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Ladies and Gentlemen, honoured guests of the GOR 2009,
a very warm welcome to the
11th General Online Research Conference in Vienna.

For the second time, the General Online Research Conference is not taking place 
in Germany, but in a neighbouring European country. Since its inception, online re-
search in and about the Internet and mobile multi-media systems, has simplified 
cross border studies. Thanks to instant global accessibility, target groups can be sur-
veyed in several languages more effectively and quickly than previously. In recent 
years, the General Online Research Conference has seen an increase in the number 
of international participants. In recognition of this, and to promote easier communi-
cation, English will be the working language of our Conference for the first time.

Our keynote speakers – Professor Jon A. Krosnick from Stanford University and Hans 
Georg Stolz from ag.ma, will respectively open the Conference on Tuesday and Wed-
nesday. The keynotes represent the strengths of the General Online Research Con-
ferences: thoughtful scientific reflections are combined with high quality knowledge 
gained through experience and practice. This mixture is one-off in the international 
conference circuit. Further program highlights will be podium discussions on “Online 
election forecasts” and “Consumer 2.0”.

GREETING FROm THE DGOF
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This combination of science and practice will also be reflected in our awards. For the 
second time at the General Online Research Conference, there will be an award for 
“Best Practice in Commercial Online Market Research”. This year the prize is spon-
sored by Respondi and will be presented by marktforschung.de. Contenders will be 
AGOF, Lufthansa Technik, Porsche, Spiegel Verlag, Swisscom and Soremartec Ferrero. 
You, the audience, will be able to vote live during the proceedings, via mobiTED, to 
influence the outcome. In contrast, the “Best Research Thesis Award” announced by 
the German Society for Online Research for the first time, honours the best scientific 
contribution to online research. This will be introduced during the Conference.

Tuesday evening is party time, and the now-legendary General Online Research party 
is sponsored this year by Global Park. 

The Conference is not a virtual occurrence – it happens through hard work and the 
commitment of the Organizers working in and for online research. Without the active 
support of local Organizers: Austrian Market Research Association (VMÖ), Austrian 
Advertising Association (WWG) and the Forum for Online Research Experts, this Con-
ference could not have taken place in Vienna.

ACNielsen and GfK Austria, two large international Market Research Institutes are 
also major sponsors of  General Online Research. Thanks also go to Interrogare for 
the Conference’s catering. And to the list of businesses which also contributed to the 
Conference’s success.

Last but not least – we would like to thank you all for your participation in this Ge-
neral Online Research. In the name of the Committee of the German General Online 
Research we wish you an exciting and successful Conference.

Dr. Olaf Wenzel    Prof. Dr. Martin Welker
Chairman of the DGOF e.V.   Chair of the program committee 

GREETING FROm THE DGOF
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pORTRAITS OF THE BOARD

Prof. Dr. Martin Welker is Professor for Journalism at 
mhmk, University of Applied Sciences in Munich. His 
work includes papers on computer assisted reporting, 
social networks, and methods of online data collection. 
He is member of the board and the treasurer of the 
DGOF. He accompanied organization of GOR confe-
rences since 2002 in different positions.
He is founder and editor of the book series “New Pu-
blications on Online Research” (“Neue Schriften zur 
Online-Forschung”).

Dr. Olaf Wenzel, Senior Research Manager and Direc-
tor R&D at SKOPOS, studied Economics and Business 
Administration at the Universities of Wuppertal and 
Konstanz. In his Ph.D. Thesis he focused on the impact 
of the link structure of websites on flow experiences 
and information retrieval. He holds the position of the 
chairman of the DGOF and is the head of organiza-
tion of this year‘s GOR-conference. Beside his work for 
SKOPOS and his engagement for the DGOF he is giving 
lectures about marketing research at the University of 
Wuppertal.

DGOF‘s board consists of four persons elected by the members:
Chairman and three vice chairmen. One of them is the treasurer.
The board is elected for 2 years.
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pORTRAITS OF THE BOARD

Holger Geißler studied psychology in Heidelberg and 
Mannheim with the main focus on market and adver-
tising psychology.
He is responsible at YouGovPsychonomics for the divi-
sion Online-Research in the function of a Senior Mana-
ger. He is a member of the board of the DGOF, publis-
hed several articles on the topic of online research, and 
operates as management trainer for the BVM (German 
professional association for market researchers).

Dr. Lars Kaczmirek is a survey researcher at GESIS – 
Leibniz Institute for the Social Sciences in Germany. He 
studied psychology in Mannheim and specializes in sur-
vey design and methodology. Research interests inclu-
de optimizing costs/benefits during fieldwork, reducing 
total survey error, website evaluation, data protection, 
accessibility and usability. Recent publications include: 
Internet Survey Software Tools, in N. Fielding, R. Lee 
and G. Blank (eds.), The Handbook of Online Research 
Methods, Sage Publications, 2008, 236-254; Kaczmirek, 
L. and KG. Wolff, Survey Design for Visually Impaired 
and Blind People, Universal Access in HCI, LNCS 4554, 
Springer, 2007, 374-381.
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GREETING FROm THE LOCAL pARTNERS

Welcome to the 11th GOR Conference in Vienna

In Viennese dialect, “gor” means “ready, finished”. The fact that online research 
is still cutting edge and far from finished will certainly be proved once again in no 
uncertain terms at this year‘s GOR, characterised as this sector is by technical and 
structural innovations.

What can you expect?
Stimulating workshops, interesting lectures, and controversial discussions are all 
going to be presented on the theme of “do more, see more, get more”. Online re-
search will identify its position, present new developments and trends, and this will 
all be taking place in an interesting and exciting environment: the lectures will be 
held at the oldest university in any German-speaking country. Vienna showcases the 
modern subject in imposing international surroundings where tradition meets inno-
vation.

The GOR 09 provides you with the optimum forum in which to exchange informa-
tion with colleagues from market research, academia, and online business on the 
subjects of advertising and marketing research, and also media and social research. 
Enjoy the opportunity to chat to the wide variety of exhibitors on their stands and 
be inspired by the lectures, which are organised in 4 streams. Find out more about 
the progress of basic research on the internet, and discover how Web 2.0 has al-
tered communication between people and, with it, online research. In addition to 
numerous lectures, a panel discussion will also take place on this key subject: “Con-
sumer 2.0 - does market research need updating?”.

The early bird meeting will take place in a typical Viennese communications centre: 
the wine tavern, known as Heuriger. Enjoy a glass of wine and the Austrian hospita-
lity. Have fun at the GOR party in the Moulin Rouge, sponsored by Globalpark, and 
have a relaxed start to the day at one of the many Viennese cafés with a melange 
and kipferl.

Our hope is that the GOR in Vienna will leave you full of enthusiasm, having acquired 
a wealth of new knowledge. If you would like to lend your support to the GOR or 
the future work of the DGOF, you can find details about membership of the German 
Society for Online Research on our website www.dgof.de.
The DGOF and the local organizers, the VMÖ (Austrian Market Research Association) 
and the WWG (Austrian Advertising Association) and the Forum for Online Research 
Experts welcome you and hope that you will enjoy your time at the GOR.
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pORTRAITS OF THE LOCAL pARTNERS

Verband der Marktforscher Österreichs (VMÖ)/
Austrian Market Research Association

Established in 1964 the Verband der Marktforscher Österreichs 
(VMÖ) is a powerful, service-oriented professional association 
for Market Research in Austria. The VMÖ is a platform to exchange knowledge and 
experience for experts who work in a professional way in all fields of market-, opini-
on- and social research in companies, institutes, agencies and media. Currently the 
Association represents about 300 members. 

Österreichische Werbewissen-
schaftliche Gesellschaft (WWG)/ 
Austrian Advertising Association

The Austrian Advertising Research Association (Österreichische Werbewissenschaft-
liche Gesellschaft WWG) is based at the Vienna University of Economics and Business 
Administration. Its main purpose is to establish a close link between science and prac-
tice in the fields of advertising, communication, and brand management. To transfer 
knowledge from research to practice and vice versa the WWG edits specialized publi-
cations, organizes professional events and funds scientific projects. Together with the 
German Advertising Research Association (Deutsche Werbewissenschaftliche Gesell-
schaft DWG) the quarterly journal “transfer – Werbeforschung & Praxis” is published. 
The WWG has approximately 1.000 members (companies, individuals, and students) 
engaged in the area of advertising, communication, marketing and marketing research.

Expertenforum Onlineforschung/
Forum for Online Research Experts

The Forum for Online Research Experts is a cross-institutional and cross-company 
platform for online researchers in Austria. They have made it their task to discuss the 
potential and limitations of online research on a broad basis. Thus, the Forum pro-
vides the opportunity to exchange experience whereby online research in Austria is 
promoted on a long-term basis and new standards relating to quality issues are set.
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WORKSHOpS

WS 1: Conducting Mobile Surveys: A Hands-On Introduction to an Innova-
tive Research Mode

Author:  Dr. Tanja Pferdekämper/Zacharias de Groote 
  (Globalpark AG, Germany)
E-Mail:  tanja.pferdekaemper@globalpark.com
  zacharias.degroote@globalpark.com

The instructors will…

(a) provide participants with a thorough introduction in the theoretical background 
of mobile research,

(b) demonstrate how researchers can design self service mobile research projects 
with Globalpark’s web-based software solution EFS Mobile Extension,

(c) provide participants with best practices in mobile survey layout and design,

(d) introduce participants to SMS as contact mode for survey participants,

(e) demonstrate how SMS/WAP-Push can be utilized for bulk invitation of mobile 
survey participants.

The aim of the workshop is to provide participants with theoretical background on 
mobile research and with working knowledge on (a) the optimal design of a mobile 
survey, choosing (b) the right invitation techniques and (c) mode-specific incentive 
strategies, (d) enhancing mobile survey participant satisfaction and (e) reducing 
dropout rates.

__________________________________________
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WS 2: Data Collection via the Web Using Free Software

Author:  Prof. Dr. Anja Göritz 
  (University of Würzburg, Germany)
E-Mail:  Anja.Goeritz@psychologie.uni-wuerzburg.de

Description of the content of the workshop:

• setting up a Web server with MySQL database
• learning to administer MySQL databases using PHPMyAdmin
• creating simple HTML forms
• using the Generic HTML Form Processor to collect data
• setting up and managing an online panel
• if time left: skip patterns, random assignment, input validation,   
 password protection.

Goals of the workshop:
Create a complete Web-based study (HTML, PHP, JavaScript) and its environment 
(Apache, MySQL, PHPMyAdmin) using software that is free for academic purposes.

__________________________________________

WS 3: Eye Tracking

Author:  Robertino Pereira 
  (Tobii Technology GmbH, Germany)
E-Mail:  robertino.pereira@tobii.com

What is eye tracking?

Eye tracking is the process of measuring either the point of gaze (“where we are 
looking”) or the motion of an eye relative to the head. An eye tracker is a device for 
measuring eye positions and eye movements. Tracking people’s eye movements has 
allowed researchers to draw conclusions about cognitive processing based on the 
characteristics of people’s gaze pattern.

Thus, eye tracking provides sensitive, unconscious, and replicable measure of on-
going cognitive processing. Eye tracking has been in a wide range of areas such as 
scene perception, visual search, reading, driving, speech-directed eye movements, 
and interactive eye tracking.

WORKSHOpS
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Vision and eye tracking

Eye movements are typically divided into fixations and saccades, when the eye gaze 
pauses in a certain position, and when it moves to another position, respectively. The 
resulting series of fixations and saccades is called a scanpath. Most information from 
the eye is made available during a fixation, but not during a saccade. The central one 
or two degrees of the visual angle (the fovea) provide the bulk of visual information; 
the input from larger eccentricities (the periphery) is less informative. Hence, the 
locations of fixations along a scanpath show what information of the stimulus were 
processed during an eye tracking session. Scanpaths are useful for analyzing cogni-
tive intent, interest, and salience.

__________________________________________

WS 4: Information and Relation Extraction from Texts, Social Network 
Analysis and Computational Thinking

Author:  Jana Diesner 
  (Carnegie Mellon University, USA)
E-Mail:  janadiesner@gmx.net

It has become fast, cheap, and easy to collect and store large amounts of mainly un-
structured text data from the web. Examples are scientific publications, governmen-
tal documents, political debates, news, emails, wikis, blogs, chats and interviews. 
These data may represent some relational or network structure, which are the input 
for social network analysis. Going from texts to networks has helped people in an-
swering questions like:

• Who are the key players in a socio-technical system, where are they loca- 
 ted, what are their tasks, and what resources or knowledge do they have?  
 Which benefits or risks does the observed network structure imply?
• How do ideas or memes emerge, spread and vanish on the internet?
• What actors promote or suppress what ideas, and with what success?

In this workshop, the participants learn how to systematically and efficiently extract 
relevant information and relations from texts, and how to perform network analysis 
on the resulting data. The attendees acquire theoretical, methodological and practi-
cal, hands-on expertise in both areas. All software that we use is free for non-com-
mercial purposes.

WORKSHOpS
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We perform various natural language processing and information extraction tech-
niques, such as identifying central topics and terms in documents and text sets, fil-
tering and normalization techniques, named entity extraction (retrieving the names 
of people, groups, places), part of speech tagging (assigning grammatical functions 
to words), and extracting relations according to predefined and user-defined catego-
rization schemata. For that, we use the AutoMap toolkit. The attendees then learn 
how to visualize and further analyze the networks in the ORA network analysis pa-
ckage, and how to interpret the results. We will also do a network analysis of emails 
(headers and bodies) with CEMAP, a subtool of AutoMap. Throughout all phases of 
the workshop we discuss empirical examples and real-world applications for the co-
vered techniques.

Transforming texts into networks involves fundamental strategies that are not only 
applicable to the task at hand, but to a wide range of scientific and everyday’s pro-
blems. These strategies are referred to as Computational Thinking (CT) - an approach 
to solving problems and understanding human behavior by using fundamental prin-
ciples of computer science (Wing, 2006). The workshop attendees are familiarized 
with CT and learn how to apply this way of thinking to our task. CT is a fundamental 
skill (such as reading, writing, arithmetic) that can be used by everyone, but it is not 
programming, and no programming skills are needed or taught in this workshop.

Participants are invited to bring a laptop to the workshop, and also to work with their 
own data instead of using the sample data that we provide. I will bring CD’s with in-
stallers for the software that we use, manuals, and sample data. The software (ORA 
and Automap, installers for major operating systems exist) can also be downloaded 
from http://www.casos.cs.cmu.edu. We screen-project the software as we work with 
it. That way, participants who are not able to bring a laptop can still fully benefit from 
the workshop.

__________________________________________

WS 5: Online Experiments

Author:  PD Dr. Ulf-Dietrich Reips 
  (University of Zurich, Switzerland)
E-Mail:  u.reips@psychologie.unizh.ch

This workshop will provide you with an up-to-date overview of basics, techniques, 
methods, tricks, and tools for Internet-based experimentation. Using a practical ex-
ample, you will learn how to conduct Web experiments that provide results within 

WORKSHOpS
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hours. For this purpose, the workshop includes a hands-on demonstration of inter-
active systems for designing Web experiments online, e.g. WEXTOR. You will learn 
about ways of dealing with issues in experimental design, security, recruitment, sam-
pling, self-selection, multiple submissions, question design, dropout, error estima-
tion, distributed experimentation, data handling, data quality, and log file analysis. 
Among other “tricks”, you will know the warm-up technique, sub-sampling proce-
dures, multiple site entry, ways to check for motivational confounding and when and 
why the high hurdle technique may work or not. You will learn how to make use of 
Web services like the free “::web experiment list::”, and of analysis tools for subse-
quent data analysis, such as Scientific LogAnalyzer.

Goals: 
Learn or review basic knowledge about Internet-based experimenting; learn a 
number of useful techniques and tricks; learn to avoid pitfalls that may make your 
experiment useless; create an experiment during the workshop; get to know several 
tools and how to use them.

__________________________________________

WS 6: Walking with Web Natives

Author:  Nick Buckley (GfK NOP, United Kingdom)
  Alison Palmer (GfK NOP Social Research, United Kingdom)
  Josephine Hansom (GfK NOP Social Research, United Kingdom)
E-Mail:  nick.buckley@gfk.com
  alison.palmer@gfk.com
  Josephine.Hansom@gfk.com     
 
A qualitative specialist and social media expert have collaborated to capture and 
bring to life the essence of the blogger, in order to provide practical guidance to web 
researchers on how best to engage with the emerging “confessional society”.

Bloggers pursue their practice to varying degrees, act from widely differing motives, 
express their identities quite distinctively, connect with their readers in diverse ways, 
and observe different conventions one from the other. In spite of this diversity, we 
believe that bloggers have something in common, some kind of innate blogging DNA. 
To explore this, we are undertaking a unique piece of qualitative research, designed 
to get to the root of what makes a blogger “tick”. We have recruited a group of 10 
bloggers, selected to cover as wide a range of motives, styles and patterns of blog-
ging as possible, along with a diversity of location, demographics and lifestyles.

WORKSHOpS
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In the workshop, we will share our experiences and findings from this collabora-
tive project. We will provide insight into the practice of blogging, drawing upon the 
whole of the blogger’s life and identity. Seeing bloggers as representative of a class 
of confident and competent practitioners of web2.0, we have explored which other 
modes researchers might use to engage with them. We are using multi-mode com-
munications so we can comment on their preferred methods, including one-to-one 
online; over the phone; webcam interviews; IM chat; and e-mail. We are encouraging 
them to continue the conversation as a group online, via a social space that we have 
created for this purpose. We are exploring notions of commonality and shared pur-
pose amongst bloggers and the extent to which they might have a collective identity, 
simply through blogging.

As we are sustaining a continuous relationship with our bloggers, there is plenty of 
scope for interaction with workshop delegates, who will be invited to join the con-
versation online, before, during and after the session. To engage the audience on the 
day, we will involve some of our bloggers in real time in the session itself.

__________________________________________

WS 7: Mastering Online Surveys

Author:  Dr. Werner Hemsing (Globalpark Österreich GmbH, Austria)
  Ulf Klapproth (Globalpark AG, Germany)
E-Mail:  werner.hemsing@globalpark.at
  ulf.klapproth@globalpark.com
  
Online surveys are not only easier and cheaper to produce than paper-and-pencil-
surveys they also allow for a multitude of additional features which makes them 
easier to fill in for participants while at the same time improving the data quality for 
the researcher.

Still these features may prove to be a two-edged sword if not applied with care. They 
may very well hinder the participant‘s progress in the survey and/or result in reduc-
tion in data quality.

So which factors are responsible for conducting a successful online survey?

One part of the workshop will address methodological aspects of online questi-
onnaire design (e.g. reasonable use of mandatory questions and plausibility checks, 
dynamic questionnaire set-up and providing an diversified questionnaire). Another 

WORKSHOpS



. 20 

part will be dedicated to the proper analysis of the results data from different que-
stion types.

Based on examples from real life (customer surveys) we will together with the parti-
cipants compile the main criterias for a good online-questionnaire design.

The aim of the workshop is to establish ways to
... the optimal design of an online survey
... increase survey participant satisfaction and reduce drop-out rate
... make the most use of online features.

__________________________________________

WS 8: Online Surveys in Practice: Pitfalls and Factors of Success

Author:  Dr. Axel Theobald 
  (Rogator AG, Germany)
E-Mail:  a.theobald@rogator.de

In this workshop some successful and less successful online research projects will be 
presented. The goal is to identify the essential factors of success and also the main 
difficulties and most dangerous pitfalls.

The show cases are taken from daily research practice and from different areas of 
online research (customer survey, employee survey, website survey etc.).

They represent the online researcher‘s ordinary spectrum of work.

Goals of the workshop:

• Consideration of the main factors of success in online surveys
• Avoidance of pitfalls diminishing success
• Giving general insights to the daily practice of online research.

__________________________________________

WORKSHOpS
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Prof. Dr. Jon A. Krosnick, Stanford University, US

Money for Surveys: What about Data-Quality?

Online surveys of the general public are currently being conducted with two sorts of 
samples: (1) probability samples, recruited through RDD phone calls or face-to-face 
visits to respondents‘ homes, or (2) groups of people who are not selected from the 
population of interest by probability sampling and instead volunteer to do occasional 
online surveys for money (in response to online ads or email invitations).  To compare 
the quality of data obtained from these two sorts of samples, we have conducted a 
series of studies in which the same questionnaire was administered simultaneously 
by an RDD telephone interviewing organization and/or a probability-sample online 
survey organization and/or a face-to-face interviewing organization plus one or more 
online survey groups that employ non-probability samples.  

Six sets of issues are explored in this work: 
(1) How closely do non-probability samples and probability samples resemble the 
populations they are intended to mirror in terms of demographic variables not used 
for respondent selection or quotas?

