
Who’s Who @ CCM? 

 

This document collects info on the people of CCM and their research interests. It 
should come in handy when you start searching for a supervisor for your thesis.  

The list is in alphabetical order based on names rather than research interest – to 
find the perfect match you will have to read about all of us. 

 

Angelica Blom  

I have a vivid fascination for the Retail industry as a whole and love everything 
that has to do with shopping. I’m especially super fascinated about factors 
affecting consumer shopping behavior like shopping motivations and/or shopping 
contexts, i.e. retail channels and retail formats. I would therefore gladly like to 
supervise Bachelor theses linked to these particular topics.  

Hanna Berg  

My research focuses on consumer response to pictures of people in marketing. 
How do the varying images of people that we encounter so often, for example in 
advertising and retailing, affect us as consumers? Right now my research topics 
include packaging with pictures of people, ads with pictures of co-creating 
consumers, product photographs in online retailing and store mannequins. 

John Karsberg  

My research is mainly about the extended effects of communication and 
advertising. I am for example very interested in the effects of advertising on 
groups other than the consumer. I argue that the same psychological 
mechanisms that make us as consumers susceptible to advertising also apply to 
other stakeholders, such as for example investors. After all, we are all humans. 
So if this is something that intrigues also you then I want to supervise your thesis. 

Magnus Söderlund  

I am professor in marketing at CCM. I like to supervise theses that challenge 
conventional assumptions and/or fill gaps in existing knowledge, preferably by 
focusing on consumers’ reactions to various marketing activities and by the 
means of quantitative data. Experiment is one of my favorite methods. Here are 
some thesis topics that I am particularly interested in:  

 Consumers’ reactions to suggestive selling (“merförsäljningsförsök”), such as 
the question “Do you also need a lighter?” asked to customers who just have 
bought cigarettes. What is the most effective way to succeed in suggestive 



selling? And is there a conflict between suggestive selling when the sales person 

first try to build a warm and personal relationship with the customer? 

 The effects of preferential treatment (i.e., some customers, but not all, are 
offered “the little extra”). Given that only some customers are given the little 
extra, what happens with those who do not receive it? People in general seems 
to be very sensitive to fairness when resources are allocated, so is it really 
considered fair that not everyone receives the same? And if “the little extra” is not 

considered fair, would it have an impact on customer satisfaction? 

 The firm’s representative (i.e., the employee) is a particularly important source 
of information for the customer who is encountering the representative, because 
human beings are sensitive to other human beings. This means that small details 
in the behavior of the firm’s representative often have an impact on customer 
satisfaction. Researchers have begun to build a catalogue of such details – for 
example, the ethnic origin of the employee, if the employee wears make-up or 
not, if the employee is tattooed, if the employee is polite etc – but many such 

aspects still remain to be examined. 

 Does satisfaction rub-off on other objects than the object that created 
satisfaction in the first place? If the customer becomes satisfied with one 
particular object, such as a store or a brand, traditional research teaches us that 
this would increase the likelihood that the customer returns to the object in the 
future. Yet is it possible that this satisfaction would also increase the likelihood 
that the customer decides to buy another object? Even a competing object? In 
other words, is it possible that satisfaction with one object puts the customer in a 
positive mood and provides the customer with wider horizons, so that other 
objects become more interesting? This has largely been ignored in existing 
research, which focuses on one single object and the customer’s relation to this 
object. 

Nina Åkestam  

I’m interested in everything about advertising that goes beyond advertising. 
Formally it's called advertising's unintended effects. They can be about anything 
from politics to beauty standards to consumers' attitudes towards minorities. I am 
especially interested in the positive unintended effects - how advertising can 
unintentionally make us happier, smarter and more creative. Right now I'm 
digging deep into how gay themes in advertising can cause such effects. It's 
important to me to not only know what advertising does to us, but also why it 
does it. To figure that out I use theories like third-person effects, signaling and 
attribution. There's A LOT to do on this topic, so if unintended effects sounds like 
something you're into, I hope I'll see you this spring! Some ideas for what we 
could work on (unless you bring your own):  

 Advertising as CSR: Can companies use their advertising to intentionally do 



good, like they would use CSR? How does that work? Attribution theory and 

third-person effects can hopefully help us here. 

