https://moodle.europa-uni.de).      
 

 

Contacts 
Dominika Niewiadomska 
Niewiadomska@europa-uni.de 
(HG, Room 050) 

Anna Rößner 
Roessner@europa-uni-de  
(HG, Room 049) 

 
In case of the course taking place via Zoom: Please note the following data protection notice and right of objection 
For courses and lectures held on Zoom, Zoom’s data protection regulations apply (https://zoom.us/privacy). 
You have the right to obtain disclosure of the personal data collected by Zoom and other information related to the processing of your personal data (Art. 15 GDPR). If you wish to 
exercise this right, please contact datenschutz@europa-uni.de. We will support you in obtaining disclosure of the processing of your personal data by Zoom. 
We will also support you in requesting from Zoom: 

- Correction and, if necessary, completion of this data (Art.16 GDPR) and 
- Deletion of your personal data (Art.17 GDPR) or restriction of processing of such data (Art. 18 GDPR) 

You have the right to object to the use of your personal data in the context of a lecture or course (Art. 21 GDPR). If you want to make use of this right, please contact online- 
lehre@europa-uni.de. 
You can also directly contact the Viadrina data protection officer (datenschutz@europa- uni.de). 

 

https://moodle.europa-uni.de/
https://zoom.us/privacy
mailto:datenschutz@europa-uni.de
mailto:lehre@europa-uni.de