(2) How closely do non-probability samples and probability samples resemble the 
populations they are intended to mirror in terms of non-demographic variables that 
can be benchmarked using actuarial records (e.g., possession of a driver’s license or 
passport, subscribing to a particular magazine, voting in an election) or surveys of 
probability samples with extremely high response rates (e.g., frequency of smoking 
cigarettes)?

(3) How closely do non-probability samples and probability samples resemble one 
another in terms of correlations between measures?

(4) How closely do non-probability samples and probability samples resemble one 
another in terms of the rank ordering of objects (e.g., in terms of the frequency with 
which various products are purchased or the proportion of people who know the 
definitions of various words)?

(5) How closely do non-probability samples and probability samples resemble one 
another in terms of the trends over time that they document? 

(6) How closely do non-probability samples and probability samples resemble one 
another in terms of the results of experiments embedded in the surveys?

KEYNOTE I
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The studies shed light not only on the similarity and accuracy of results from pro-
bability and non-probability samples but also shed light on how shifting mode from 
face-to-face interviewing to telephone interviewing to internet data collection af-
fects the results obtained by researchers. Thus, it is possible to reach conclusions 
about whether decreasing cost and increasing speed of data collection can be ac-
complished without reducing data accuracy. The work supports a series of surprising 
conclusions about optimal survey methodology.

KEYNOTE I

Prof. Dr. Jon A. Krosnick is author of four books and 
more than 140 articles and chapters. He conducts re-
search in three primary areas: (1) attitude formation, 
change, and effects, (2) the psychology of political be-
havior, and (3) the optimal design of questionnaires 
used for laboratory experiments and surveys, and sur-
vey research methodology more generally. Prof. Dr. 
Krosnick currently has positions at the University of 
Stanford as the Frederic O. Glover Professor in Huma-
nities and Social Sciences, Professor of Communication, 
Professor of Political Science, Professor of Psychology 
(by courtesy), and is the Associate Director at the Insti-
tute for Research in the Social Sciences (IRiSS). 
His questionnaire design work has illuminated the co-

gnitive and social processes that unfold between researcher and respondent when 
the latter are asked to answer questions, and his on-going review of 100 years worth 
of scholarly research on the topic has yielded a set of guidelines for the optimal de-
sign of questionnaires to maximize reliability and validity. His recent work in survey 
methodology has explored the impact of mode of data collection (e.g., face-to-face, 
telephone, Internet) on response accuracy and the impact of survey response rates on 
substantive results. 



23 .

KEYNOTE II

Hans Georg Stolz, 
Arbeitsgemeinschaft Media-Analyse e.V. (ag.ma), Germany 

Trends in online measurement: 
From visits and clicks to blogs and engagement.

Online measurement is an essential topic in terms of contacts, impressions, reach, 
click rates, search results, conversions and, of course of  revenue. Therefore all online 
marketing companies nowadays spread their offers from being a converting order 
and sales supplier to a communication channel armed with all advantages for being 
an effective vehicle to successfully accompany brands, products, and services along 
the whole funnel from awareness and image building, involvement, identification, 
finally to a loyal client.

In times where classical media is going to be shaken by various online marketing 
facilities with different functions and engagement patterns the development of me-
dia convergence puts additional weights on their rights to exist and being used as 
basic advertising channels within integrated crossmedia campaigns. It is obvious that 
measurement currencies has to be redefined when the so-called Three-Screen-Set of 
potential media (online, mobile and tv) diffuse its stimuli on one or two different de-
vices worn in a 24/7-period by the user whereas other paper media seems to loose 
their original strength and impact potential.

This speech reflects the on- and offline measurement currencies and gives an out-
look to a new stadium which reflects the strength and weaknesses of both old and 
new contact options in the sphere of measurability, comparability, and qualitative 
evaluation in a convergent media environment. 



. 24 

Hans Georg Stolz is based in Mainz near Frankfurt, 
Germany. He graduated in communication sciences 
in 1987 and started his career as a researcher at Ca-
rat Germany where he was fastly responsible for the 
East European area after the fall of the Berlin wall. He 
collected several experiences in the media business at 
Saatchi & Saatchi and Sat.1, one of the leading private 
TV-stations in Germany. In 1995 he went back to Carat 
Germany as a managing director research and strate-
gy. In 2002 he started with his own company as part-
ner in Finkenauer & Stolz Solutions. Since 2000 Georg 
is also chairman of the German AGMA in Frankfurt, 
the joint industry company for the “sui generis” media 

analyses and currencies for print, radio, outdoor, and online media. In addition he 
recently gives lessons at the Johannes Gutenberg University in Mainz.

KEYNOTE II
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Best Practice Award 

After the big success in Hamburg, the GOR 09 is going to host the contest "best prac-
tice in commercial online market research" for the second time. Contributions derive 
from AGOF, Lufthansa Technik, Porsche, Spiegel Verlag, Swisscom and Soremartec 
Ferrero. The studies are presented by their authors in 2 sessions.

The winner of the award will be elected by the jury (Wolfgang Koch, Hessischer Rund-
funk, Rolf Pfleiderer, TNS Infratest Media Research, Dr. Anke Müller-Peters, Marktfor-
schung.de, Dr. Otto Hellwig) and by the audience via mobiTED.

Contributions:
Althoff, Stefan (Lufthansa Technik):
“Personalization as Strategy to Increase Response Rates”

Linden, André (SOREMARTEC S.A.Groupe Ferrero)/Heibter, Judith (Dialego AG):
"The World of Coffee" - Online Research highlights the Italian Coffee Culture 

Manouchehri, Anja (SPIEGEL-Verlag)/Förstel, Henner (YouGovPsychonomics):
Case study "Online Streaming-Ads"

Manouchehri, Anja (SPIEGEL-Verlag)/Gauert, Stefanie (YouGovPsychonomics):
"AGOF internet facts - increasing the response rate for onsite-surveys"

Dr. Paar, Isabel/Dr. Urbahn, Julia (Customer Insights, Swisscom (Schweiz) AG):
Implementation of a reaction time tool for brand measurement at Swisscom 

Einhorn, Martin/ Klein Reesink, Thomas / Löffler, Michael (Porsche AG):
Methodological and practical advantages of using online research as a tool for
improved customer satisfaction

BEST pRACTICE AWARD
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BEST pRACTICE AWARD

Author:  Althoff, Stefan 
  [Lufthansa Technik AG, Germany]
E-Mail:  stefan.althoff@lht.dlh.de

Personalization as Strategy to Increase Response Rates

What can be done to increase the response rates of Web surveys? There are many 
well known strategies. A result of a Bachelor Thesis in 2007: A high degree of per-
sonalization in mix-mode surveys can lead to higher response rates. The market re-
search team of Lufthansa Technik transferred some of the results of this Bachelor 
Thesis to their B2B online surveys, with success.

Within this presentation we would like to show how easy it is to personalize online 
surveys and how successful this strategy is.

__________________________________________

Author:  Linden, André [SOREMARTEC S.A.Groupe Ferrero, Belgium]  
  Heibter, Judith [Dialego AG, Germany]
E-Mail:  Andre.LINDEN@ferrero.com
  judith.heibter@dialego.de

“The World of Coffee” – Online Research highlights the Italian Coffee 
Culture

Coffee has become increasingly trendy and especially the Italian coffee culture is 
referred to when speaking about coffee. It seems to be the defining culture when it 
comes to positioning, labelling and naming coffee products.

But how do Italians themselves consider their coffee culture? And how do non Itali-
ans e.g. Germans view coffee drinking?

The intention of the study was to find out how coffee and especially the Italian cof-
fee is perceived by Italians and Germans and gain deeper insights into why coffee is 
considered as trendy and what is special about coffee in general and Italian coffee 
in particular?
A sample of 100 respondents from both countries were asked to report about their 
experiences with coffee and the importance of coffee in their daily life. In an addi-
tional question, both nationalities were invited to refer specifically toward Italian 
coffee. The intercultural comparison was of interest.
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The study showed that drinking coffee is based on extensive experiences and that 
it works in various dimensions (e.g. stimulation, relaxation, etc.). It is strongly con-
nected to emotional aspects and thus the results showed that the desire for drinking 
coffee is driven by rational behaviour as well as by more subconscious motivations.

The methodology used was an asynchronous conversation platform which enabled 
respondents to take part in the survey any time during the 14 days field period. A 
moderator accompanied the survey with the goal of creating a lively conversation.

As report, a semantic network, consisting of respondents’ tags as well as synonyms 
defined by an analyst gave aggregated consumer insights.

The study deepened the understanding of coffee culture in both countries and their 
specific relation of each country to coffee respectively Italian coffee. The analysis 
showed that the assumed differences between the Italian and German coffee cul-
tures were less important than expected.

The findings of the study confirmed the clients’ tendency toward a paradigm shift 
from seeing coffee to be relaxing as well as stimulating.

__________________________________________

Author:  Foerstel, Henner [YouGovPsychonomics AG, Germany]
  Manouchehri, Anja [SPIEGEL-Verlag, Germany]
E-Mail:  henner.foerstel@psychonomics.de
  anja_manouchehri@spiegel.de

AGOF internet facts – increasing the response rate for onsite-surveys

Since 2005, the “Arbeitsgemeinschaft Online Forschung” (AGOF) has quarterly been 
publishing the internet facts – core data on internet use and e-commerce in Germa-
ny. The internet facts identify the coverage and structural data of all market-consti-
tutive German online advertising media, forming a central planning criterion in the 
area of online advertising. For guaranteeing for a valid definition of an advertising 
medium’s coverage, a three-pillar-model forms the methodological basis of the in-
ternet facts, consisting of the technical measurement of usage data plus a populati-
on representative telephone survey as well as an onsite-survey for the collection of 
socio-demographic data and information on PC usage.

BEST pRACTICE AWARD
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For a detailed optimisation of the invitation- and survey-process and for a higher 
response rate in the onsite-survey in the future, the AGOF commissioned psychono-
mics with the conduction of a market research study. The aim of this study was to 
identify the central problems as well as to develop possibilities for optimally increa-
sing the response rate and minimising the total dropout rate.

__________________________________________

Author:  Einhorn, Martin; Klein Reesink, Thomas; Löffler, Michael 
  [Dr. Ing. h. c. F. Porsche Aktiengesellschaft, Germany]
E-Mail:  martin.einhorn@porsche.de

It’s all about customer satisfaction – Advantages and limitations of online 
surveys in applied research

Porsche AG has been conducting a customer satisfaction study in sales and after sales 
for many years. The satisfaction survey is conducted worldwide. It used to be a mail 
only survey. Step by step Porsche provided its customers with an online option. Cu-
stomers are first contacted with a mail questionnaire and can than choose whether 
they send back the mail questionnaire or answer via online-questionnaire.
This procedure provides Porsche with unique samples. First, these samples consist 
of up to 6.500 real customers per year in the US and up to 7.000 real customers per 
year in Germany. Secondly, the samples provide an unique international comparison 
of on- and offline differences. Third, it allows for comparisons in different years and 
time series analysis. Fourth, by strictly focussing Porsche drivers the study addresses 
a target group which is not open for general market research and highly representa-
tive for premium and luxury goods.

Based on these large international sample sizes the presentation clearly illustrates 
that:

1) Online results are as reliable and valid as offline results, without exception for the 
US and with minor limitations for Germany.
2) Over time reliability and validity (Herrmann et al. 2008; Heidbrinck 2006) has im-
proved for most questions.
3) Online surveys provide additional practical and methodological advantages: On-
line respondents give more complete and more detailed information. Thus online 
answers tend to be less biased by missing values than mail surveys (Decker/Wagner 
2008).

BEST pRACTICE AWARD
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4) In the US there is no difference between online and mail respondents. In Germa-
ny online respondents are more modern and therefore more appropriate for most 
future oriented studies.

The presentation addresses needs and interests of applied research on client side 
and also provides beneficial insights for other researchers about reliability, validity 
,and usefulness of online research in business contexts.

__________________________________________

Author:  Förstel, Henner [YouGovPsychonomics AG, Germany]
  Manouchehri, Anja [SPIEGEL-Verlag, Germany]
E-Mail:  henner.foerstel@psychonomics.de
  anja_manouchehri@spiegel.de
 
Spiegel-Verlag/youGovPsychonomics AG: Online Streaming-Ads

Case study “Online Streaming-Ads”

DER SPIEGEL, a German weekly magazine focusing on politics, is Europe’s largest and 
one of the most influential magazines, having 6.03 million readers and a circulation 
of more than one million per week. The magazine’s online version SPIEGEL ONLINE 
was launched as the first online news magazine worldwide in 1994.
Quality Channel, founded in 1998, is the SPIEGEL Group’s online marketing associa-
tion. They wanted to test the effectiveness of streaming ads compared to analogous 
formats on TV. Particularly for short clips (10-15 seconds), it was to be analyzed to 
what extent they are as efficient on TV as they are when employed online.
The aim was to measure the efficiency and effectiveness of advertising spots on the 
internet compared to TV. The results would be employed to draw conclusions on 
the levels of perception and, thus, contribute to a cost-benefit analysis of the cross-
media strategy. The central objectives of the study can be summarized as follows:

• In which way are streaming ads perceived and recalled compared to TV  
 ads?
• Which contents are rather recalled, depending on the medium? Do the  
 media differ with regard to the perception of the core message?
• If the ads are identical, is the same image of the advertising medium con- 
 veyed on TV as well as online – or are there specific image-effects caused  
 by the medium internet (e.g. modern, efficient, low-priced, etc.)?

BEST pRACTICE AWARD
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Quality Channel commissioned psychonomics’ experts with the conduction of this 
survey. For guaranteeing satisfactory insights, psychonomics decided to simultane-
ously test the ad online and on TV, and also to provide an a priori baseline measure-
ment.

Three different samples, all members of our online panel, were invited to take part. 
The first sample was needed for the baseline measurement of the aided and unaided 
advertising recall and recognition. Subsequently, of the two other simultaneously 
surveyed samples, one was asked to look at an online format and evaluate a film, 
whereas the other one was to rate a TV show. This “trick” was employed so the recall 
and recognition of the ads could be tested under realistic conditions, particularly 
taking the factor of distraction into account. 

For the online test, the streaming ad was placed on the website, thus competing with 
the site’s content as well as with banner ads on the same page. Directly after visiting 
the website, the respondents were surveyed with respect to their aided/unaided 
recall and recognition of the ad, the brand awareness, their buying disposition as 
well as the brand image. For the TV test, the participants were to watch (and see-
mingly rate) a certain show – the ad was only shown in the commercial break. After 
the show was finished, this sample directly had to complete an online test, also with 
regard to the same criteria as above.

The results provided Quality Channel with useful insights for their media planning 
and marketing strategy.

__________________________________________

Author:  Paar, Isabel; Urbahn, Julia 
  [Swisscom AG, Schweiz]
E-Mail:  Isabel.paar@swisscom.com
  julia.urbahn@swisscom.com

Implementation of a reaction time tool for brand measurement at
Swisscom

In 2008, Swisscom developed a new brand positioning and appearance, which has 
been launched in March. Basis for the new identity was a model of generic emo-
tions or motives, as used in Neuro-sciences nowadays. In order to capture implicit 
knowledge about brand values, which customers associate with Swisscom and other 

BEST pRACTICE AWARD
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brands, we started to experiment with reaction time measurement (RTM). Instead 
of asking customers to use scaled judgements like “how strongly they agree to Swis-
scom being innovative”, respondents have to use two computer keys to accept or 
not accept the connection between the words Swisscom and Innovation. The times 
between displaying the words and the customers’ reaction by pressing the button, 
are recorded.

Basis for our trials was the Swisscom owned online panel Intervista, which allowed us 
testing different methods in a cost efficient way. In our first test of RTM, we worked 
together with a consultancy with good experience in Neuro-psychology. We simply 
applied their operationalization (a fix set of key words) of the model. In several qua-
lity and method checks, we found out, that:

• In general, the RTM provides relevant results.
• However: lengths and complexity of key words have influence on reaction  
 times, and
• too many key words increase complexity of analysis and comprehensi-
 bility.

Since we wanted to exploit the methods in other research studies, we asked our pro-
vider for online surveys to program our own RTM software. The goal behind this was 
to establish a standardized and fast method for pre-testing advertisements especially 
regarding to brand compliance. This allows early adjustments and thus reduces the 
risks of lauching a campaign, which transports the wrong image.

In the meantime, the tool has been used many times for pre- and post-tests of ad 
campaigns, brochures and also after touch point visits of customers.

In the presentation, we will show, how the customers experience the interview, give 
examples of a pre-test and show, how the results of the study have been used to 
improve the communication measures according to our new brand values.

__________________________________________

BEST pRACTICE AWARD
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DGOF prize “Best Research Thesis Award 2009”

In summer 2008 the German Society for Online Research (Deutsche Gesellschaft für 
Onlineforschung, DGOF) announced its Best Research Thesis Award. The prize has a 
value of 3.000,- Euros. At the GOR09 it will be given to students who have finished an 
exceptionally good thesis (Bachelor/Master/Ph.D.) in 2007 or 2008. 

The analysis of the thesis should focus on aspects of 

• method research (web surveys, online experiments, mobile surveys, mul- 
 timode data collection, statistical biases, innovative forms of data collec- 
 tion, etc) and/or
• social, organizational, or psychological consequences or aspects of mobile  
 or online communication (Web 2.0, social networking, online communi- 
 ties, E-Health, digital inequality, etc). 
 All applications were evaluated by a jury of experts in the area of internet  
 research on basis of the following criteria, if applicable. 
• innovativeness of the findings
• theoretical foundation
• adequacy of the chosen research design and, if applicable, the empirical  
 foundation
• clarity of the presentation.

The jury had the following members:

Chair:   Uwe Matzat [Eindhoven University of Technology]

Members:  Anja Göritz [University of Würzburg]

  Katja Lozar Manfreda [University of Ljubljana]

  Anabel Quan-Haase [The University of Western Ontario]

  Ulf-Dietrich Reips [University of Zurich]

  Chris Snijders [Eindhoven University of Technology]

  Sonja Utz [Free University Amsterdam]

  Martin Welker [Macromedia Hochschule für Medien und Kommunikation]

35 students submitted a thesis. The jury decided that the prize will be given to two 
outstanding submissions of the following (former) Ph.D. students:
Vera Toepoel [University of Tilburg]: A Closer Look at Web Questionnaire Design.
Jong-Eun Roselyn Lee [University of Stanford]: “A Threat on the Net”: Stereotype Threat in 
Avatar-Represented Online Groups.

DGOF RESEARCH pRIZE
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“Future of political polling - Is online an option?” 

History seems to repeats itself: not only in Austria, the headlines after the Carinthia 
elections read “all predictions were wrong”. Traditional election forecasts – a domain 
of offline interviews so far – are increasingly subject to criticism, whereas more and 
more election forecasts made with online surveys give more exact predictions of 
election results. Against this background, the question comes up which role online 
research will play for the future of polling research in Germany, Austria, as well as 
internationally.

Participants:

 •   Wolfgang Bachmayer [Managing Director, OGM, Austria]

 •   Prof. Jon A. Krosnick [Stanford University, USA]

 •   Robert Korbei [Managing Director, Die Grünen Vienna, Austria]

 •   Holger Geißler [Management Board, YouGovPsychonomics, Germany]

Moderator:  

 •   Dr. Anke Müller-Peters [Managing Director, Marktforschung.de, Germany]

pANEL

      W.Bachmayer          Prof. Jon A. Krosnick             R. Korbei                     H. Geißler            Dr. A. Müller-Peters
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pANEL

Panel discussion: Consumer 2.0—Does Market Research need an Update? 
(in German)

Are “Web 2.0” and “Semantic Web” just terms, or the trends for the future, or even 
the rescue of market research?
Topics of the discussion: 

• Status quo market research
• Relevant trends for the next years
• Which method guarantees representative results: 
 online/offline/mixed mode?
• Strategies against decreasing response rates?
• Trends in Online Panels: Are online surveys enough, or must panel provi- 
 der offer added value? Development of Incentives
• Trends in survey designs: Are technical inventions meaningful in terms of  
 methods? Will (online) researcher develop to entertainer?
 
