Neue Schriften zur Online-Forschung 7

Mobile Market Research

Bearbeitet von
Emanuel Maxl, Nicola Déring

1. Auflage 2009. Taschenbuch. 352 S. Paperback
ISBN 978 3 938258 70 5
Format (B x L): 14,2 x 21,3 cm
Gewicht: 498 g

Weitere Fachgebiete > Ethnologie, Volkskunde, Soziologie > Soziologie > Empirische
Sozialforschung, Statistik

Zu Leseprobe

schnell und portofrei erhaltlich bei
o®0

beck-shop.de

DIE FACHBUCHHANDLUNG

Die Online-Fachbuchhandlung beck-shop.de ist speziaisiert auf Fachbiicher, insbesondere Recht, Steuern und Wirtschaft.

Im Sortiment finden Sie alle Medien (Blicher, Zeitschriften, CDs, eBooks, etc.) aller Verlage. Erganzt wird das Programm

durch Services wie Neuerscheinungsdienst oder Zusammenstellungen von Biichern zu Sonderpreisen. Der Shop fihrt mehr
als 8 Millionen Produkte.


http://www.beck-shop.de/Maxl-Doering-Mobile-Market-Research/productview.aspx?product=384478&utm_source=pdf&utm_medium=clickthru_ihv&utm_campaign=pdf_384478&campaign=pdf/384478
http://www.beck-shop.de/trefferliste.aspx?toc=9616
http://www.beck-shop.de/trefferliste.aspx?toc=9616
http://www.beck-shop.de/fachbuch/leseprobe/9783938258705_Excerpt_001.pdf

Emanuel Maxl / Nicola Doring / Astrid Wallisch (Hrsg.)

Mobile Market Research

Herbert von Halem Verlag



Bibliografische Information der Deutschen Bibliothek
Die deutsche Bibliothek verzeichnet diese Publikation
in der Deutschen Nationalbibliografie; detaillierte
bibliografische Daten sind im Internet iiber
http://dnb.ddb.de abrufbar.

Emanuel Maxl / Nicola Déring / Astrid Wallisch (Hrsg.):
Mobile Market Research

Neue Schriften zur Online-Forschung, 7

Koln : Halem, 2009

This work is subject to copyright. All rights are reserved, whether the
whole or part of the material is concerned, specifically the rights of
translation, reprinting, reuse of illustrations, recitation, broadcasting,
reproduction on microfilm or in any other way, and storage in data banks.
Duplication of this publication or parts thereof is permitted only under
the provisions of the German Copyright Law of September oth, 1965, in
its current version, and permission for use must always be obtained from
Herbert von Halem Verlag. Violations are liable to prosecution under the
German Copyright Law.

© 2009 by Herbert von Halem Verlag, Cologne, Germany

ISBN 978-3-938258-70-5
http://www.halem-verlag.de
E-Mail: info@halem-verlag.de

TYPESETTING: Herbert von Halem Verlag

PRINT: FINIDR, S.R.0. (Czech Republic)

COVER DESIGN: Claudia Ott Grafischer Entwurf, Diisseldorf
Copyright Lexicon ©1992 by The Enschedé Font Foundry.

Lexicon® is a Registered Trademark of The Enschedé Font Foundry.



Content

I. INTRODUCTION / BASICS

EMANUEL MAXL /| NICOLA DORING / ASTRID WALLISCH
Introduction

EMANUEL MAXL
Mobile Market Research:
Analysis through the Mobile Phone

II. PSYCHOLOGICAL & CULTURAL FRAMEWORK

NICOLA DORING
Psychological Aspects of Interviewing by
Cellular Telephone

CORINNA PEIL
Mobile Communications in Japan:

On the Potential of Enhancing Ethnographic
Oriented Research Methods with a

Cultural Studies Approach

III. MOBILE SURVEY

TANJA PFERDEKAMPER / BERNAD BATINIC
Mobile Surveys from a technological perspective

ASTRID TARKUS
Usability of Mobile Surveys

11

40

81

116

134



IV. FIELDS OF APPLICATION

HAIRONG LI /| LESLIE TOWNSEND 161
Mobile Research in Marketing:
Evolution, Barriers, and Applications

INGVAR TJOSTHEIM 184
The Mobile Phone in Market Research:

Four Decision Making Topics Market Research

Companies Need to Address

V. EXAMINING DATA QUALITY

SVEN NICOLAI 205
Representativity of Mobile Data Collection
Based on the Example of Germany

BRITTA BUSSE / MAREK FUCHS 217
Relative Coverage Biases for Mobile Phone
and Mobile Web Surveys

SVEN NICOLAI 237
Incentives for Incentives: Short Message Service Based
Customer Satisfaction Survey of HappyDigits Customers

ANDRE ROMANO 247
Similarities and Differences between Telephone, Web and

WAP Surveys: Theoretical Considerations and

a Case Study



VI. CASE STUDIES

Push Studies in the Context:

ASTRID WALLISCH / EMANUEL MAXL
A customer satisfaction study for Vodafone live

WOLFGANG NEUBARTH / ULRICH MAIER
Banner Recruitment in Mobile Surveys

Contextual Pull Studies:

SIGRID STUDLER /| EMANUEL MAXL
Using the Mobile Phone in Qualitative Trend Research

FIONA BLADES
Real-Time Insights for Axe/Lynx

Authors
Register

Abstracts

276

284

297

307

327

332

341



