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Artificial intelligence (AI) can perform an increasing number of tasks, also in the creativity domain. 

How do consumers perceive the use of AI in this context? Can only humans be creative? This is an 

exploratory topic. You will need to conduct an experiment.  

 

Please send your application to Armin Granulo (armin.granulo@tum.de). The deadline for your 

application is May 10. If you are assigned to this topic, you will be notified until May 17. This means 

you will only hear back from me if you are assigned to the topic (I am very sorry for that). 
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