Keynote: 
Prof. Peter Wippermann [Trendbüro]

Participants:
Andera Gadeib [Dialego AG]

Christina Giesen [Deutsche Post World Net, Market Research and Innovation GmbH]

Moderator:
Prof. Dr. Bernard Batinic [University of Linz]

      Prof. P. Wippermann                     A. Gadeib                                C. Giesen                        Prof. Dr. B. Batinic      
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6:00pm
-

7:30pm

WS6: 
Online Expe-
riments
PD Dr. Ulf-
Dietrich Reips
Location:
Room 28

WS5: 
mastering 
online sur-
veys
Dr. Werner 
Hemsing / Ulf 
Klapproth
Location:
Room 31

OVERVIEW

        Time                                                                                    program

12:00pm 
-

2:30pm

WS3:
Workshop: 
Eye Tracking  
Robertino 
Pereira
Location: 
Room 28

Monday, 06/04/2009  

12:00pm 
-

5:00pm

WS4: 
Information and Relation 
Extraction from Texts, Social 
Net-work Analysis and Com-
putational Thinking
Jana Diesner 
Location: Room 30

WS8: 
Walking with Web Natives
Nick Buckley / Alison Palmer/ 
Josephine Hansom
Location: Room 30

WS7: 
Online Surveys in Practi-
ce: Pitfalls and Factors of 
Success
Dr. Axel Theobald
Location: Room 26

WS2: 
Data Collection via the Web 
using Free Software
Prof. Dr. Anja Göritz
Location: Room 29

WS1: 
Conducting mobile surveys: 
A hands-on introduction 
to an innovative research 
mode
Dr. Tanja Pferdekämper /
Zacharias de Groote
Location: Room 24

3:00pm
-

5:30pm

5:30pm
-

6:00pm
BREAK

7:00pm
-

11:00pm

DGOF: Meeting of DGOF Members
Location: Room 7

EVENT: Early Bird Meeting
Address: 10er Marie, Ottakringerstr. 222-224, 1060 Vienna 

        Time                                                                                    program

Tuesday, 07/04/2009  

9:00am 
-

9:15am
Opening of the GOR 09 Conference by University of Vienna & DGOF

Prof. Dr. Rudolf Richter (University of Vienna)/ Dr. Olaf Wenzel (DGOF), Location: Audimax

9:15am 
-

9:30am
Welcome Note: VMÖ, WWG and Expertenforum

Location: Audimax

9:30am 
-

10:00am

Keynote I: Money for Surveys: What about Data-Quality?
Prof. Jon A. Krosnick (Stanford University), Location: Audimax



37 .

        Time                                                                                    program

OVERVIEW

10:30am 
-

11:30am

PD-1:
panel Discus-
sion 1: “Futu-
re of political 
polling - Is 
online an op-
tion?”
Chair: Dr. Anke 
Müller-Peters
Location:
Room 7

S1-Society:
Social Web & 
Civil Society
Chair: Prof. Dr. 
Martin Welker
Location:
Room 28

S1-Metrics:
Internet 
and Mobile 
metrics
Chair: Prof. Dr. 
Bernard Batinic
Location: 
Room 30

S1-DataCol:
Data Colle-
ction Using 
the Internet
Chair: Marc 
Smaluhn
Location: 
Room 31

S1-Mobile:
Mobile: Data 
Collection & 
Business
Chair: Emanuel 
Maxl
Location: 
Room 32

Tuesday, 07/04/2009  

11:30am
-

12:00pm
BREAK I: Exhibition & Coffee

12:00pm
-

1:00pm

BP-1:
Best Practice 
Session 1
Chair: Holger 
Geißler
Location:
Room 7

S2-Society:
Social Web 
& Civil
Society 2
Chair: Prof. Dr. 
Anja Göritz
Location:
Room 28

S2-Metrics:
Internet 
and Mobile 
Metrics 2
Chair: 
Prof. Dr. Martin 
Welker
Location: 
Room 30

S2-DataCol:
Data Collec- 
tion Using 
the Internet 
2
Chair: 
PD Dr. Ulf-
Dietrich Reips
Location: 
Room 31

S2-Mobile:
Data Coll-
ection & 
Business 2
Chair: 
Emanuel Maxl
Location: 
Room 32

BP-2:
Best Practice 
Session 2
Chair: 
Holger Geißler
Location:
Room 7

PD-2:
panel Dis-
cussion 2: 
“Consumer 
2.0 – Does 
Market Re-
search Need 
an Update?”
(in German)
Chair: 
Prof. Dr. Ber-
nard Batinic
Location: 
Room 28

S1-PT:
Truth and 
Lies on the 
Internet: 
Disclosure, 
Protection 
and Misre-
presentation 
of personal 
Information 
Online
Chair: Dr. Tom 
Buchanan
Associated with 
S2-PT
Location: 
Room 30

S3-DataCol:
Data Collec-
tion Using 
the Internet 
3
Chair: 
Randall Tho-
mas
Location: 
Room 31

S3-Mobile:
Mobile: Data 
Collection & 
Business 3
Location: 
Room 32

1:00pm
-

2:00pm
LUNCH I: Lunch & Exhibition

2:00pm
-

3:00pm

3:00pm
-

4:00pm
BREAK II: Exhibition & Coffee
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OVERVIEW

        Time                                                                                    program

        Time                                                                                    program

5:15pm
-

6:15pm

S5-Society: 
Social Web 
& Civil 
Society 5 
Chair: 
Holger Geißler
Location:
Room 28

S1-Aesth: 
User 
Experience: 
Perception 
and Use of 
Websites
Chair: 
Prof. Dr. Martin 
Welker
Location: 
Room 30

S5-DataCol: 
Data Colle-
ction Using 
the Internet 
5
Chair: 
Dr. Dietmar 
Janetzko
Location: 
Room 31

S1-EH:
E-Health
Chair: 
Dr. Birgit 
Bedenk
Location:
Room 32

Tuesday, 07/04/2009  

Wednesday, 08/04/2009  

8:00pm
EVENT II: Party

The Party is sponsored by Globalpark!
Location: Moulin Rouge Vienna, Walfischgasse 11, 1010 Vienna

RA-1: DGOF prize “Best Research Thesis Award 2009”
Winners Presentation

Chair: Prof. Dr. Uwe Matzat, Joung-Eun Roselyn Lee (Stanford)
Location: Room 7

9:00am 
-

10:00am
Keynote II: From Clicks to Blogs - Trends in International Online Measurement 

Hans Georg Stolz, Arbeitsgemeinschaft Media-Analyse e.V. (ag.ma), Location: Audimax

10:00am 
-

10:30am
Break III: Exhibition & Coffee

S4-Society:
Social Web & 
Civil Society 
4
Chair: 
Dr. Jan Schmidt
Location: 
Room 7

S4-DataCol: 
Data Collec-
tion Using 
the Internet 
4
Chair:
Prof. Dr. Frank 
Faulbaum
Location: 
Room 28

S2-PT: 
Truth and 
Lies on the 
Internet: 
Disclosure, 
Protection 
and Misre-
presentation 
of personal 
Information 
Online
Chair: Dr. Tom 
Buchanan
Associated with 
S1-PT
Location: 
Room 30

S1-Vid: 
Video Con-
tent
Location: 
Room 31

S1-Busin: 
Business on 
the Web
Chair: 
Jana Diesner
Location: 
Room 32

4:00pm
-

5:00pm

5:15pm
-

5:45pm
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        Time                                                                                    program

10:30am
-

11:30am

12:00pm
-

1:00pm

2:00pm
-

3:00pm

S7-Society: 
Social Web 
& Civil 
Society 7
Chair: 
Prof. Dr. Uwe 
Matzat
Location:
Room 28

S1-Blog: 
Weblogs as 
Research 
Tools and So-
cial Platforms
Chair: Prof. Dr. 
Martin Welker 
Location:
Room 30

S7-DataCol: 
Data Collec-
tion Using the 
Internet 7
Chair: Dr. Olaf 
Wenzel
Location:
Room 31

S10-DataCo: 
Data Collec-
tion Using the 
Internet 10
Chair: 
Dr. Wolfgang 
Bandilla
Location: 
Room 32

RT-2: 
Round 
Table 2 “Data 
Collection on-
line: Can do, 
must (not) do, 
Should do”
Chair: Frank 
Lüttschwager, 
Jana Diesner
Location:
Room 7

S6-Society: 
Social Web & 
Civil Society 6
Chair: 
Prof. Dr. Martin 
Welker
Location: 
Room 28

S1-Exp: 
Experiments 
Online
Chair:
Dr. Lieselotte 
Stalzer
Location: 
Room 31

RT-1: 
Round 
Table 1
“Classifying 
Dyadic Inter-
actions - The 
example of a 
virtual marri-
age market”
Location: 
Room 32

S6-DataCol: 
Data Collec-
tion Using 
the Internet 6
Chair: Dr. Wolf-
gang Neubarth
Location: 
Room 7

S8-Society: 
Social Web & 
Civil Society 8
Chair: Prof. Dr. 
Bernard Batinic
Location: 
Room 28

 S12-DataCo: 
Data Collec-
tion Using the 
Internet 12
Chair: 
Dr. Olaf Wenzel
Location: 
Room 31

S9-DataCol: 
Data Collec-
tion Using the 
Internet 9
Chair: Prof. Dr. 
Uwe Matzat
Location: 
Room 32

Wednesday, 08/04/2009  

Poster: Postersession

Lunch II: Lunch & Exhibition

11:30am 
-

1:00pm

1:00pm 
-

2:00pm

OVERVIEW

3:30pm 
-

4:30pm

S13-DataCo: 
Data Collec-
tion Using 
the Internet 
13 
Chair: Prof. Dr. 
Martin Welker
Location: 
Room 28

S9-Society: 
Social Web & 
Civil Society 9
Chair: 
Dr. Olaf Wenzel
Location: 
Room 30  

S14-DataCo: 
Data Collec-
tion Using
the Internet 
14
Chair: 
Holger Geißler
Location: 
Room 32

4:30pm
-

4:45pm
A3: Farewell and Outlook GOR 2010
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Respondents’ Evaluations of Questionnaires: A Single-Item Open-Ended 
Instrument for Quality Control in Online Surveys

Survey	researchers	who	regularly	conduct	online	surveys	may	wish	to	monitor	and	
ensure	the	quality	of	surveys.	From	a	respondent’s	perspective	the	quality	of	a	sur-
vey	manifests	itself	as	attitudes	towards	the	survey.	The	attitudes	can	be	assessed	
with	questions	concerning	the	satisfaction,	the	cognitive	burden	and	other	survey	
related	issues.	However,	these	scales	do	not	explain	why	a	specific	survey	was	ra-
ted	as	very	good	or	poor	compared	 to	other	 surveys.	Furthermore,	 the	available	
instruments	for	attitudes	towards	surveys	are	unsuited	for	regular	implementation	
because	of	their	length.	We	propose	a	single-item	open-ended	question	which	can	
both	be	easily	 implemented	 in	each	survey	and	which	provides	more	 insight	 into	
respondents’	perception	of	a	survey	than	rating	scales.	To	allow	computer-assisted	
content	 analysis	of	 the	answers	we	developed	a	dictionary.	 The	dictionary	 is	 ba-
sed	 on	 6	 online	 surveys	 including	 different	 topics	 and	 samples	 (6694	 completed	
questionnaires,	4150	answers	to	the	item).	The	validity	coefficient	for	the	automa-
tic	 coding	 regarding	 the	 two	central	 aspects	of	positive	and	negative	evaluations	
is	 .951.	A	comparison	between	participants	and	their	answer	 tendencies	showed	
the	following	results:	Women	have	a	higher	tendency	towards	positive	evaluations	
than	men.	Whereas,	higher	educated	and	older	respondents	show	a	tendency	to	
more	negative	answers.	The	content	of	 the	answers	fits	 into	 the	 theoretical	 con-
cept	of	respondent	burden	(Bradburn	1978).	The	dictionary-based	approach	allows	
calculation	of	a	satisfaction	index	for	each	survey	similarly	to	the	use	of	rating	sca-
les.	Additionally,	the	proposed	open-ended	question	captures	a	greater	variety	of	
evaluation	dimensions	than	rating	scales.	Respondents	can	evaluate	the	issues	they	
themselves	find	most	relevant	concerning	the	quality	of	a	given	survey.	On	the	one	
hand	survey	researchers	are	able	to	assess	whether	a	survey	receives	a	poor	evalu-
ation	because	it	is	“boring”	or	“too	personal”.	On	the	other	hand	a	good	evaluation	
can	be	caused	by	“interesting”	questions	or	because	it	is	“important”.	The	proposed	
one-item	instrument	allows	survey	researchers	to	track	the	quality	of	their	surveys	
with	minimal	burden	for	the	respondents	while	gathering	differentiated	feedback	
regarding	the	questionnaire.
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Don‘t know and no opinion responses in Web surveys

Among	the	many	issues	faced	by	Web	survey	designers	is	whether	to	offer	an	expli-
cit	“Don’t	Know”	or	other	non-substantive	response.	Prior	research	has	demonstra-
ted	that	the	presence	or	absence	of	a	non-substantive	response	option	can	have	a	
significant	impact	on	both	the	level	of	item	nonresponse	and	the	distribution	of	sub-
stantive	responses.	This	paper	reports	on	an	experiment	that	tests	three	methods	
for	handling	of	non-substantive	responses:	(1)	No	DK	or	other	non-substantive	opti-
on	on	the	screen	but	respondents	are	not	forced	to	answer;	(2)	a	DK	or	some	other	
non-substantive	option	presented;	and	(3)	no	DK	or	other	non-substantive	option	
presented	but	respondents	who	do	not	answer	are	prompted	with	a	message	en-
couraging	them	to	answer.	These	formats	are	varied	across	a	number	of	different	
question	types	including	scalar	questions	presented	in	grids	and	questions	known	
to	elicit	high	levels	of	nonresponse	such	as	income.	Both	attitudinal	and	behavior	
questions	are	included.

Analysis	of	these	data	is	focused	on	the	degree	to	which	different	presentation	for-
mats	may	encourage	or	discourage	non-reporting.	A	second	analytical	issue	is	the	
impact	of	presentation	format	on	the	distribution	of	substantive	responses.	For	exa-
mple,	do	formats	that	discourage	nonresponse	generate	different	distributions	that	
those	that	do	not?	Finally,	we	are	very	interested	in	the	impact	of	different	formats	
on	 undesirable	 respondent	 behaviors	 such	 as	 straight	 lining,	 speeding,	 and	mid-
survey	termination.

 __________________________________________
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Mobile Internet adoption in Tunisia: an extended Technology Acceptance 
Model

In	the	last	decade	communication	technologies	have	seen	a	huge	progress.	With	the	
exception	of	 leading	nations	such	as	 Japan	or	South-Korea,	Mobile	 Internet	 (M.I)	
adoption	by	consumers	remains	still	slow	in	most	countries.

In	 fact,	 people	 have	 become	 equipped	with	 PDAs	 and	 cellular	 phones	 that	 have	
changed	from	being	basic	communication	tools,	to	become	multimedia	devices	with	
a	variety	of	functions	such	as	Internet	connection.	However,	even	though	users	find	
those	functions	useful,	they	are	not	easy	or	enjoyable	to	use.

Furthermore,	the	spread	of	M.I	is	taking	place	rather	quickly	in	the	Western	world	
and	there	is	a	lack	of	knowledge	about	the	emerging	situation	in	developing	coun-
tries.	This	 research	aims	 to	examine	 the	adoption	of	Mobile	 Internet	by	Tunisian	
users	as	a	new	 information	and	communication	technology.	An	extended	version	
of	Technology	Acceptance	Model	(TAM)	was	chosen	to	explain	motivations	related	
to	Mobile	 Internet	adoption	as	personal	 innovativeness,	social	 influence	and	per-
ceived	values	were	incorporated	into	the	research	framework.	The	model	was	then	
empirically	tested	by	using	survey	data	collected	from	a	sample	of	250	users	of	M.I.	
in	Tunisia	concerning	their	intent	of	adoption.	Structural	equation	modeling	(SEM)	
analysis	show	that	perceived	usefulness	(utilitarian	aspects)	and	hedonic	value	(He-
donic	attribute)	were	mediators	of	the	relationship	between	individual	psychologi-
cal	variables	and	the	intention	to	adopt	Mobile	Internet.	The	results	are	discussed	
and	theoretical	and	practical	recommendations	are	finally	addressed.

 __________________________________________
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Associative Transfer Effects at Computer Games.

Empirical	 study	 about	 transfers	 in	 shooters,	 simulations,	 and	 sport-/role-playing	
games	in	everyday	life.

The	purpose	of	this	thesis	was	to	adjust	the	disproportion	that	the	perspectives	of	
computer	game	players	are	often	neglected	by	scientific	research.	Online-Commu-
nities	were	the	primary	platform	to	get	in	contact	with	computer	players.	Based	on	
the	transfer	model	by	Jürgen	Fritz	(Cologne)	a	two-step	model	was	developed	and	
empirical	proved.	The	goal	was	to	answer	the	question	if	players	recognize	transfer	
effects	after	having	played.

First,	a	quantitative	online	survey	with	1350	gamers	in	35	online	communities	em-
pirically	proved	this	model.	A	factor	analysis	established	new	transfer	modes’	with	
categories	that	are	classified	by	high	selectivity.	They	are	linked	to	the	theoretical	
approaches	of	the	thesis	and	are	openly	designed	for	a	wide	range	of	other	trans-
fers.

Secondly,	questions	about	the	occurrence	of	transfer	effects	“When	and	how	much	
later	to	the	playtime	do	transfers	appear?”;	“Are	there	games	with	a	genuine	sui-
tability	for	transfer	effects?”	could	be	answered.	The	comparison	of	the	emotional	
involvement	with	the	different	transfers	reveals	the	gratifications	that	are	provided	
by	certain	games.

The	results	are	clear:	The	majority	of	the	players	(80%)	have	recognized	transfers	
as	 a	 positive	 aha-experience.	 The	 transfers	 provide	 unique	 functions	 and	 gratify	
different	 needs	 and	 are	 additionally	 associated	with	 different	moods	of	 the	 spe-
cific	game.	This	can	be	an	indicator	for	an	immersive	action	if	the	game’s	narrative	
content	is	valuable	for	further	interpretations.	The	results	of	the	study	defining	the	
empirical	basis	for	the	PhD	research	project	“Associative	Transfer	Effects	at	Virtual	
Reality	Gaming	Consoles	and	Computer	Games”.

 __________________________________________



.	46	

ABSTRACTS

Author:	 	 Blaney,	Vincent	
	 	 [Dynamic	Logic	Europe,	UK]
E-Mail:	 	 vincentb@dynamiclogic.com

The Mobile Brand Experience: Measuring Ad Effectiveness on the Mobile 
Web

eMarketer	predicts	mobile	advertising	to	draw	$7.5	billion	in	2009	and	$16	billion	
by	2011	worldwide.	Despite	 this	 tremendous	growth	curve,	mobile	advertising	 is	
still	finding	its	legs	as	one	of	the	newest	advertising	platforms.	Part	of	this	develop-
ment	process	is	determining	appropriate	metrics	for	marketing	success,	which	will	
become	critical	for	evaluating	ROI	and	determining	mobile’s	place	in	the	marketing	
mix.	This	submission	contributes	to	the	Mobile	Marketing	industry’s	understanding	
of	mobile	advertising	effectiveness	in	two	areas:

•	 Suggesting	standard	brand	metrics	as	an	evaluative	measure	for	marke	
	 ting	messages	on	the	mobile	web
•	 Presenting	a	repeatable,	scalable	and	proven	method	for	measuring	mo	
	 bile	advertising	effectiveness	–	AdIndex®	for	Mobile.

Presentation	will	provide	data	from	new	case	studies	demonstrating	the	impact	of	
mobile	advertising	as	a	branding	 tool.	Currently	available	case	studies	show	data	
from	mobile	ad	campaigns	for	Hampton	Inn,	New	Line	Cinema	and	Guiness.
Dynamic	Logic	currently	has	new	normative	data	from	an	estimated	21	mobile	ef-
fectiveness	studies	(through	Q1/08)	which	will	show	mobile	trends	and	allow	the	
industry	to	begin	identifying	best	practices	for	this	new	medium.	We	anticipate	at	
least	40	mobile	campaigns	completed	by	Q4/08.

Learn	how	advertisers	leverage	mobile	measurement	solutions	to:

•	 Quantify	mobile	ad	effectiveness	using	traditional	brand	metrics,	and		
	 benchmark	against	mobile	norms	(20+	campaigns	to	date)
•	 Learn	how	consumers	perceive	&	react	to	mobile	advertising
•	 Use	consumer-supplied	data	to	optimize	mobile	ad	placement,	reach	&		
	 frequency	levels
•	 Answer	questions:	At	what	point	in	decision-making	process	are	consu	
	 mers	most	receptive	to	mobile	ads?	How	does	mobile	complement	an		
	 advertiser‘s	marketing	mix?