 Active body types in advertising: It is well known that skinny advertising models 
bring down women's self esteem. But is it really all about the size? Could it also 
be about activity, what the model does? How do different models affect 

consumers beyond brand attitude? 

 Hate it, buy it. Sometimes, people say that advertising is all about making 
people feel bad so that they want to consume more. But is that really true? Can 
advertising bully people into shopping? How does self esteem, and self- 
objectification affect purchase intentions towards specific brands and attitudes 

towards shopping in general? 

Sara Rosengren  

My research looks at the effectiveness of novel marketing communication in 
cluttered environments. I am also interested in how clutter affects our everyday 
life and society. I would thus be happy to supervise theses dealing with the 
challenges of clutter to marketers, consumers, and society at large. My 
suggestions of topics for 2015 are:  

 Advertising and employees: Although advertising is a highly visible part of any 
organization its influence on current and potential employees remains unclear. 
What influence does communication created to cause reactions outside the 
organization (i.e., among customers) have inside the organization (i.e., among 
co-workers)? 

 Advertising equity: Some advertising is highly valued by consumers in its own 
right. Examples are Super Bowl advertising and consumers actively searching for 
and passing along advertising in social media such as YouTube. Studies show 
that this type of advertising creates advertising equity, which could be beneficial 
for the brand and media owners. Future research is, however, needed to further 
explore a) what drives advertising equity and b) what effects is might have on a 
brand and its potential media and co-branding partners. 

 Branded content: Traditional media is increasingly under pressure as 
advertisers are shifting their spending towards activities in social and digital 
media. To succeed in these settings brands have become creators of media 
content. Do consumer perceptions of such branded content differ from that of 
other media content? And if so, how does this influence their reactions to 
branded content? 

Stefan Szugalski 

My research focus on "Good and evil Corporations" and touch topics such as 



Corporate Social Responsibility, Cause-related marketing and Creative 

advertising. My research examines consumer responses to corporate actions 

considered “good" or “evil" and I intend to answer questions such as "Is 

goodness a profitable strategy? " and "Why do consumers choose products from 

evil corporations"?  

I welcome suggestions on topics in this area. My suggestions for topics are:  

 

 Cause-related marketing - does it make consumers less skeptical? 

 CSR - Is being evil and admit guilt ("I'm sorry") a profitable strategy?

 Cause-related:  Does the type of product purchased impact donation to 
beggars?

 

CCM:ers not available for thesis supervision 2015:  

 

Erik Modig  

My research focus is mainly on advertising effectiveness and how differences in 
advertisement design affect consumer attitudes and behaviors. Topics can 
include how different advertisement designs (creative or not, artistic or not, price 
focus or not etc.) influence consumers. I welcome suggestions on topics in this 
area. I will unfortunately not be able to supervise any thesis students 2015, as I 
will be on parental leave.  

Joel Ringbo  

My research area is primarily retailing and in-store marketing. I am really keen on 
quantitative analysis and statistical modeling and therefore typically supervise 
essays with that focus. Spring 2015 I will, however, not be supervising as I am 
focusing on my own research.  

Jonas Colliander  

My primary research areas are social media and word-of-mouth. Specifically, I 
am interested in how consumer decision processes are affected by consumer-
dominated media and how companies can and cannot use them in their pursuit 
of customers. Sadly, I will not be able to help you with your research in this area 
during the spring 2015 as I will then be on parental leave.  

Karina Töndevold Liljedal  

There is nothing better than research dealing with the marketing/advertising 
effects of consumer co-created products and services. Sadly, I will not be able to 



help you with your research in this area during the spring 2015 as I will then be 
on parental leave.  

Micael Dahlén  

I like research that is fun and creative. Less about finding road’s end and more 
about discovering new paths. Whether it's about happiness and self-worth, about 
the effects of being passionate or daring, or about how people create and receive 
new products: if it’s fun, I’m all for it.  
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