 __________________________________________
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Understanding the willingness to participate in mobile surveys: Exploring 
the role of hedonic, affective, and self-expressive factors

Mobile	 technology	 has	 appeared	 as	 a	 new	 promising	mode	 of	 collecting	 survey	
data.	Accordingly,	the	need	to	understand	the	willingness	to	participate	in	mobile	
surveys	emerged	on	the	research	agenda.

In	trying	to	understand	mobile	survey	participation,	we	introduce,	synthesize,	and	
extend	a	set	of	factors	known	to	affect	technology	acceptance	and	use	in	general.	By	
doing	so,	we	apply,	extend	and	refine	past	knowledge	on	the	willingness	to	use	new	
technology	to	the	content	area	of	(mobile)	survey	participation	for	the	first	time.

The	multivariate	 framework	 proposed	 encompasses	 five	main	 clusters	 of	 factors	
presumed	to	be	systematically	related	to	mobile	survey	participation.	Specifically,	
these	factors	are:	(1)	utilitarian	and	functional	aspects	(costs,	perceived	usefulness,	
perceived	ease	of	use),	(2)	hedonic	aspects	(anticipated	enjoyment	in	mobile	sur-
veys),	(3)	affective	factors	(attitude	towards	participation),	(4)	normative	influences	
(subjective	normative	pressure	to	engage	in	mobile	surveys),	and	(5)	self-expressive	
aspects	of	mobile	survey	participation	(the	degree	of	self-image	congruence).	The-
se	five	major	determinants	of	mobile	survey	participation	are	synthesized	into	an	
overall	model	 and	 empirically	 (cross-)validated	with	 the	 aid	 of	 two	 independent	
samples.

As	hypothesized,	hedonic	and	affective	 factors	 (anticipated	enjoyment;	attitudes)	
exerted	the	largest	effect	on	the	willingness	to	participate,	followed	by	the	degree	
of	identity	expressiveness.	While	perceived	costs	did	not	play	a	significant	role,	fac-
tors	 affecting	 behavioral	 attitudes	 as	 specified	within	 the	 technology	 acceptance	
model	were	largely	in	line	with	expectations.

The	study	results	indicate	the	dominance	of	hedonic,	affective	and	self-expressive	
factors	in	mobile	survey	participation.	Based	on	these	results,	the	implications	for	
influencing	the	willingness	to	participate	in	mobile	surveys	will	be	discussed.	
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WebEXEC: A Short Self-Report Measure of Executive Function Suitable for 
Administration via the Internet

Assessment	of	cognitive	function	via	the	Internet	is	possible,	but	technically	com-
plex	 in	 comparison	 to	 self-report	 questionnaires.	 Self-report	 measures	 of	 cogni-
tive	function	also	have	problems,	but	are	easy	to	implement	online	and	may	give	
valuable	 insights,	 especially	 into	 people’s	 own	experiences	 of	 everyday	 cognitive	
problems.	For	example,	a	number	of	online	studies	have	examined	self-reports	of	
memory	problems.	

“Executive	function”	describes	a	collection	of	processes	making	up	the	central	exe-
cutive	component	of	the	working	memory	model,	including	planning,	task	coordi-
nation,	impulse	control,	and	attention.	Deficits	in	executive	function	are	of	clinical	
and	scientific	 interest.	A	number	of	objective	cognitive	measures	are	believed	 to	
tap	aspects	of	executive	function.	In	addition,	self-report	questionnaires	measuring	
executive	deficits	(e.g.	the	Dysexecutive	Questionnare;	DEX)	have	been	developed	
and	appear	to	have	a	degree	of	validity.	

This	project	 involved	creation	and	validation	of	a	short,	public	domain	self-report	
measure	of	executive	function	suitable	for	administration	via	the	Internet.	We	cre-
ated	a	6-item	self-report	measure	addressing	different	facets	of	executive	function	
as	a	short	web-based	form.	This	was	completed	by	78	undergraduate	participants	
(18	men,	60	women),	who	also	completed	the	self-report	DEX	and	three	objective	
cognitive	tasks:	reverse	digit	span,	a	semantic	fluency	task,	and	a	semantic	fluency	
task	with	 inhibition.	All	data	were	acquired	 in	a	 laboratory	 setting.	The	 six	 items	
appeared	 to	 form	 a	 factor-univocal	 scale	with	 adequate	 internal	 consistency	 (al-
pha=.785).	Scale	scores	correlated	strongly	and	significantly	with	the	DEX	(r=.677)	
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indicating	that	the	two	measures	have	much	in	common.	They	correlated	negatively	
with	all	three	objective	measures	of	executive	function	(r=-.284,	r=-.353	and	r=-.416	
respectively),	 indicating	 higher	 scores	 are	 associated	 with	 poorer	 performance.	
The	pattern	of	associations	between	the	DEX	and	these	three	measures	is	similar,	
though	the	correlations	for	the	new	scale	are	stronger.	We	present	the	new	scale,	
‘WebEXEC’,	as	a	quick	and	reliable	online	self-report	measure	of	executive	function.	
While	further	validation	work	is	planned,	the	evidence	so	far	suggests	the	measure	
has	a	degree	of	validity	and	may	be	suitable	for	use	in	Internet-mediated	research	
projects.

 __________________________________________
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Let‘s go formative: Continuous student ratings with Web 2.0 application 
Twitter

We	used	the	Web	2.0	internet-application	“Twitter”	as	a	platform	for	formative	eva-
luation	in	two	courses	(pilot	and	experimental	study).	After	each	 lesson,	students	
answered	evaluation	questions	via	Web-browser,	SMS,	or	Instant	Messenger.	Both	
courses	were	also	evaluated	summatively,	online	and	offline.	The	offline	summative	
evaluation	took	place	in	the	last	lecture	session.	The	online	summative	evaluation	
was	carried	out	by	the	evaluation	unit	of	the	University	of	Vienna	one	week	after	
the	offline	evaluation.

The	aim	of	our	research	was	to	find	out	if	Twitter	would	be	a	useful	instrument	for	
formative	course	evaluation.	We	also	wanted	to	verify	 if	 the	formative	evaluation	
would	come	to	the	same	conclusions	as	the	summative	online	evaluation	and	the	
summative	offline	evaluation	to	the	same	conclusions	as	the	online	summative	eva-
luation	conducted	7	days	later.	Another	point	of	interest	was	if	the	formative	evalu-
ation	would	influence	the	offline	summative	evaluation.

Participants	 were	 students	 enrolled	 in	 two	 different	 courses.	 In	 the	 pilot	 study	
(n=26),	 20	 students	 (response	 rate	77%)	participated	 in	both	 the	 summative	and	
formative	evaluation.	21	participants	(response	rate	81%)	also	filled	 in	the	official	
summative	online	evaluation.	 In	the	experimental	study	(n=40),	20	students	were	
chosen	to	take	part	 in	the	formative	evaluation	(experimental	group).	19	of	them	
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(response	rate	95%)	participated	in	the	formative	evaluation	and	15	(response	rate	
75%)	took	part	in	the	summative	evaluation	at	the	end	of	the	term.	25	participants	
(response	rate	63%)	also	filled	in	the	official	summative	online	evaluation.

Students	rated	the	evaluation	via	Twitter	as	useful.	Both	teachers	and	students	pro-
fited	 from	 this	approach.	Because	of	Twitters	 simple	use	and	 the	electronic	data	
handling,	there	was	only	 little	administrative	effort.	We	found	that	formative	and	
summative	evaluations	did	not	come	to	the	same	conclusions.	T-tests	between	the	
offline	summative	evaluation	and	the	online	summative	evaluation	revealed	no	dif-
ferences.	Also,	there	were	no	differences	between	the	control	and	the	experimental	
group	regarding	the	summative	offline	evaluation,	which	indicates	that	the	forma-
tive	evaluation	had	no	impact	on	the	summative	offline	evaluation.

 __________________________________________
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Attitude of Russians Towards Family Planning: Comparison of General Po-
pulation and Internet Users

Objectives:
To	compare	attitude	of	general	population	and	 Internet	users	 towards	abortions,	
contraception	and	monogamy,	and	to	measure	influence	of	method	of	data	collec-
tion	on	answers.

Methods	of	data	collection	and	sample	description:
All	Russia	Omnibus,	representative	sample	of	general	population	aged	16-50,	1497	
personal	pen&paper	interviews;

Online	panel,	representative	sample	of	Russian	Internet	users	aged	16-50,	1057	on-
line	interviews.

Summary	results:
An	average	Internet	user	in	Russia	is	younger,	better	educated	and	better-paid:	sha-
re	of	people	aged	25-40	is	51%	(vs.	39%	in	total	Russia),	share	of	high	and	incom-
pleted	high	education	 is	71%	(vs.	30%)	and	share	of	 respondents	with	per	capita	
income	500	euro+	is	48%	(vs.	17%	for	total	Russia).
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Only	1/3	of	unplanned	pregnancies	resulted	in	child	birth	in	both	samples.
Attitude	towards	use	of	contraception	depends	on	social	factors.	Despite	of	preva-
lence	of	negative	attitude	towards	abortions	 in	both	target	groups,	usage	of	con-
traceptives	is	significantly	higher	among	Internet	users,	than	totally	in	Russia	(only	
50%	of	Russians	use	contraceptives	vs.	80%	in	Internet	users).	Also	Internet	users,	as	
more	“advanced“	representatives	of	Russians,	pay	their	attention	on	ethical	aspects	
of	abortions.	They	are	convinced	in	necessity	of	education	of	population	in	terms	
of	contraception	and	federal	programs	for	improvement	of	demographic	situation.	
An	average	Russian	mainly	tends	to	wait	for	any	privileges	and	cash	benefits	from	
government.

More	 than	 70%	of	 Russians	 consider	monogamous	 relationships	 to	 be	 necessary	
and	normal.	In	both	target	groups	males	tend	to	be	less	monogamous,	than	women:	
about	20%	of	males	prefer	to	betray,	but	do	not	want	to	be	betrayed.	And	share	of	
those,	who	believes	partners	can	betray	each	other,	but	without	any	 influence	of	
their	relationships,	is	almost	3	times	higher	in	Internet	users.

In	general,	 it	was	proven,	online	data	collection	causes	more	openness,	when	an-
swering	“sensitive“	questions:	share	of	uncertain	answers	and	refusals	from	answers	
was	near	zero	in	majority	of	cases	(vs.	one	third	in	personal	interviews).
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Using Interactive Features to Motivate and Probe Responses to
Open-Ended Questions

Internet	surveys	can	utilize	various	types	of	design	features	to	increase	interaction	
with	 respondents.	Very	 little	 research	has	been	done	on	 the	effects	of	 the	 inter-
activity	of	the	web	on	the	quality	of	responses.	This	paper	examines	how	interac-
tive	features	of	internet	surveys	can	help	reduce	item	non	response	in	open-ended	
questions	and	 improve	the	quality	of	responses	to	these	questions.	This	research	
builds	upon	two	previous	studies	among	US	students,	that	have	shown	motivational	
statements	 (Smyth	et	 al.,	 forthcoming)	 and	 interactive	 follow-up	probes	 (Holland	
and	Christian,	2007)	can	improve	the	quality	of	responses	to	open-ended	questions.	
In	this	study	the	main	question	to	be	answered	is:	Can	motivational	statements	and	
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interactive	probing	help	to	improve	the	quality	of	the	responses	of	the	general	po-
pulation	of	the	Dutch	people	to	open-ended	questions	and	increase	the	number	of	
respondents	that	provide	an	answer?

In	 this	 study	 the	 effects	 of	motivational	 statements	 and	 follow-up	 probes	 on	 re-
sponses	 to	 four	 open-ended	 questions	 are	 explored.	 The	 questionnaire	 used	 for	
this	experiment	included	four	open-ended	questions	and	several	closed-ended	que-
stions	about	the	current	situation	in	Dutch	society.	The	survey	was	conducted	in	the	
Dutch	CentERdata	LISS	panel.	This	LISS	panel	consists	of	about	5,000	households;	
the	reference	population	for	the	LISS	panel	is	the	Dutch	speaking	population	perma-
nently	residing	in	the	Netherlands.

Including	a	motivational	statement	with	the	 initial	question	or	asking	a	 follow-up	
probe	slightly	 improved	response	rates	and	response	quality	to	open-ended	que-
stions	 in	 a	web	 survey.	 Including	 a	motivational	 statement	with	 the	 open-ended	
question	significantly	improved	response	rates	for	only	one	question	but	its	inclusi-
on	increased	the	average	number	of	words	in	all	four	questions.	Not	very	many	re-
spondents	provided	a	response	to	the	follow-up	probe.	However,	respondents	who	
were	probed	provided	significantly	longer	answers	than	those	who	were	not	probed	
for	 three	 of	 the	 four	 questions.	 The	mean	 number	 of	words	was	 higher	when	 a	
motivational	statement	was	included	with	the	follow-up	probe	than	with	the	initial	
question	screen.
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The use of online data-collection in financial services market measurement 
research : the FRS experience

Accurate	measurement	of	any	market	requires	knowledge	and	skill,	but	the	financial	
services	market	presents	a	number	of	additional	challenges.	The	lack	of	consumer	
engagement	with	the	sector,	the	perceived	sensitivity	of	the	questions	plus	the	ma-
jor	commercial	value	of	single-source	data,	(that	is	recording	the	details	of	all	the	
financial	products	held	by	an	individual	respondent),	mean	that	interviews	are	long,	
complex	and	difficult	to	secure.
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GfK	has	been	running	the	British	Financial	Research	Survey	(FRS)	for	over	30	years,	
based	on	a	representative	sample	of	60,000	interviews	a	year.	In	all	that	time	data-
collection	has	been	face-to-face.	However,	the	increasing	difficulty	and	costs	of	field	
interviewing	led	us	and	our	clients	to	question	whether	the	FRS	could	not	be	migra-
ted	to	an	online	methodology,	as	so	many	other	tracking	programmes	had	been.

Our	conclusion	from	a	major	two	year	R	&	D	programme	was	that	it	is	simply	im-
possible	to	represent	retail	financial	services	markets	with	a	wholly	online	solution.	
Indeed,	doing	so	will	produce	highly	misleading	measures	not	just	of	channel	usage,	
but	also	brand	share,	product	penetration	and	new	business	levels.	This	is	due	to	
the	very	different	financial	behaviour	of	 those	who	participate	 in	online	 surveys,	
compared	not	 just	 to	 the	population	as	a	whole,	but	also	 to	other	 less	 intensive	
internet	users.	Our	work	has	highlighted	why	and	how	the	financial	behaviour	of	
online	and	offline	audiences	differ	and	is	of	direct	relevance	to	anyone	working	in	
the	financial	services	sector.	We	have	found	that	our	new	methodology	for	the	FRS	
produces	market	estimates	that	are	not	only	economically	sustainable	but	also	clo-
ser	to	clients’	internal	data	estimates.

We	also	believe	that	our	innovative	multi-modal	approach,	based	on	the	intensity	
of	online	use,	provides	valuable	learnings	for	anyone	considering	the	migration	of	
any	market	measurement	study	away	from	an	offline	methodology.	In	particular,	it	
shows	how	researchers	can	combine,	in	a	single	study,	the	broad	representativeness	
of	face-to-face	with	the	cost-efficiency	and	access	to	minority	populations	available	
via	online,	something	which	we	call	the	“yin	and	yang	of	market	measurement“.
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Sensitive Questions in Online Surveys: Experimental Results for the Ran-
domized Response Technique (RRT) and the Unmatched Count Technique 
(UCT)

Gaining	valid	answers	to	so-called	sensitive	questions	is	an	age-old	problem	in	sur-
vey	research.	Various	techniques	have	been	developed	to	guarantee	anonymity	and	
minimize	the	respondent’s	feelings	of	jeopardy.	Two	such	techniques	are	the	rando-
mized	response	technique	(RRT)	and	the	unmatched	count	technique	(UCT).	In	this	
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study	we	evaluate	the	effectiveness	of	different	implementations	of	the	RRT	(using	
a	forced-response	design)	in	a	computer-assisted	setting	and	also	compare	the	use	
of	the	RRT	to	that	of	the	UCT.	The	techniques	are	evaluated	according	to	various	
quality	criteria,	such	as	the	prevalence	estimates	they	provide,	the	ease	of	their	use,	
and	respondent	trust	in	the	techniques.	

Our	results	indicate	that	the	RRTs	are	problematic	with	respect	to	several	domains,	
such	as	the	limited	trust	they	inspire	and	non-response,	and	that	the	RRT	estimates	
are	unreliable	due	to	a	strong	false	“no“	bias,	especially	for	the	more	sensitive	que-
stions.	The	UCT,	however,	performed	well	compared	to	the	RRTs	on	all	the	evaluated	
measures.	The	UCT	estimates	also	had	more	face	validity	than	the	RRT	estimates.	
We	conclude	that	the	UCT	is	a	promising	alternative	to	RRT	in	self-administered	sur-
veys	and	that	future	research	should	be	directed	towards	evaluating	and	improving	
the	technique.
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Psychological Needs, Online Activities and Internet Usage Styles

The	goal	of	the	present	paper	was	to	analyze	relationships	between	different	psy-
chological	 needs	 of	 heavy	 Internet	 users	 and	 online	 as	well	 as	 RL	 activities.	 The	
analyses	 looked	 at	 socio-demographic	 variables	 and	 Internet	 usage	 styles.	 Polish	
Internet	users	(N=1155)	aged	between	11	and	78	years	old	(M	=	30.86,	SD	=	12.65)	
took	part	 in	the	study.	The	analysis	of	psychological	needs	revealed	the	following	
hierarchy	of	their	importance:	cognitive	need,	affiliation,	creativity	need,	need	for	
information,	sensation	seeking,	and	need	for	fun.	In	line	with	the	order	of	psycholo-
gical	needs,	corresponding	ladder	of	goals	that	Internet	serves	for	was	established.	
Internet	is	most	frequently	used	to	fulfill	goals	associated	with	social	and	political	
information	 search,	 search	 for	work	or	 study	 resources	 (positive	 correlation	with	
cognitive	need).	

The	next	aim	for	using	Internet	is	social	activity	(positive	correlation	with	need	for	
affiliation).	 Internet	 less	 frequently	serves	practical	goals	 (e.g.	handling	a	banking	
account)	and	entertainment	(listening	to	music).	The	ability	to	satisfy	different	psy-
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chological	needs	by	Internet	is	the	key	feature	distinguishing	e-generation.	Results	
of	the	study	also	indicate	that	younger	participants	treat	Internet	differently	com-
paring	 to	people	who	 started	 to	use	 it	 in	 older	 age,	 after	finding	ways	 to	 satisfy	
their	needs	in	RL.	Further	analyses	showed	relationship	between	needs	and	styles	
of	 internet	usage.	Generally,	 the	most	 important	needs	 for	 active	 internet	users,	
comparing	to	people	who	use	internet	as	a	tool	making	RL	easier,	are	the	following:	
need	for	creation,	fun,	sensation	seeking,	and	social	support.
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Data Collection online: Can do, must (not) do, Should do

Data	collection	from	online	sources	is	available	at	low	cost	and	large	scale.	However,	
not	all	data	from	online	sources	may	be	used	for	all	scientific	and	commercial	purpo-
ses.	Certain	restrictions	apply,	which	are	defined	by	laws,	norms,	and	ethical	codes.	
Regulations	for	data	collection,	storage,	exchange,	mining,	and	fusion	are	typically	
defined	on	a	national	or	even	organizational	scale,	which	can	hinder	cooperation	
and	 innovation.	 In	 this	 roundtable,	which	Frank	Lüttschwager	moderates,	we	will	
discuss	these	issues:

•	 Jana	Diesner	gives	a	brief	overview	on	legal	restrictions	on	data	privacy,		
	 data	security,	and	intellectual	property,	including	copyright,	licenses,	pa-	
	 tents,	trademarks,	and	trade	secrets.
•	 Andera	Gadeib	provides	insights	into	current	changes	and	disputes	in	the		
	 traditional	market	research	industry.
•	 Laetitia	Sassinot-Uny	will	share	her	knowledge	about	current	develop-	
	 ments	and	discussions	regarding	the	privacy	of	clients	from	an	interna-	
	 tional	perspective.

We	 invite	 interested	 people	 from	 the	 industry,	 academia,	 and	 (non-)governmen-
tal	institutions	to	discuss	current	conflicts,	changes,	and	emerging	regulations	with	
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us.	As	legal	regulations	on	various	aspects	of	online	research	are	in	development,	
we	would	like	to	build	a	community	of	practitioners	who	collectively	engage	in	this	
debate.	Furthermore,	we	would	like	to	pro-actively	start	a	community-based	discus-
sion	on	the	development	of	a	normative	codex	for	online-research	that	protects	the	
subjects	of	surveys	and	other	forms	of	online	data	collection.
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WYSIWII - What You See Is What It Is: Informed Approximation of
Relational Data from Texts

A	plethora	of	text	data	that	can	be	collected	online	implicitly	contain	relational	in-
formation,	such	as	who	says	what	to	whom	on	what	web	site	(web-version	of	the	
Lasswell	 formula).	 Potential	 data	 sources	 are	 scientific	 papers,	 legal	 documents,	
news,	blogs,	and	emails.	Relational	information	is	often	called	network	data.	Trans-
forming	texts	 into	networks	generates	concise	reductions	and	abstractions	of	the	
original	material.	 These	network	data	enable	us	 to	 investigate	 and	 communicate	
relational	aspects	of	 texts	more	appropriately	 than	representations	of	words	and	
documents	as	disjoint	data	points	do.	For	cases	in	which	we	do	not	know	what	the	
relevant	 nodes	 and	 edges	 are,	 probabilistic	 techniques	 are	 being	 developed	 and	
widely	used.	This	family	of	solutions	involves	two	levels	of	uncertainty:

First,	non-deterministic	computational	techniques	for	relation	extraction	(RE)	only	
approximate	 network	 structure.	 This	means	 that	 RE	 does	 not	 retrieve	 truth,	 but	
the	most	 likely	network	given	 the	deployed	method	and	data.	Second,	validating	
relational	data	(RD)	-	the	result	of	RE	-	by	comparing	them	against	ground	truth	(the	
true,	underlying	network)	might	be	infeasible,	e.g.	for	covert	networks	(price-fixing	
alliances,	drug	networks),	ephemeral	networks	(bankrupt	companies),	or	networks	
that	lack	an	underlying	real-world	network	(blogs).	We	refer	to	RD	that	cannot	be	
validated	against	ground	truth	or	that	are	nothing	more	than	the	gathered	data	as	
WYSIWII	(What-You-See-Is-What-It-Is).

Due	 to	 the	 outlined	 uncertainties,	 rigorous	 investigations	 are	 needed	 so	 that	 all	
parties	 involved	 (developers,	 users,	 consumers	 of	 results)	 can	 understand:	What	
variables	involved	in	the	RE	process	impact	RD?	How	strong	are	these	impacts?	We	
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address	these	research	questions	empirically	and	experimentally	by	applying	diffe-
rent	techniques	for	 identifying,	normalizing,	and	reduplicating	relevant	nodes	(in-
dividuals,	organizations,	resources)	and	edges	(relationships)	in	a	corpus	of	several	
hundred	research-funding	descriptions.	We	measure	the	sensitivity	of	the	resulting	
graphs	to	the	applied	techniques.	Our	findings	suggest	that	the	tested	RE	methods	
significantly	impact	the	number	and	structural	position	of	nodes	and	edges	in	net-
works,	as	well	as	network-level	measures.	We	believe	that	our	findings	contribute	to	
peoples‘	capability	to	assess	the	robustness	of	RE	tools	and	to	interpret	the	results	
of	network	data	extracted	from	texts.
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Diffusion of Mobile Services Adoption in Taiwan

Mobile	service	has	become	an	essence	in	people’s	daily	life	and	the	robust	basis	to	
promote	mobile	commerce.	Understanding	how	the	mobile	service	diffuse	across	a	
nation	has	thus	become	crucial	for	executives	who	want	to	take	the	first	lead	on	the	
mobile	commerce	competition.	Using	a	macro	view	that	is	different	to	the	existing	
mobile	service	literature,	this	study	aims	to	reveal	the	determinants	of	consumers’	
mobile	service	use	behavior:	whether	 the	diffusion	of	mobile	services	 is	affected	
more	 by	mass	media	 advertising	 and	 salespeople,	 or	 interactions	 and	 imitations	
among	acquaintances.

Longitudinal	data	provided	quarterly	by	the	Department	of	Industrial	Technology	of	
the	Ministry	of	Economic	Affairs	in	Taiwan	between	1989	to	2008	was	examined	by	
three	diffusion	models.	GNUS,	a	strongly	functional	language	and	environment	to	
statistically	explore	data	sets,	was	used	to	estimate	the	parameters	of	each	model.	
The	performance	of	each	diffusion	model	was	then	examined	using	the	Akaike	AIC	
and	Schwarz	BIC	statistics.

Findings	indicated	that	(1)	acquaintances’	influence	in	terms	of	interactions	is	the	
dominant	factor	shaping	mobile	services’	adoption	decision;	and	(2)	the	Von	Ber-
talanffy	mixed	influences	model	best	describes	the	diffusion	pattern	of	mobile	ser-
vices’	adoption.
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As	every	innovation	has	its	own	unique	feature,	this	study	may	have	helped	mana-
gers	to	realize	that	for	mobile	technology-based	products,	interpersonal	communi-
cation	rather	than	mass	media	advertising	is	the	best	way	to	facilitate	their	market	
share.	 Consequently,	 to	 promote	m-commerce	 such	 as	mobile	 Internet	 usage	 or	
mobile	 shopping,	 seeking	alliance	opportunities	with	mobile	e-mail,	mobile	mes-
sengers,	famous	Weblogs	and	Web	communities	that	have	been	built	by	intensive	
user	communication	and	interaction	may	be	an	effective	tacit.	Future	studies	may	
explore	other	macro-level	factors	(e.g.	government	policies,	infrastructure	of	mobi-
le	services’	connections,	government	support	in	the	development	of	mobile	hand-
sets	,and	Internet	contents)	that	have	not	been	discussed	in	this	study.
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SNB - Social Network Barometer

Social	networking	platforms	and	online	communities	are	among	the	most	popular	
Internet	applications,	and	explanatory	developments	of	 the	“Web	2.0”	or	“Social	
Web”.

They	allow	their	users	to	set	up	a	personal	profile,	to	communicate	with	other	mem-
bers,	and	to	present	photos	or	videos	online.

In	September	2008,	1.979	persons	were	surveyed	representatively	for	the	Internet	
users	in	an	online	survey.

The	aim	of	this	survey	was	to	analyze	the	awareness	and	use	of	various	online	net-
working	platforms,	 to	map	 the	different	user	 structures,	and	 to	create	a	uniform	
measurement	 for	 the	 comparability	 of	 these	 platforms.	 Furthermore,	motives	 of	
users	as	well	as	reasons	of	non-users,	arguing	against	the	use	of	online	networks,	
were	analyzed.	It	was	surveyed	which	data	the	users	in	the	individual	networks	re-
veal	about	themselves,	and	how	they	estimate	the	data	security	of	the	respective	
network.	The	extent	to	which	the	networks	differ	in	the	perception	of	their	users	as	
opposed	to	non-users	was	analyzed	as	well.
Results	 for	 the	12	 largest	online	networks	 in	Germany,	 like	Facebook,	Xing,	Wer-
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kennt-wen,	Myspace	or	Stayfriends,	are	available.	By	means	of	these	results,	predi-
cations	about	the	formation	and	motives	of	different	networks’	users	can	be	made.	
Furthermore,	 based	 on	 this	 survey,	 motivational	 structures	 can	 be	 depicted	 for	
the	individual	networking	platforms,	and	estimations	on	their	data	security	can	be	
made.	Regarding	the	use	of	online	networks,	significant	differences	depending	on	
gender,	region	or	education	can	be	detected.
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Social Feedback Influences the Emotional Evaluation of Online Music
Listening

Numerous	studies	have	shown	that	music	affects	the	so-called	“subjective	feeling”	
component	of	emotion	(Nagel	et	al.	2007).	 In	an	Internet	study	by	Salganik	et	al.	
(2006)	participants	were	asked	to	choose	different	songs	to	download.	Results	sho-
wed	an	effect	of	social	feedback:	popular	songs	were	downloaded	more	often	than	
less	popular	songs,	suggesting	that	music	 listeners	tend	to	base	their	choices	not	
only	on	the	quality	of	the	music,	but	are	also	influenced	by	the	behaviour	of	others.	
Similarly,	the	present	study	investigates	whether	the	emotional	effects	of	music	can	
be	manipulated	by	social	feedback	in	an	Internet-based	stetting.

The	 study	 was	 implemented	 into	 an	 online	 music-personality-test.	 In	 about	 10	
minutes,	participants	could	 take	part	and	get	personalized	 test	 results	describing	
their	music	preferences	and	personality.	The	4432	participants	(mean	age:	31	years	
(SD=12	years);	3388	male	and	2586	female)	were	randomly	assigned	to	3	groups.	
All	participants	listened	to	5	from	23	music	excerpts	(30	sec	each)	in	random	order.	
After	each	excerpt,	all	participants	rated	the	musically	induced	emotions	on	arousal	
and	valence	dimensions.	Additionally,	group	2	and	3	received	manipulated	feedback	
based	on	the	emotional	ratings	of	preceding	participants.	The	ratings	presented	as	
feedback	were	manipulated	either	upwards	or	downwards	along	both	dimensions	
compared	to	the	ratings	of	a	pretest	group.

Results	show	that	participants	of	group	2	and	3	(with	social	feedback)	rate	their	own	
emotions	significantly	differently	compared	to	group	1	(without	feedback)	in	all	con-
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ditions	(feedback	rating	manipulated	upwards	or	downwards)	on	both	dimensions.
Looking	at	the	significant	group	differences,	the	feedback	is	shown	to	influence	the	
participants’	 ratings.	This	might	underscore	 the	 importance	of	 the	cognitive	app-
raisal	component	of	emotion.	Thus,	a	social	factor	influencing	emotional	effects	of	
music	listening	in	an	Internet-based	setting	could	be	confirmed.

References:
Nagel,	F.,	Kopiez,	R.,	Grewe,	O.,	&	Altenmüller,	E.	(2007).	Continuous	measurement	
of	perceived	emotions	in	music:	basic	aspects	of	data	recording	and	interface	fea-
tures.	Behavior	Research	Methods.	39(2),	283-290.
Salganik,	M.,	Dodds,	P.	S.	&	Watts,	D.	(2006).	Experimental	Study	of	Inequality	in	an	
Artificial	Cultural	Market.	Science,	311(5762),	854-856.
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Burden of illness survey conducted via online interviews

One	of	the	most	important	themes	within	patient	associated	research	is	the	mea-
surement	of	the	perception	of	 limitation	of	quality	of	 life	on	the	part	of	patients.	
The	research	project	described	here	has	taken	a	close	look	at	the	subject	“Continual	
measurement	of	the	quality	of	life	of	women	in	the	context	of	the	monthly	bleed”	
by	means	of	an	ambitious	diary	study.
Premenstrual	 dysphoric	 disorder	 (PMDD)	 is	 a	 premenstrual	 disorder	 (PMD)	 that	
falls	on	the	severe	side	of	the	premenstrual	spectrum.	The	milder	and	more	widely	
known	PMD	is	premenstrual	syndrome	(PMS).
The	aim	of	this	study	was	to	assess	the	burden	of	illness	from	the	patient’s	perspec-
tive	in	sufferers	from	PMDD	and	PMS	as	well	as	in	controls	in	14	countries.

In	order	to	ensure	measurement	was	continuous,	 it	was	necessary	to	use	a	diary	
format.	Women	were	asked	to	fill	in	a	daily	questionnaire	comprising	24	items	for	
the	duration	of	2	menstrual	cycles,	starting	on	the	first	day	of	the	cycle.	All	respon-
dents	were	required	to	fill	in	a	further	questionnaire	related	to	the	menstrual	period	
(PSST)	between	cycle	1	and	cycle	2.

The	methodological	challenges	associated	with	the	market	research	mainly	was	the	
implementation	of	3	different	questionnaires	and	1	diary	over	a	period	of	2	female	
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cycles	(60	-	90	days).	The	method	of	choice	in	this	direction,	therefore,	was	CAWI.
All	 in	 all,	 it	was	 not	 a	 simple	 task	 as	 3,000	manpower	 hours	 on	 the	 part	 of	 our	
in-house	staff	together	with	a	 further	5,000	 freelance	hours	were	required	 to	be	
invested.

The	project	as	described	is	manageable	only	via	online	diaries.
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Online election forecasts

In	the	recent	past,	especially	British	election	research	has	increasingly	utilised	the	
possibilities	of	new	media.	Pre-election	surveys	have	always	played	a	major	role	in	
Britain	and,	particularly,	in	the	USA,	but	in	the	recent	past,	elections	and	election	
campaigns	have	also	routinely	been	observed	in	surveys	based	on	online	panels	–	
often	with	great	success,	regarding	the	interest	in	these	surveys	as	well	as	the	qua-
lity	of	predictions	that	can	be	made	on	their	basis.	In	the	UK,	for	instance,	several	
better	election	forecasts	could	be	made	with	online	samples	than	with	traditional	
survey	methods.

In	Germany,	however,	only	few	attempts	have	so	far	been	made	to	describe	and	pre-
dict	election	behaviour	and	results	by	means	of	data	collected	in	online	surveys.
On	the	occasion	of	the	Bavarian	state	parliament	election	 in	September	2008	we	
intended	to	explain	the	election	behaviour	 in	Germany	based	on	an	online	panel	
and,	thus,	to	predict	the	results	of	the	election.
Approximately	1.500	Bavarian	members	of	 the	YouGov-psychonomics	panel	were	
interviewed	with	respect	to	their	attitudes	as	well	as	their	intended	and	actual	elec-
tion	behaviour	 immediately	before	and	after	 the	election.	The	 turnout	of	 voters,	
which	 is	 of	 central	 relevance	 for	 the	outcome	of	 state	parliament	 elections,	was	
subject	to	special	consideration:	this	aspect	was	analyzed	with	an	experimental	de-
sign	(including	the	random	variation	of	questions	phrased	and	preset	scales).	In	the	
scope	of	our	contribution	we	would	like	to	present	the	experiences	we	made	with	
this	pilot	survey	in	Bavaria	as	well	as	the	possibilities	such	online	panels	(e.g.	the	
integration	of	experimental	designs)	have	to	offer.
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Media Equivalence Value for Viral Marketing Campaigns

According	to	a	GfK	survey	on	“alternative	advertising”,	in	2007	around	29%	of	mar-
keting	decision	makers	worked	with	viral	marketing	concepts.	Successful	campaigns	
like	K-fee,	Horst	Schlämmer	for	Volkswagen	or	Nils	for	IKEA	generated	an	enormous	
reach	within	a	short	period	time.	Nevertheless,	merely	25%	of	the	marketers	would	
spend	up	to	10%	of	their	marketing	budget	for	alternative	advertising	such	as	viral	
marketing.	The	given	reasons	are	multifaceted,	but	concentrate	mostly	on	the	lack	
of	 success	 evaluation.	Almost	 every	 fifth	 respondent	 stated	 that	 the	 rejection	of	
alternative	advertising	grounds	on	its	lacking	measurability.

The	present	paper	focuses	on	the	evaluation	of	viral	marketing	campaigns.	Based	
on	user-reactions	and	current	online	performance	measurement	methods,	a	three-
step-calculation	pattern	has	been	developed,	which	enables	the	evaluation	of	seve-
ral	viral	levels:

Consumption:	
Value	of	reach	through	seeding	and	contacts	generated	through	multiplication	ef-
fects	(diffusion).	At	this	level	the	higher	influence	power	of	personal	contacts	and	
the	different	types	of	online	advertising	are	considered.	In	addition	to	that,	a	time	
analysis	model	is	suggested	that	provides	the	possibility	of	prognosis.

Conversion:	
Beside	 the	 reach,	 conversions	are	 important	 success	 criteria	 in	online	marketing.	
Conversions	such	as	newsletter-registration,	downloads,	or	orders,	indicate	not	only	
the	perception	of	the	message,	but	also	its	effects	in	terms	of	an	intended	action.

Re-Production:	
As	we	can	see	in	the	practice,	numerous	viral	marketing	campaigns	induce	to	discus-
sions	and	re-productions	of	viral	spots,	which,	in	turn,	show	a	high	degree	of	user	
involvement.	Beside	the	reach	of	this	newly	produced	or	adapted	information,	this	
media	equivalence	 value	 level	has	 to	 consider	 the	weighting	 factor,	 because	 this	
kind	of	user-generated	PR	is	much	more	effective	for	recipients	than	the	conventio-
nal,	company	related	PR.
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For	every	single	level	Key	Performance	Indicators	have	been	defined.	The	approach	
allows	to	calculate	media	equivalence	value	in	advance	(based	on	a	time-analysis-
prognosis-model)	and	ex	to	use	it	as	an	evaluation.	Further	to	this,	it	considers	dif-
ferent	types	of	online	advertising	(e.g.	pictures,	videos,	text)	by	taking	their	(mone-
tary)	compensation	forms	into	account.
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Investigating the High Hurdle Technique

Compared	 to	 laboratory	 studies,	 participants	much	more	 likely	 drop	 out	 in	Web	
studies,	particularly	 if	sensitive	questions	are	asked.	The	high	hurdle	technique	 is	
thought	 to	 control	 drop	out	by	maximizing	de-motivating	 factors	 at	 the	 very	be-
ginning	of	a	study	or	even	earlier	to	reduce	subsequent	drop	out,	but	previous	re-
search	 is	 inconclusive	as	 to	 its	 impact	and	process	 (Göritz	&	Stieger,	2007;	Reips,	
2002).	To	 investigate	the	technique’s	dependence	on	other	factors	and	its	 impact	
on	drop	out	behavior,	we	conducted	a	Web	experiment	in	which	we	(1)	measured	
pre-experimental	 intended	 seriousness	 and	 (2)	manipulated	 the	 high	 hurdle	 and	
the	placement	of	sensitive	items.	Twelve	different	conditions	resulted	from	the	2	x	
(seriousness)	x	2	(high	hurdle)	x	3	(placement	of	sensitive	items)	between-subjects	
design.

Dependent	measures	were	drop	out,	data	quality	and	reaction	time.	After	the	se-
riousness	check	item,	396	Students	answered	a	questionnaire	about	sport	and	nu-
trition.	The	high	hurdle	was	placed	in	the	introduction	and	was	created	by	saying	
that	the	questionnaire	contains	sensitive	items,	which	might	make	the	person	feel	
uncomfortable.	 In	the	control	condition,	there	was	no	such	high	hurdle.	The	sen-
sitive	 items	were	set	either	at	 the	beginning,	 in	 the	middle,	or	at	 the	end	of	 the	
experiment.
There	was	a	significantly	larger	drop	out	directly	after	the	high	hurdle	introduction,	
compared	to	the	control	condition	(p<.001),	i.e.	the	high	hurdle	served	the	first	of	
its	purposes.	Also,	there	was	an	interaction	with	intended	seriousness.

Further	analyses	showed	that	satisficer	(people	who	secede	to	deliver	accurate	data	
in	favor	of	roundings	or	estimates,	 likely	due	to	decreasing	motivation)	had	more	
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missings	than	nonsatisficers,	in	contradiction	to	widespread	intuitions.	The	assump-
tion	that	participants	take	a	longer	time	to	answer	sensitive	items	was	confirmed	
(p=.005).	Also,	at	sensitive	items	the	frequency	of	chosen	“don’t-want-to-answer“	
options	 exceeded	 the	 amount	 of	missings,	whereas	 at	 non-sensitive	 items	more	
missings	than	“don’t-want-to-answer“	options	were	counted.	Implications	of	these	
results	for	research	and	questionnaire	design	will	be	discussed	in	the	presentation.
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Integrating Mobile Surveys into digital market research: Recommendations 
for Mobile Panel operation from an empirical study

Mobile	 surveys	 offer	 unique	 opportunities	 to	 enhance	 digital	 research	methods.	
Technical	 requirements	are	generally	given	 (e.g.	multimedia	 functions	and	acces-
sibility	of	modern	devices),	and	only	the	overall	high	mobile	 Internet	usage	costs	
have	caused	a	delay	in	widespread	mobile	Internet	usage.	Despite,	it	is	crucial	that	
the	participants	 themselves	accept	 the	mode	and	are	motivated	to	participate	 in	
mobile	surveys.

We	 conducted	 an	 empirical	 study	 to	 examine	whether	 (a)	members	 of	 a	 recent-
ly	recruited	mobile	panel	effectively	take	part	in	mobile	surveys	and	(b)	to	gather	
structured	information	on	their	usage	experience.	The	study	consists	of	two	survey	
waves:	In	the	first	wave	conducted	in	August	2008,	979	panel	members	were	invited	
via	 a	 SMS/Wap-Push	message	 to	participate	 in	 a	mobile	 survey.	 206	participants	
(21%)	answered	a	set	of	questions	related	to	an	actual	topic	(Olympic	Games	2008	
in	Beijing).	In	the	second	wave	in	August	2008,	the	979	panel	members	were	invited	
again	to	participate	in	a	follow-up	Web-based	survey	to	figure	out	their	subjective	
experiences	with	 the	mobile	 survey	 and	 if	 they	 did	 not	 take	 part,	 examine	 their	
reasons	and	motives.

The	results	underline	the	potential	of	mobile	surveys	in	a	panel	environment:	(A)	
Participation	is	evaluated	positively	and	future	participation	in	mobile	surveys	is	an-
ticipated.	(B)	Significant	faster	response	rate	for	mobile	surveys	compared	to	online	
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surveys	were	observed.	(C)	No	demographic	differences	(e.g.	sex,	age,	education)	for	
mobile	survey	participants	have	been	found.	(D)	Participants	are	more	experienced	
operating	 their	mobile	 device	 and	 the	mobile	 internet	 than	non-participants.	 (E)	
The	self	reported	main	barriers	of	mobile	surveys	are	technical	problems	(e.g.	SMS/
Wap-push	link-	functionality,	connectivity,	technical	capabilities	of	devices)	and	per-
ceived	costs	for	taking	part	in	such	a	study.

Based	on	the	results,	specific	recommendations	for	operating	mobile	panels	in	the	
future	can	be	derived.	Future	research	should	focus	on	both	mobile	Internet	survey	
modes,	hence	personal	panel-based	surveys	and	ad-hoc	mobile	Internet	surveys	in	
order	to	investigate	differences	between	both	approaches.
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Formatting Error with Visual Analogue Scales in Web Surveys

Errors	can’t	be	avoided	in	the	assessment	of	data	in	(Web)	surveys.	There	are	many	
sources	of	error	on	survey	statistics	resulting	in	either	biased	or	unbiased	estimates.	
One	possible	classification	(see	Groves,	Fowler,	Couper,	Lepkowski,	Singer,	&	Tou-
rangeau,	 2004)	 is	 to	 distinguish	between	 representation	 related	 sources	 of	 error	
and	 measurement	 related	 errors.	 With	 the	 help	 of	 another	 approach	 (Sudman,	
Bradburn,	&	Schwarz,	1996)	we	focus	on	one	component	of	the	measurement	er-
ror,	namely	formatting.	This	kind	of	error	happens	when	there	is	no	optimal	option	
on	the	rating	scale.

Visual	analogue	scales	 (VASs)	 -	 in	our	study	plain	horizontal	 lines	with	both	ends	
anchored	-	are	very	well	suited	for	Web-based	research:	They	allow	fine	gradation	
and	differentiation	of	ratings	on	a	closed-ended	continuum.	Data	from	VASs	reach	
-	at	least	with	a	young	and	educated	student	sample	-	the	level	of	an	interval	scale	
(Reips	&	Funke,	2008).	By	now	it	was	questionable	if	certain	respondent	characteri-
stics	had	an	influence	on	the	quality	of	data	obtained	with	VASs.

In	a	Web	experiment	1910	respondents	from	a	heterogeneous	US	sample	were	as-
ked	to	locate	15	target	values	(percentages	presented	in	randomized	order)	on	VASs.	
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We	decided	to	use	numbers	because	they	are	mentally	very	well	represented.	Thus,	
deviation	from	target	values	should	be	owed	to	formatting	error	only.	We	were	able	
to	replicate	that	data	from	VASs	reach	the	level	of	an	interval	scale	(Reips	&	Funke,	
2008)	even	with	a	non-student	sample.	We	examined	precision	of	ratings,	i.e.	the	
absolute	difference	between	target	value	and	actual	rating.	Overall,	we	found	a	very	
small	formatting	error.	The	mean	overall	difference	was	at	1	percentage	point.	82%	
of	the	ratings	were	in	the	interval	+/-	2	percentage	points.	The	quality	of	formatting	
judgments	on	VASs	was	neither	affected	by	sex,	age	or	education	nor	by	Internet	ex-
perience.	We	found	a	statistically	significant	difference	that	very	fast,	spontaneous	
ratings	were	marginally	less	precise,	but	the	effect	size	was	very	low.

As	the	examined	respondent	characteristics	did	not	show	any	statistically	significant	
influence	on	formatting	error,	we	are	encouraged	to	use	VASs	for	surveying	samples	
of	the	general	population.
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Results from 6 Independent Web Experiments Comparing Visual Analogue 
Scales with Categorical Scales

From	the	researcher’s	point	of	view	visual	analogue	scales	(VASs)	-	in	the	studies	re-
alized	as	plain	horizontal	lines	with	verbal	anchors	on	either	end	-	offer	a	number	of	
advantages	over	traditionally	used	categorical	scales.	In	this	presentation	we	bring	
together	the	findings	 from	6	 independent	Web	experiments,	conducted	between	
2004	and	2008.	Dependent	variables	were	lurking,	dropout,	item	nonresponse	and	
response	times.	Additionally,	we	assessed	the	seriousness	of	respondents’	partici-
pation.

The	average	length	of	the	VASs	we	used	in	our	studies	ranged	between	250	and	400	
pixels.	As	every	pixel	in	length	corresponds	to	a	raw	value	the	communication	and	
detection	of	very	fine	graduations	is	possible.	Data	approximate	the	desired	level	of	
an	interval	scale	(Reips	&	Funke,	2008).	Researchers	thus	have	more	opportunities	
to	analyze	data	than	with	categorical	scales.
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But	do	respondents	share	the	positive	attitude	towards	VASs?	Do	researchers	ask	
too	 much	 of	 respondents	 when	 confronting	 them	 with	 VASs?	 A	 number	 of	 re-
searches	could	show	that	response	times	with	VASs	were	considerably	higher	than	
with	 categorical	 scales	 (e.g.	 Couper,	 Tourangeau,	Conrad,	&	 Singer,	 2006).	 In	our	
studies	we	replicated	this	finding,	but	found	substantially	smaller	differences.	Ne-
vertheless,	VASs	have	a	statistically	significant	effect	on	response	times	even	though	
the	effect	size	is	very	low.

We	examined	other	indicators	for	respondents’	ability	to	cope	with	VASs:	The	share	
of	break-offs,	lurkers	and	the	extent	of	item	nonresponse.	Regarding	the	number	of	
data	points	we	report	mixed	findings.	On	the	one	hand	we	observed	few	break-offs	
with	VASs.	On	the	other	hand,	we	recognized	a	higher	share	of	item	nonresponse	
with	some	studies.	Overall,	we	have	more	analyzable	data	with	VASs.	Our	research	
suggests	VASs	lend	themselves	for	assessing	data	in	closed-ended	self-administered	
Web	questionnaires.
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Verbal Vs Visual Response Options: Reconciling Meanings Conveyed by a 
Computer Aided Visual Rating Scale Tool and Verbally Labeled Scales

To	date,	researchers	have	assumed	that	continuums	ranging	from	left	to	right	(or	
top	 to	bottom)	and	positive	 to	negative	 (or	negative	 to	positive)	are	 the	optimal	
questionnaire	format.	This	format	is	thought	to	encourage	reading	of	all	scale	points	
and	to	promote	comprehension	of	the	words	used	for	each	response	option.	If	ver-
bal	labels	are	constructed	by	researchers	as	arrayed	in	a	continuum,	then	what	re-
spondents	might	actually	be	doing	is	ranking	a	construct	according	to	its	slot	on	a	
continuum	relative	to	other	constructs	measured	using	the	same	type	of	scale.

This	 study	 compares	 the	 results	 yielded	by	 two	 types	of	 rating	 scales.	One	 scale	
was	designed	to	mimic	the	conventional	scales	widely	used	in	survey	research	with	
response	options	fully	labeled	verbally.	The	second	set	of	scales	was	presented	one	
of	four	ways;	1)	a	slider	with	five	verbal	labels	on	it,	exactly	mimicking	a	traditional	
Likert	scale,	but	with	tick	marks	along	the	scale,	2)	a	slider	with	five	tick	marks	on	it,	
but	only	the	end	points	labelled	with	the	text	anchors,	3)	a	slider	with	no	tick	marks	
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and	with	only	the	end	points	labelled	with	the	text	anchors,	4)	a	slider	with	anchors	
but	no	tick	marks	but	with	the	actual	“numerical	score”	displayed	as	the	slider	 is	
moved.	Respondents	in	the	United	States,	the	United	Kingdom,	Germany,	and	China	
were	members	of	an	online	panel	and	were	randomly	assigned	to	receive	either	the	
conventional,	verbal,	presentation	or	one	of	the	four	visual	presentations.

Respondents	report	a	preference	for	the	slider	approach	because	it	allows	for	more	
accurate	opinion	reporting.	The	results	suggest	that	using	a	slider	rather	than	a	tra-
ditional	Likert	scale	will	produce	the	same	mean	scores.	 It	would	therefore	seem	
likely	that	the	slider	scales	would	also	increase	levels	of	engagement,	which	in	turn	
could	improve	data	quality	by	reducing	satisficing.	On	the	other	hand,	sliders	take	
longer	 to	 complete,	which	may	decrease	quality	 (although	 completion	time	may	
decrease	somewhat	as	 respondents	become	used	 to	using	 the	slider).	Additional	
analyses	will	illuminate	which	type	of	scale	yields	greater	predictive	validity.																																	
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Qualitative Research via Internet: Asynchronous Online Discussions and 
the Use of WebCT

The	use	of	the	Internet	in	research	as	a	gateway	to	information	sources	is	well	es-
tablished.	However,	its	potential	as	a	dynamic	and	interactive	research	tool	is	only	
beginning	to	be	exploited.

This	paper	outlines	the	process	and	pertinent	methodological	issues	relevant	to	the	
creation	of	two	asynchronous	online	discussion	boards,	as	part	of	a	larger	PhD	study	
that	explored	the	role	of	occupational	therapists	when	working	with	children	born	
preterm.	Online	 discussions	 are	 a	 “permutation”	 of	 the	 traditional	 focus	 groups,	
with	the	latter	having	been	extensively	used	in	qualitative	research	as	a	data	collec-
tion	method.	A	comparison	of	traditional	focus	groups	and	online	discussions	is	pro-
vided	in	this	paper.	The	features	of	an	asynchronous	mode	a	discussion	is	discussed	
as	a	new	“hybrid”	mode	of	communication,	which	can	generate	rich	responses	that	
are	well	thought	before	being	posted.	The	implications	that	this	type	of	data	collec-
tion	method	could	have	for	qualitative	research	are	discussed.
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WebCT,	 the	software	platform	employed	 for	 the	conduction	of	 the	asynchronous	
online	 discussions,	 is	well	 known	as	 a	 distance	 learning	 tool.	 In	 this	 study	 it	 has	
been	adapted	to	provide	a	multi-threaded	online	discussion	board.	The	functiona-
lity	of	WebCT,	design	choices,	and	the	technical	infrastructure	required	to	support	
it,	are	discussed.	Factors	such	as	 the	 logistic	challenges	associated	with	 the	desi-
gning	of	the	site,	choice	of	the	discussion	timing,	participant	group	dynamics,	role	
of	the	instructor	in	facilitating	participants’	interaction,	and	finally	pertinent	ethical	
issues	 relevant	 to	employing	online	discussions	 for	collecting	qualitative	data	are	
discussed.

Finally,	advantages	of	using	an	 institutionally-hosted	virtual	environment,	such	as	
WebCT,	are	presented.	These	advantages	relate	to	confidentiality,	security	and	sa-
fety	issues	as	well	as	to	WebCT’s	options	for	customisation	and,	therefore,	creation	
of	 an	 online	 environment	 that	 is	 user	 friendly	 for	 the	 potential	 participants	 of	 a	
qualitative	study.	
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Research in Internet-based intelligence testing: Equivalence of standard 
and online versions of a trail making test

Perceptual	 speed	 as	 one	 of	 Thurstones	 primary	mental	 abilities	 is	 considered	 as	
a	basic	process	of	 intelligence.	 It	 is	presumed	that	people	with	higher	perceptual	
speed	are	able	to	handle	more	information	in	the	same	time,	resulting	in	major	in-
terindividual	differences	in	knowledge	and	ability.	The	correlation	between	speed	of	
information	processing	and	general	intelligence	has	been	demonstrated	in	several	
studies	(for	an	overview	see	Sheppard	&	Vernon,	2008).	In	particular,	it	is	correlated	
with	fluid	(primarily	genetic)	intelligence	and	to	a	lesser	extent	with	crystallized	(ex-
perience	based)	intelligence.	Perceptual	speed	is	often	assessed	with	trail	making	
tests,	in	which	testees	have	to	connect	numbers,	which	are	randomly	distributed	on	
a	sheet	of	paper,	in	ascending	order.	Due	to	its	extreme	simplicity	this	kind	of	tasks	
measure	primarily	speed	of	processing	and	no	other	cognitive	abilities.

The	current	study	 investigated	the	potential	of	a	computerized	form	of	a	popular	
German	trail	making	test	(Oswald,	1986)	in	online	studies.	In	form	of	a	within-sub-
ject	design	65	students	worked	on	the	standard	(paper-and-pencil)	and	the	compu-
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terized	trail-making-test	supervised	in	the	lab	as	well	as	unsupervised	at	home.	Ad-
ditionally	the	participants	provided	measures	of	fluid	and	crystallized	intelligence.	
Although	reliabilities	of	all	three	variants	were	very	good,	convergent	validity	was	
compromised.	On	average	participants	needed	two	seconds	 longer	for	the	online	
version	compared	to	the	lab.	Furthermore	the	correlation	of	the	standard	version	
with	the	online	test	was	only	.66,	but	for	the	lab	.80.	Despite	the	limited	compara-
bility	of	the	three	tests	the	predictive	validity	proved	to	be	quite	good.	All	variants	
correlated	with	fluid	intelligence	about	-.25	and	to	a	lesser	extent	with	crystallized	
intelligence	(with	the	standard	version	performing	worst).	Participants	reported	no	
differences	in	preference	for	and	face	validity	of	any	test	version.

Due	to	the	low	inter-correlations	and	different	mean	processing	speeds	quantitative	
equivalence	cannot	be	presumed.	In	contrast,	qualitative	equivalence	seems	likely	
as	all	test	versions	exhibited	comparable	correlations	to	other	measures	of	intelli-
gence.	Thus,	the	online	trail	making	test	seems	to	provide	a	viable	alternative	for	a	
quick	and	rough	estimate	of	intelligence	in	online	environments.
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Payments via Paypal as an Incentive in Online Panels

Does	it	pay	to	pay	online	panel	members?	Two	longitudinal	experiments	were	con-
ducted	with	an	online	panel	to	examine	whether	per-person	payments	via	the	on-
line	intermediary	PayPal	influence	response	and	retention	rates.	Experiment	1	was	
a	two-wave	study.	In	the	incentive	condition,	participants	were	promised	2	EUR	to	
be	paid	upon	completion	of	both	waves,	whereas	control	participants	were	not	of-
fered	any	incentive.	For	Wave	1,	the	promise	of	a	payment	had	a	negative	effect	on	
response,	but	a	positive	effect	on	retention.	There	was	no	direct	effect	on	response	
and	retention	at	Wave	2.	Experiment	2	was	a	three-wave	study.	

In	the	incentive	condition,	participants	were	promised	1.50	EUR	for	their	participa-
tion	at	each	wave,	whereas	in	the	control	condition,	participants	were	not	offered	
any	incentive.	The	promise	of	a	payment	had	a	negative	effect	on	response	in	Wave	
1,	but	a	positive	one	on	response	in	Wave	2.	The	payment	had	no	significant	effect	
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on	retention.	 In	both	experiments,	retention	at	a	given	wave	was	found	to	be	an	
indicator	for	response	at	the	next	wave,	in	that	participants	who	dropped	out	at	a	
given	wave	were	less	likely	to	respond	at	the	next	wave.
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Strategies for Increasing Response Rates in Web Surveys and their Differen-
tial Effects on Sample Composition – First results from a Field Experiment

Web-based	 surveys	 are	 increasingly	 perceived	 as	 a	well-accepted	data	 collection	
methodology.	However,	 not	 enough	 is	 known	 about	 differences	 between	people	
who	do	and	who	do	not	participate	in	such	surveys.	While	there	is	a	growing	body	
of	research	on	strategies	for	increasing	response	rates,	 little	is	known	about	their	
differential	effects	on	sample	composition.

Within	our	research	project,	funded	by	the	German	Research	Foundation	DFG,	we	
study	how	selected	strategies	proven	 to	be	effective	 in	 increasing	 response	 rates	
affect	sample	composition	in	terms	of	values,	personality	traits,	and	civic	duty	orien-
tation	-	variables	that	are	frequently	measured	in	surveys	in	sociology,	psychology,	
and	political	science.	We	collected	baseline	data	about	these	characteristics	within	
the	 German	General	 Social	 Survey	 (ALLBUS	 2008).	 Subjects	with	 Internet	 access	
were	asked	to	participate	in	a	Web-based	survey.	Of	those	ALLBUS	respondents	with	
Internet	 access	 (around	 N=1900),	 42%	 expressed	 their	 willingness	 to	 participate	
(around	N=800)	in	the	follow-up	survey.	In	this	survey,	we	conducted	an	experiment	
with	 three	versions	of	prenotification	 (by	postal	mail,	e-mail,	or	none)	and	 three	
versions	of	promised	feedback	(none,	about	oneself,	or	about	other	participants).	
The	experimental	study	was	administered	between	November	and	December	2008.	
We	will	present	first	results	on	the	expected	differential	effects,	portray	avenues	for	
future	 research,	 and	will	 discuss	 the	 study’s	 implications.	 Specifically,	 the	 results	
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should	help	researchers	using	Web-based	surveys	to	recognize	the	combinations	of	
strategies	for	increasing	response	rates	that	may	encourage	(or	discourage)	respon-
dents	with	particular	traits	and	values,	and	could	therefore	 lead	to	biased	survey	
estimates.
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Value Discourse – Socio-political Impact of Islamic Websites

Websites	of	Islamic	organizations	provide	an	insight	into	their	visions	and	aims.	The	
most	important	assumption	is	that	Islamic	organizations	take	over	the	monopoly	on	
interpretation	concerning	 religious	 issues.	Organizations	 that	are	 small	 and	don’t	
have	 representative	 legitimacy	demonstrate	 themselves	 as	 guardians	of	 religious	
values	and	pretend	to	represent	all	Muslims.

The	research	design	is	based	on	the	theoretical	and	methodological	framework	of	
Discourse	Analysis,	especially	with	the	focus	on	the	sociology	of	knowledge.	With	
the	theoretical	work	of	Michel	Foucault	on	the	analysis	of	power	the	aim	of	the	re-
search	was	to	find	out	about	strategies	that	Islamic	organizations	use.	Former	inve-
stigations	mostly	asked	“How	does	western	media	present	Muslims?“	but	the	focal	
point	here	is	“How	do	Muslims	themselves	use	new	media	such	as	the	internet?“.	
The	media	production	of	Muslims	was	deconstructed.	The	issue	contains	the	que-
stion	if	there	is	a	socio-political	impact	when	Islamic	organizations	use	the	Internet.	
Therefore	the	quantity	of	articles	about	conflicts	concerning	 Islamic	way	of	 living	
on	these	Websites	was	evaluated.	Examples	for	such	kind	of	conflicts	are	e.g.	the	
construction	of	mosques,	muezzin‘s	call	to	prayer,	butchering	in	an	Islamic	manner,	
situation	of	Muslim	women,	wearing	the	veil	at	school,	the	absence	of	Muslim	girls	
at	sport	lessons	or	school	trips	and	Islamic	religious	education.

The	most	important	result	is	that	Islamic	organizations	refer	to	the	religious	neces-
sity	in	their	demands	when	there	appear	conflicting	values	in	a	non-muslim	society.	
Conservative	Islamic	organizations	define	religious	issues	on	the	Internet.	The	socio-
political	 impact	 is	 that	 the	analyzed	 Islamic	organizations	perceive	 themselves	as	
spokesman	on	behalf	of	Muslim	citizens	 in	Germany	as	 they	demonstrate	also	 in	
offline	activity.	They	extend	themselves	for	instance	as	contact	to	German	institu-
tions	and	try	to	contribute	in	the	educational	system.
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Visualization of Music – Reception and Semiotics

Music	 is	primarily	 auditory	but	 also	 includes	 visual	 representation	 such	as	music	
television	like	MTV	or	the	visualization	of	visual	jockeys	(VJs)	using	new	media	tech-
nologies.	 But	 not	much	 is	 known	 about	 the	 coherence	 and	 persuasion	 between	
auditory	and	visual	 (Fischer	1995).	There	are	 technical	and	methodical	questions	
about	how	the	visualization	of	music	can	be	realized:	for	example	using	algorithms	
for	representing	music	or	the	live-on-stage	cutting	of	video	clips.	Does	the	reception	
and	perception	of	visual	music	change	compared	to	the	music	itself?	Do	pictures,	
colours,	or	forms	that	visualize	music	exist?	How	can	visuals	stimulate	personal	ima-
gination	and	how	can	it	intensify	or	soften	the	impression	of	music?

If	we	create	visualizations	it’s	important	to	generate	a	mental	model	in	the	viewer’s	
mind,	which	accords	to	the	attributes	of	the	source	(Robertson	1991).	In	this	case	
the	source	is	the	music	and	the	aim	to	represent	the	source	using	visual	and	design	
methods.	For	example	the	interaction	between	tone	pitch	and	colour.	A	high	tone	
pitch	is	connected	with	bright	colour	and	a	deep	tone	pitch	with	dark	colour	(Melara	
1989).	It	is	important	not	to	mix	or	confuse	musical	graphics	with	the	presentation	
of	musical	staves	(Riethmüller	1998).

Visualizations	are	analyzed	which	are	entertaining	and	following	the	music,	oppo-
sed	to	the	film	music,	where	the	music	follows	the	pictures.

The	poster	shows	a	systematic	overview	of	five	forms	of	visualization:	Music	video,	
Visual	Jockeying,	Mediaplayer,	Realtime	Visualization	of	Audio-Events	(Ingerl	&	Drin-
genberg	2001),	and	Live-Video.	The	results	of	a	laboratory	experiment	are	shown,	
that	compare	the	reception	of	music	with	 the	reception	of	music	combined	with	
visualizations.	For	example	the	visualization	has	an	obvious	effect	on	the	perceived	
speed	of	the	music.	The	experiment	will	be	replicated	in	the	near	future	using	an	
online	survey	and	multimedia	material	as	stimulus	to	improve	previous	results.

Music	has	the	most	important	role	in	mood-management	of	young	people	between	
12	and	19.	(JIM-Studie	2007).	Music	visualization	can	be	an	impact	to	intensify	or	
change	the	reception	of	music	and	can	affect	the	mood	of	a	person,	according	to	the	
Mood	Management	Theory.
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Measuring the Magnitude and Valence of Global Media Events via Internet 
Resonance Diagnostics

Search	engines	do	not	only	search.	Google,	Yahoo,	and	other	major	search	engines	
act	as	global	gateways	of	information	interchange	unprecedented	in	their	scope	and	
depth.	One	by-product	of	search	engines	are	search	engine	count	estimates	(SECEs)	
also	known	as	“hits”	(Google	hits,	Yahoo	hits	etc.).	Recently,	SECEs	have	received	
much	 attention	as	 a	 yardstick	 to	measure	 a	 variety	 of	 phenomena	of	 interest	 as	
diverse	as,	e.g.,	language	statistics,	popularity	of	authors,	similarity	between	words,	
or	the	price	of	gold.	Common	to	these	activities	is	the	intention	to	use	Web	search	
engines	not	only	for	search	but	for	ad	hoc	measurement.	The	overall	objective	of	
this	presentation	is	to	show	how	SECEs	can	be	used	to	study	and	also	to	measure	
phenomena	of	 interest	 in	the	realm	of	media	effects.	The	more	specific	goals	are	
twofold.	Firstly,	the	data	quality	of	SECEs	is	examined.	On	the	basis	of	both	cross-
sectional	data,	 i.e,	SECEs	 from	different	search	engines	 (Google,	Yahoo,	Altavista,	
MSN,	LIVE)	and	longitudinal	data,	i.e.,	SECEs	of	Google	from	over	250	days,	the	data	
quality	of	SECEs	is	analysed.	The	results	obtained	reveal	that	the	reliability	of	SECEs	
is	surprisingly	good	(Janetzko,	2008).	However,	the	sheer	number	of	SECEs	does	not	
reveal	any	valency.	For	instance,	the	number	of	SECEs	(Google	Hits)	after	Obamas	
victory	 in	 the	presidential	election	2008	does	not	 in	 itself	 tell	us	whether	and	 to	
what	degree	this	event	is	well	received.	This	is	why,	secondly,	examples	of	all-subset	
regression	(Miller,	2002)	studies	are	presented	that	highlight	the	valency	of	media	
events.	 In	doing	 so,	we	 can	not	only	measure	 the	magnitude	of	 global	 events	 in	
terms	of	media	resonance	(e.g.,	Obama’s	victory,	bailout	plans	of	the	the	US-ameri-
can	or	European	governments).	In	a	number	of	case-studies	it	will	be	shown	that	on	
the	basis	of	SECEs	(elicited	automatically)	we	can	also	conduct	sentiment	analyses	
by	measuring	whether	 the	 overall	 resonance	 of	media	 on	 the	 event	 in	 question	
is	positive	or	negative.	References:	Janetzko,	D.	(2008).	Objectivity,	reliability,	and	
validity	of	search	engine	count	estimates.	International	Journal	of	Internet	Science,	
3(1),	7-33.
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How representative are sentiments expressed in social media for the mar-
keting target audience? A comparison of a web content mining study with 
an online survey.

Web	content	mining,	the	systematic	analysis	of	social	media	like	forums	or	blogs,	
plays	an	increasingly	important	role	in	online	market	research.	More	and	more	cli-
ents	 are	 interested	 in	using	 this	 approach	 complementary	 to	 “traditional”	online	
research.

A	question	often	posed	in	relation	to	web	content	mining	is	whether	the	results	of	
this	method	are	representative	for	the	target	audience	of	the	client’s	product,	or	
whether	they	mirror	the	orientation	of	opinion	leaders	or	other	biased	sub-groups	
(e.g.	very	critical	consumers)?
To	 answer	 this	 question	empirically,	 a	 sentiment	 analysis	 for	 the	dieting	product	
“Weight	Watchers”	was	 conducted	 in	which	 the	 results	of	a	web	content	mining	
study	and	a	“traditional”	online	survey	were	compared.	Our	hypothesis	was	that	the	
themes	and	valence	of	the	product	evaluations	are	biased	in	the	direction	towards	
opinion	leaders.	To	identify	opinion	leaders	in	the	online	survey,	a	scale	for	measu-
ring	this	attribute	was	constructed.

For	 the	 web	 content	 mining	 a	 combination	 of	 quantitative	 and	 qualitative	 ap-
proaches	was	conducted.	In	the	first	step,	about	10,000	posts	from	14	forums	were	
gathered	and	classified	as	“positive”,	“negative”	or	“neutral”	by	using	a	support	vec-
tor	machine	(SVM).	Samples	of	positive,	negative	and	neutral	posts	were	then	semi-
automatically	coded	by	means	of	a	qualitative	data	analyses.
To	compare	both	methods,	the	pre-codes	of	the	online	survey	were	used	as	refe-
rence	 for	 the	coding	of	 the	posts.	Moreover,	new	codes	were	built	 to	cover	new	
themes	in	the	forums.
This	procedure	 identified	the	quantitative	as	well	qualitative	differences	between	
both	methods.

Apart	from	the	results	of	this	comparison,	the	general	importance	of	social	media	
for	the	buying	decision	process	is	discussed	on	the	basis	of	current	market	research	
results.	And	finally,	the	advantages	and	disadvantages	of	web	content	mining	com-
pared	with	online	surveys	are	dealt	with.
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Billion Dollar Business, Media Revolution or Marketing Hype? The Framing 
of Web 2.0 by German Quality Newspapers

Due	to	its	ambiguity	the	term	Web	2.0,	commonly	used	to	characterize	the	Internet’s	
latest	developments,	caused	heated	discussions,	not	only	in	professional	circles	but	
also	in	the	general	public.	The	attitudes	towards	its	significance	range	from	severe	
criticism	as	meaningless	marketing	buzzword	to	the	acclamation	of	a	new	paradigm	
for	the	 Internet.	Discussions	about	the	term	Web	2.0	and	the	emergence	of	new	
Internet	applications	were	also	accompanied	by	strong	attention	 from	traditional	
mass	media.	However,	media	coverage	of	Web	2.0	has	remained	largely	unexplored	
so	far.	Thus,	this	study	broadly	examines	how	traditional	mass	media	report	on	Web	
2.0	and	to	which	extent	they	consider	it	a	threat	or	a	chance	for	their	own	future.	
The	concept	of	framing	provides	a	suitable	answer	to	these	questions.	It	 is	based	
on	the	assumption	that	the	media	suggest	a	specific	problem	definition,	causal	in-
terpretation,	moral	evaluation	and	treatment	recommendation	for	a	covered	item	
by	selecting	and	highlighting	certain	aspects	of	reality	(cf.	Entman	1993:	52).	Hence,	
frames	are	consistent	patterns	of	interpretation	applied	to	an	issue	like	Web	2.0.

In	order	to	identify	prevalent	frames	and	examine	the	relationship	between	traditi-
onal	mass	media	and	Web	2.0,	a	quantitative	content	analysis	of	four	German	qua-
lity	newspapers	(Frankfurter	Allgemeine	Zeitung,	Süddeutsche	Zeitung,	Frankfurter	
Allgemeine	Sonntagszeitung,	Die	Zeit)	was	 conducted.	 It	 combined	 inductive	and	
deductive	framing	analysis.	All	368	articles	reporting	on	Web	2.0	from	January	2004	
to	January	2008	were	covered.

Altogether,	three	Web	2.0-specific	frames	were	found:	(1)	“Gold-rush	2.0”	in	which	
economically	optimistic	interpretation	patterns	dominate,	(2)	“Media	Coverage”,	a	
frame	that	focuses	on	media-related	facets,	such	as	additional	Web	2.0	business	of	
traditional	mass	media	and	(3)	“Participatory	Web”	which	emphasizes	all	aspects	
of	Web	2.0	usage.	Overall,	the	data	suggest	that	the	analyzed	media	tend	toward	a	
favorable	assessment	of	Web	2.0,	hardly	criticizing	it	as	marketing	buzzword.	Fur-
thermore,	Web	2.0	is	predominantly	seen	as	enrichment	to	traditional	mass	media,	
whereas	the	interpretation	as	a	new	competitor	plays	a	minor	role.

 __________________________________________
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“Why Do I Use the Social Web?” Exploring the Motives of Active and
Passive Users via Focus Groups

In	 recent	years,	 several	 Internet	applications	and	services	 summarized	under	 the	
term	Social	Web	have	evolved	and	attract	a	steadily	growing	audience	with	their	
multi-use	options.	One	approach	to	study	the	initial	stages	of	new	communication	
media	and	understand	their	core	characteristics	is	the	Uses	and	Gratifications	Ap-
proach	(cf.	Ruggerio	2000).	It	focuses	on	the	motives	of	users	to	adopt	a	new	me-
dium	and	 the	 gratifications	obtained	by	 that	use	 (cf.	 Rubin	2002).	 This	 approach	
seems	to	be	particularly	suitable	to	study	the	Social	Web	because	of	its	underlying	
concept	 of	 an	 active	 audience	 acting	 purposefully	 and	 goal-oriented	 (cf.	 Schenk	
2007:	684ff.).	When	studying	the	Social	Web	it	is	important	to	distinguish	different	
levels	of	activity:	The	forms	of	usage	reach	from	only	reading	Wikipedia	articles	or	
Weblogs	over	semi-active	usage	(e.g.	writing	comments	on	others)	to	high	levels	of	
activity	such	as	running	a	personal	blog.	Previous	studies	applying	the	Uses	and	Gra-
tifications	Approach	to	Social	Web	usage	either	focused	on	single	applications	like	
Weblogs	(cf.	Schmidt	2006)	or	Wikis	(cf.	Rafaeli/Ariel	2008)	or	did	not	differentiate	
clearly	between	these	varying	levels	of	activity	(cf.	Fisch/Gscheidle	2008).
Therefore,	 we	 focused	 on	 the	 research	 question	why	 people	 –	more	 or	 less	 ac-
tively	–	use	different	Social	Web	applications	and	services.	The	Social	Web	implies	
changes	in	the	role	of	the	media	user.	Consequently,	we	applied	qualitative	research	
methods	to	explore	the	guiding	motives	and	the	fulfilled	needs	of	the	Social	Web.	
Five	focus	groups	with	nine	to	ten	participants	of	different	ages	and	levels	of	educa-
tion	were	conducted.	Three	of	the	groups	consisted	of	semi-active	Social	Web	users	
and	the	other	two	of	active	users.	In	all	of	these	groups	the	situations,	modes,	and	
motives	of	Social	Web	usage	were	discussed.	Our	results	show	an	expansion	of	the	
motives	identified	for	using	traditional	media.	Also,	we	found	important	similarities	
and	discrepancies	in	the	motives	for	using	different	Social	Web	applications.	On	this	
basis,	a	Social	Web	motive	scale	was	developed;	it	will	be	used	and	tested	in	a	large	
quantitative	survey	as	part	of	our	research	project.

 __________________________________________
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“I am stumped...“ - Online Communities of Practice are an important context 
to cope with professional expectations and the daily work process

This	 paper	 engages	with	 the	 recent	 turn	 in	 social	 sciences	 towards	 Professional-
related	Online	Communities	 as	 a	 driver	 of	 informal	 learning,	 knowledge	 sharing,	
and	generation	across	a	variety	of	different	workplaces	and	practitioners.

From	members´	perspective	of	Profession-related	Online	Communities	 the	paper	
delivers	data	of	their	relevance	to	cope	with	professional	expectations	and	the	daily	
work	process.	It	gives	insight	in	the	participation	process	by	focusing	on	the	asyn-
chronous	forums:	Which	situations	lead	to	using	cross-organizational	Communities	
in	the	internet?	Which	factors	moderate	the	participation	process?

The	paper	presents	a	process	model	of	participation,	based	on	data	from	qualitative	
interviews	with	members	of	one	cross-organizational	Community	of	Practice	for	se-
cretaries.	This	Community	was	chosen	out	of	59	German-speaking	Online	Commu-
nities	of	Practice,	because	of	its	characteristical	community-attributes.

Two	types	of	participations	and	their	effects	on	work	 life	were	 identified.	On	the	
one	hand	by	participating	members	solve	more	or	less	routine	jobs	like	“translating	
a	business	letter”	or	“problems	with	the	use	of	computer	applications”.	From	this	
point	of	view,	the	Online	Community	could	be	described	as	a	living	information	and	
knowledge	exchange	database	to	optimize	routine	jobs	and	update	existing	or	blo-
cked	knowledge	promptly.

On	the	other	hand	the	Community	interactions	expand	the	perspective	and	support	
decision-making	processes	in	work	life.	Members	learn	to	share	their	focal	points	
with	others	and	believe	in	being	prepared	for	upcoming	situations	on	workplace.

The	data	also	inform	about	four	moderating	factors	which	influence	the	participa-
tion	 process:	 “Community	 itself”,	 the	 “provider	 of	 the	 Community”,	 the	 “organi-
zations”,	 in	which	 the	Community	Members	are	 incorporated	and	 the	“Members	
themselves”.

The	presentation	(1)	demonstrates	 insight	 into	the	current	scientific	 literature	on	
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the	topics	“asynchronous	Online	Communication“,	“Community	of	Practice	(CoP)“	
and	“virtuality“.	 (2)	describes	central	criteria	of	 the	CoP-concept,	 (3)	outlines	 the	
methodological	approach,	(4)	critically	discusses	the	results	of	the	qualitative	inter-
views	via	phone,	and	(5)	points	out	their	relevance	for	further	research.
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Privacy, Trust and Social Network Sites

Social	networking	sites	(SNS)	such	as	Facebook	and	MySpace	continue	to	grow	ra-
pidly	across	Europe	and	 the	 rest	of	 the	world.	However,	 relatively	 little	 is	 known	
about	the	uses	of	these	sites,	whether	the	design	(and	subsequent	use)	of	SNS	is	
culturally	specific,	and	how	privacy	and	trust	issues	impact	on	specific	uses.	In	the	
present	study,	use	of	the	SNS	Facebook	is	studied	in	four	European	countries	–	the	
United	Kingdom,	Italy,	Greece,	and	France	–	as	well	as	in	the	United	States.	Parti-
cipants	 (n=436)	 completed	 translated	measures	 of	 privacy	 concern,	 trust	 in	 SNS,	
site	usage	and	history	and	the	Facebook	uses	and	gratifications	measure	developed	
by	Joinson	(2008).	Results	showed	differing	patterns	of	usage	across	the	countries,	
partially	explained	by	the	history	of	use,	and	partially	explained	by	varying	levels	of	
privacy	concern	and	trust	across	countries.	Implications	for	both	understanding	SNS	
behaviour,	and	the	design	of	global	social	networking	sites,	are	discussed.	
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Mobile Usability – Usage of emulators in Eyetracking tests

Mobile	usability	is	investigating	the	suitability	and	usability	of	websites	used	on	mo-
bile	interfaces	such	as	PDAs	and	mobile	phones.	It	is	based	on	the	known	usability	
criteria:	efficiency,	effectiveness	and	satisfaction.	The	mobile	web	services	differ	in	
their	functional	scope,	the	context	of	use,	the	use	of	processes	and	satisfaction	with	
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the	systems	towards	the	static	use	on	a	PC	or	laptop.	Limitations	of	usability	on	mo-
bile	devices	occur	at	three	levels:	mobility,	context,	and	usage	restrictions	through	
the	user	interface.

The	aim	of	this	study	is	gaining	insights	for	the	methodical	use	of	an	emulator	(as	
there	are	Google	Android,	Openwave	Simulator	and	Opera	Mini)	for	the	application	
on	eyetracking	of	mobile	websites.	The	approach	was	a	proof	of	concept.	In	order	
to	 touch	 this	main	 research	 question	 the	 following	 user-centered	methods	were	
employed:	 usability	 analysis,	 the	method	of	 eye	 tracking	 (table-mounted	device)	
combined	with	a	survey	of	test	persons.
For	a	first	validation	of	the	possibilities	of	measuring	the	usability	by	using	an	emu-
lator	a	user-test	was	realized	on	two	social	networks	–	one	having	a	special	mobile	
version,	the	other	just	with	a	static	version.	Around	20	hypotheses	were	formulated	
(some	concerning	either	the	mobile	or	the	static	version,	some	concerning	a	compa-
rison	between	both)	and	verified	during	the	test	setting.	30	test	users	were	involved	
in	this	test.	The	results	of	the	investigation	show	that	a	test	of	mobile	websites	using	
eye	tracking	in	combination	with	an	emulator	is	well	placed.

1.	Mobile	Usability

2.	Eyetracking	on	mobile	emulators

3.	Case	Study	Mobile	Online	communities
3.1.	Mobile	version
3.2.	Static	version

•	 Ballard,	Barbara	(2007):	Designing	the	mobile	user	experience.
	 Chichester:	Wiley.
•	 Duchowski,	Andrew	(2007):	Eye	Tracking	Methodology.	London:	Springer.
•	 Dumas;	Redish	(1999)	A	Practical	Guide	to	Usability	Testing.	Intellect:		
	 Exeter.
•	 Jones,	Matt;	Marsden,	Gary	(2006):	Mobile	Interaction	Design:	John	Wi-	
	 ley	&	Sons.
•	 Rubin	(1993):	Handbook	of	Usability	Testing.	How	to	plan,	design,	and		
	 conduct	effective	tests.	New	York.
•	 Torlone,	R.	et	al,	Methodes	and	tools	for	adaptive	applications.
	 In:	Pernici,	Barbara	(Hg.)	(2006):	Mobile	information	systems.	,	Springer.
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Twittering Dissent: Social Web Data Streams as Basis for Agent Based
Models of Opinion Dynamics

Agent	based	models	have	proven	to	be	successful	instruments	for	the	generation	of	
hypotheses	in	the	social	sciences.	In	the	past,	validation	of	models	of	human	behavi-
or	was	severely	encumbered	by	a	scarcity	of	adequate	empirical	data.	This	situation	
has	been	changed	by	the	advent	of	the	social	web,	where	users	themselves	provide	
many	high-volume	sources	of	data	on	communication	and	behavior.	In	this	paper,	
we	compare	the	data	generated	by	an	agent	based	model	on	opinion	dynamics	with	
empirical	data	of	opinion	formation	on	an	online	communication	back	channel.

Increasingly,	social	web	applications	are	used	by	participants	of	social	events	(i.e.	
academic	conferences,	political	rallies	…)	as	communication	back	channels.	Today	
audience	reaction	happens	not	only	in	the	physical	space	shared	by	the	entire	au-
dience,	but	also	on	back	channels.	Since	opinion	formation	processes	in	a	physical-
ly	shared	environment	and	opinion	formation	on	online	channels	 follow	different	
rules,	new	dynamics	of	audience	behavior	arise.

This	paper	presents	an	agent-based	model	of	 these	new	opinion	dynamics.	Data	
generated	by	this	model	is	then	compared	with	data	which	documents	the	audience	
reactions	on	the	social	web	application	Twitter	during	a	SXSW	keynote	in	2008.	The	
model	shows	clearly	that	the	introduction	of	communication	back	channels	changes	
the	formation	of	audience	reaction	in	a	way	that	promotes	explicit	negative	reac-
tions,	a	conclusion	which	is	supported	by	the	empirical	data.
The	study	shows	that	agent	based	models	can	serve	as	sufficiently	accurate	descrip-
tions	 of	 human	behavior,	 given	 that	 the	 context	 is	well	 understood	 and	 covered	
by	the	model‘s	 formalism.	Furthermore,	due	to	similar	 levels	of	abstraction,	data	
gathered	from	the	social	web	is	readily	comparable	to	model	output.	The	authors	
believe	that	the	introduction	of	agent	based	modeling	in	online	research	has	poten-
tial	for	enhancing	research	in	many	areas.	Among	them	are	clearly:	Models	serve	
as	 tools	 for	 thought,	enabling	researchers	 to	explore	theoretical	 implications	 in	a	
sandbox.	Because	their	operationalisations	are	similar	to	those	used	in	web	metrics,	
agent	based	models	also	lend	themselves	to	real-time	analysis	of	live	data.

 __________________________________________
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Human-Survey Interaction: Usability and Nonresponse in Online Surveys

Response	rates	are	a	key	quality	indicator	of	surveys.	Many	respondents	suffer	from	
difficulties	when	trying	to	answer	survey	questions.	This	leads	to	omitted	answers	
and	abandoned	questionnaires.	The	research	goal	is	to	show	how	applied	usability	
in	surveys	can	increase	response	rates.	Here,	central	aspects	addressed	in	the	stu-
dies	include	improvement	of	error	tolerance	and	useful	feedback	in	online	survey	
design.	Recommendations	on	what	constitutes	good	usability	are	drawn	from	seven	
studies	and	experiments.	

The	results	report	on	more	than	33,000	respondents	sampled	from	many	different	
populations	such	as	students,	people	above	forty,	visually	impaired	and	blind	peo-
ple,	and	survey	panel	members.	The	results	showed	that	improved	usability	signifi-
cantly	boosted	response	rates	and	accessibility.	The	first	three	studies	assessed	the	
amount	of	nonresponse	which	would	result	from	respondents	not	having	access	to	
technical	features	used	in	an	online	survey.	

This	first	barrier	 to	participation	 focused	on	 the	accessibility	of	a	survey.	Study	4	
and	5	showed	how	visual	feedback	in	matrix	questions	reduces	item-nonresponse.	
Study	6	and	7	showed	how	different	implementations	of	progress	indicators	affects	
dropout	rates.	The	presentation	summarizes	the	methodology	and	results	of	all	stu-
dies	within	a	framework	of	human-survey	interaction.	In	conclusion,	human-survey	
interaction	 is	a	cost-effective	approach	 in	survey	methodology	which	successfully	
helps	reduce	nonresponse	while	increasing	usability	of	a	survey.
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Informal Learning in Virtual Communities. Individual Practice between
Information Retrieval, Observation and Participation.

As	informal	learning	in	virtual	social	spaces	is	becoming	more	important,	it	is	neces-
sary	to	gain	a	deeper	understanding	about	personal	learning	strategies	to	facilitate	
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developing	adequate	supportive	educational	scenarios.	Those	users	of	virtual	web-
based	communities	who	read	messages	from	other	users,	but	do	not	or	rarely	post	
messages	themselves	are	commonly	referred	to	as	non-posters	or	lurkers.	Informal	
learning	in	virtual	communities	is	usually	modelled	according	to	Wenger’s	concept	
of	“Communities	of	Practice”.	

Although	Wenger	 sees	different	participation	 levels	and	 trajectories,	 focus	of	ed-
ucational	research	is	mostly	on	legitimate	peripheral	participation	as	a	path	to	full	
active	membership.	 In	 this	 perspective,	 learning	 processes	 are	 closely	 related	 to	
active	participation	and	lurking	is	hardly	ever	considered	to	be	a	legitimate	personal	
learning	strategy.	Thus,	 lurkers	are	generally	 ignored	by	educational	research,	alt-
hough	they	constitute	the	majority	of	users	in	mailing	lists	and	message	boards.	The	
paper	will	present	results	of	explorative	case	studies	on	individual	lurking	strategies	
and	discuss	to	what	degree	the	lurking	strategies	can	be	seen	as	having	an	impact	
on	individual	learning	strategies.

Central	questions	for	data	collection	and	interpretation	are:

•	 Which	individual	informational	strategies	of	non-posters	can	be	identi-	
	 fied	in	regard	to	virtual	communities?

•	 How	do	non-posters	view	their	use	of	and	participation	in	virtual	com-	
	 munities	in	terms	of	information,	learning	and	membership?

•	 How	is	the	interplay	between	online	and	offline	contacts,	posting	and		
	 lurking	practices	organized?

Each	 of	 the	 ten	 cases	 is	 represented	 by	 one	 person	 and	 includes	 different	 data	
sources:	as	semi-structured	interviews,	questionnaires	on	personal	information	en-
vironments,	learning	diaries	and	optional	additional	data	like	personal	bookmarks	
or	search	histories.	First	results	of	the	data	analysis	 indicate	that	usage	of	virtual	
communities	is	seen	as	informal	learning	activity	(non-posting	as	well	as	posting).	
Furthermore,	a	sense	of	community	can	exist	without	posting	activities	and	is	not	
necessarily	connected	to	one	online	source	but	rather	to	a	community	of	practice	
with	several	online	and	offline	resources.	Noticeable	is	also	that	very	different	ap-
proaches	to	and	practices	within	virtual	communities	can	be	identified	for	different	
roles	and	contexts.

 __________________________________________
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Increasing response rates in list based samples

As	the	utilization	of	the	 internet	as	a	marketing	research	tool	 is	constantly	rising,	
users	get	more	and	more	accustomed	to	fill	out	questionnaires	online.	The	often	
cited	novelty	of	the	medium	to	which	high	respond	rates	were	attributed	a	decade	
ago	has	definitely	worn	out.	Therefore	other	response	enhancing	measures	need	to	
be	established,	especially	when	list	based	samples	are	contacted	for	the	first	time.	
The	positive	effect	of	pre-notifications	on	 response	 rates	has	been	confirmed	 for	
mail	surveys	 (e.g.,	Edwards	et	al.	2002;	Faria/Dickinson/Filipic	1990)	as	well	as	 in	
at	least	one	web	survey	(Cook/Heath/Thompson	2000).	Also	increasing	respondent	
engagement	by	a	respondent	friendly	questionnaire	design	is	expected	to	diminish	
abortion	(Baker	2008).

A	 study	about	 the	attitude	of	 IT	managers	 in	Austrian	 companies	experimentally	
investigated	the	effect	of	pre-notification	(e-mail	pre-notification	one	week	before	
invitation	vs.	no	pre-notification)	and	two	different	questionnaire	layouts	(basic	vs.	
elaborated).	To	test	the	“Anita-effect”	(Greif/Batinic	2007)	in	the	male	dominated	
sample	(95%	male)	the	sender’s	gender	was	varied.	The	full-factorial	design	(2x2x2)	
led	to	eight	experimental	groups.	A	total	of	38%	of	the	1,563	IT	managers	clicked	on	
the	link	in	the	e-mail	invitation	and	29%	finished	the	questionnaire	(abortion	rate:	
22%).	The	highest	 response	rate	was	achieved	 in	 the	group	with	pre-notification,	
the	female	sender	and	the	elaborated	layout	(38%),	the	lowest	in	the	group	without	
pre-notification,	the	male	sender	and	the	basic	layout.	Significantly	more	IT	mana-
gers	with	a	pre-notification	clicked	on	the	link	in	the	e-mail	invitation	(40%	vs.	36%)	
and	started	filling	out	the	questionnaire	after	the	introduction	page	(95%	vs.	92%).	
The	total	response	rate	with	pre-notification	was	higher	than	without	(32%	vs.	27%).	
The	invitation	from	a	female	sender	led	to	more	clicks	on	the	link	in	the	e-mail	(40%	
vs.	35%)	and	to	a	higher	total	response	rate	(32%	vs.	27%).	The	layout	of	the	que-
stionnaire	had	a	significant	influence	on	the	abortion	(elaborated:	14%;	basic:	20%)	
and	the	total	response	rate	(33%	vs.	26%).	Additionally	the	elaborated	layout	was	
evaluated	to	be	visually	more	attractive.

 __________________________________________



85	.

ABSTRACTS

Authors:	 	 Kissau,	Kathrin	(1);	Hunger,	Uwe	(2)	
	 	 [1:	Westphalian	Williams-University,	Muenster,	Germany;
	 	 2:	FORS,	University	of	Lausanne,	Switzerland;	]
E-Mail:	 	 hunger@uni-muenster.de
	 	 kathrin.kissau@fors.unil.ch

Political Uses of the Internet by Migrants

In	the	research	project	“Political	Potential	of	the	Internet	-	the	Virtual	Diaspora	of	
Migrants	from	Russia	and	Turkey	in	Germany”	(2007-2008)	we	examined	the	politi-
cal	activities,	which	migrants	in	Germany	display	on	the	internet.	The	focus	hereby	
lay	on	migrants´	community	structures	online	and	their	e-participation	activities	in	
the	political	processes	both	in	the	host	country	and	in	the	country	of	origin.	Thus,	
migrants´	access	to	and	integration	in	the	public	and	political	spheres	of	these	coun-
tries	online	was	evaluated.

The	study’s	multiple	method	approach	to	analyze	these	aspects	consisted	first	of	
a	content	analysis	of	websites	created	and	used	by	migrants	for	political	activities,	
focussing	on	their	thematic	orientation,	target	group	and	political	interaction	possi-
bilities	(information,	discussion,	participation).	Second,	an	analysis	of	link	structures	
of	and	between	these	websites	was	carried	out	using	a	hyperlink	analysis	program	
to	uncover	possibly	existing	networks.	This	method	enabled	us	to	reveal	and	visua-
lize	relationships	displayed	online	through	hyperlinks	between	the	political	websites	
and	 so	 to	 add	 to	our	understanding	of	 the	 studied	political	 spheres	of	migrants.	
Third,	an	onsite	survey	of	users	as	well	as	a	survey	of	the	sites´	administrators	were	
conducted	 in	order	 to	detect	 individual	 interests	and	usage	characteristics	of	mi-
grants	on	the	internet.

As	the	internet	has	become	a	central	means	of	interaction,	especially	true	for	geo-
graphically	dispersed	entities,	this	analysis	of	internet	sites,	their	uses	and	the	thus	
emerging	communication	paths	was	able	to	add	to	our	understanding	of	migrants´	
political	interests,	positions	and	engagement	in	general.	In	our	study	we	found	va-
riations	between	the	three	analyzed	migrant	groups	regarding	aspects	such	as	the	
groups´	online-linkage	structures,	languages	predominantly	used	online,	purposes	
of	 internet	 sites,	 integration	 status	of	migrants	offline	mirrored	online	as	well	 as	
the	 central	 function	 of	 the	 internet	 for	 these	 groups.	 The	 uncovered	 differences	
and	similarities	in	the	orientations	and	organizational	structures	of	migrant	groups	
show	how	differently	the	internet	can	be	utilized	on	the	one	hand	and	what	similar	
potential	the	internet	is	ascribed	to	by	migrants	on	the	other	hand.
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Market Research Online and Offline
Differences in output and processing of Qualitative Online and Face to Face 
Research

As	market	researchers	with	a	qualitative	focus,	our	aim	is	to	explore	and	understand	
both	the	rational	and	the	emotional	drivers	that	move	consumers	and	shape	their	
behavior.	This	requires	that	we	get	close	to	the	consumers	reality,	which	today	 is	
increasingly	both	online	and	offline	–	and	therefore	our	research	takes	place	online	
as	well	as	face	to	face.

Research	 showed	us	 that	 face	 to	 face	 and	 online	 research	 offer	 different	 advan-
tages	and	requirements	regarding	the	use	of	certain	techniques	and	the	respective	
kinds	of	outcome.	We	consider	 these	differences	as	a	great	 chance	 if	both	kinds	
of	 research	are	 implemented	and	combined	skillfully	–	but	also	as	problematic	 if	
ignored.	

So	far,	the	necessity	or	usefulness	of	online	research	is	justified	almost	entirely	prag-
matically:	 e.g.	 it	 reaches	 immobile	 target	groups,	offers	flexibility	 for	moderators	
and	clients	and	for	some	–	especially	younger	or	professional	 target	group	–	 it	 is	
the	familiar	means	of	communication.	We	however	think	that	it	is	important	to	also	
consider	the	methodological	and	content-based	specialties	and	advantages	of	on-
line	research.	We	therefore	explored	the	differences	between	the	progression	and	
results	of	online	and	face	to	face	research	more	systematically	and	qualitatively*	by	
conducting	four	focus	groups,	two	online	and	two	face	to	face,	with	identical	que-
stions	and	similar	questioning	techniques.	Our	analysis	showed	that	different	sub-
jects,	stimulus	materials	and	questioning	techniques	are	more	or	less	appropriate	
and	successful	in	either	form	of	group	discussion.	It	also	revealed	clear	differences	
in	mode	and	content	of	answers,	e.g.	that	different	results	are	gained	regarding	the	
openness	to	express	ones	opinion	and	the	kind	of	emotional	involvement.	Thus,	the	
question	whether	it	is	more	appropriate	to	conduct	qualitative	research	online	or	
face	to	face	can	only	be	answered	by	considering	the	topic	and	the	desired	results.	
For	more	complex	research	designs	online	and	face	to	face	research	can	comple-
ment	each	other	in	an	iterative	research	process.

*That	it	 is	qualitative	research	was	important	to	us,	because	the	research	that	so	
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far	has	been	done	to	explore	differences	between	online	and	face	to	face	research	
is	mainly	of	quantitative	nature,	e.g.	counting	the	participants	contributions	to	the	
discussion	or	similar.

 __________________________________________

Author:	 	 Kobayashi,	Tetsuro	
	 	 [National	Institute	of	Informatics,	Japan]
E-Mail:	 	 k-tetsu@nii.ac.jp

Propensity Score Adjustment for Web Survey of Voting Behavior: A Case 
in Japan

Compared	with	 traditional	 interviews	or	drop-off/mail-back	surveys,	web	surveys	
are	advantageous	for	extracting	particular	subsamples	or	panel	surveys	with	short	
intervals.	These	advantages	are	expected	to	bring	about	methodological	advances	
in	voting	behavior	research.	However,	web	surveys	with	screening	or	intensive	pa-
nel	design	inevitably	have	to	be	based	on	purposive	sampling,	and	this	purposive	
sampling	brings	about	a	serious	deviation	from	probabilistic	survey	data.	Using	two	
datasets	sharing	certain	variables	and	which	were	collected	in	the	same	period,	we	
investigated	the	effectiveness	of	propensity	score	adjustment	for	web	surveys.	One	
set	of	data	was	from	a	web	panel	survey	based	on	purposive	sampling	with	short	
intervals,	and	the	other	set	was	from	personal	interview	surveys	based	on	probabi-
listic	random	sampling.	The	web	panel	survey	ran	for	three	days,	starting	two	days	
before	 the	voting	day	of	 the	national	election	of	 the	House	of	Councilors	 (upper	
house)	in	2007;	i.e.,	July	27th,	28th,	and	29th	(voting	day).	The	respondents	were	
purposively	screened	from	a	vast	pool	of	registrants	on	the	condition	that	they	were	
usually	exposed	to	information	about	political	and	social	issues	on	the	Internet.	The	
personal	interview	survey	data	was	collected	right	after	the	election	of	the	House	of	
Councilors	in	2007	by	probabilistic	random	sampling	using	the	electoral	rolls.	Setting	
party	identification	and	the	parties	to	which	respondents	actually	voted	as	depen-
dent	variables,	the	covariates	for	calculating	the	propensity	scores	were	selected	on	
the	basis	of	the	“strongly	ignorable	treatment	assignment”	condition	(Rosenbaum	
&	Rubin,	1983).	

Using	 three	 sets	of	 covariates,	 three	propensity	 scores	were	calculated	and	 their	
effectivenesses	in	adjusting	dependent	variables	were	compared.	The	results	of	pro-
pensity	score	adjustment	indicated	that	the	distribution	of	parties	to	which	respon-
dents	 actually	 voted	 was	 effectively	 adjusted.	 However,	 propensity	 scores	 failed	
to	 adjust	 the	distribution	of	 party	 identification.	 Conditions	on	which	propensity	
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scores	can	effectively	adjust	web	survey	data	are	discussed.	In	particular,	the	need	
for	enough	covariates	and	further	research	into	stable	covariates	are	emphasized.
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Mixed Methods in Online Research – Conceptualisation and Future
Research Agenda

In	marketing	research,	the	application	of	an	integrated	mix	of	different	methods	is	
growing	constantly	(see	e.g.	Tomczak,	1992;	Angerer	et	al.,	2006;	Srnka,	2007).	Ap-
plying	a	mix	of	various	methods	enables	researchers	to	draw	a	more	holistic	picture	
of	the	topic	under	scrutiny.	Mixed-method	designs	incorporate	both	the	combina-
tion	of	methodologies	(qualitative	and	quantitative)	as	well	as	different	methods	of	
data	collection	(e.g.	classical	questionnaire	surveys	and	neuroimaging	experiments).	
Within	mixed-method	 designs,	 different	methods	 are	 integrated	 throughout	 the	
whole	research	process	(see	therefore	e.g.	Schulenberg,	2007).	

Given	that	selecting	the	method	is	strictly	driven	by	the	research	problem	that	 is	
to	be	solved,	there	are	various	ways	of	how	to	integrate	methods	of	data	collection	
aiming	at	gaining	more	comprehensive	results.	New	technologies	increase	the	va-
lue	added	gained	by	the	interplay	of	quantitative	and	qualitative	types	of	data	and	
analytic	techniques.	Decades	ago,	no	one	would	have	thought	about	“netnography”	
(Kozinets,	2002;	Kozinets,	2006)	and	the	usage	of	Web	2.0	applications	(Hagemann	
and	Vossen,	2008;	Jepsen,	2006)	such	as	internet	community	platforms	for	marke-
ting	research	purposes	(data	collection	or	the	recruitment	of	test	subjects).	In	our	
present	 study	we	 evaluate	 the	 status	 quo	 of	mixed-method	 designs	 in	 empirical	
marketing	 studies	 integrating	 internet-based	 approaches.	We	have	 reviewed	 and	
analyzed	scientific	publications	over	the	past	decade	in	which	internet-based	mixed-
method	studies	had	been	conducted	in	order	to	be	able	to	derive	implications	for	
the	design	of	future	mixed-method	investigations.	Based	on	these	findings,	we	sug-
gest	“cases	for	further	research”.	In	these	cases	we	discuss	theory-based	conceptual	
thoughts	on	selected	topical	areas	and	propose	adequate	empirical	designs	com-
bining	both	qualitative	and/or	quantitative	and	offline	and/or	online	approaches.	

We	especially	 focus	on	the	 integration	of	different	online-based	methods	of	data	
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collection,	 different	 online-based	 data	 sources,	 and	 opportunities	 for	 recruiting	
test	subjects	over	the	internet.	Our	idea	of	mixed-method	designs	including	online-
based	approaches	goes	therefore	far	beyond	the	mere	combination	of	online	and	
offline	methods	in	terms	of	a	mixed-mode	study.
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Using flash type questions – stroke of luck or curse for data quality?

Online	surveys	are	becoming	more	and	more	interactive.	Respondents	can	use	new	
flash	question	types.	Card	sorting,	clicking	on	coloured	and	interactive	buttons,	ran-
king	of	items	shown	as	pictures	–	the	options	seems	to	be	nearly	unlimited.	

Research	institutes	and	panel	providers	expect	more	fun	for	the	respondents	while	
answering	 the	 surveys.	 But	what’s	 about	 the	 results?	Are	 there	 really	 effects	 on	
respondents	and,	much	more	important,	is	there	any	effect	on	the	data	quality	of	
survey	results?	A	number	of	methodological	questions	emerge,	one	of	them	being	
associated	with	the	measurement	possibilities	and	usability.	Therefore,	we	conduct	
an	empirical	study	aim	at	exploring	the	usability	and	measurement	quality	of	diffe-
rent	flash	question	types.
Based	on	a	sample	provided	by	an	online	panel,	a	classic	test	design	is	used	with	
a	split-half	sample:	One	half	of	the	sample	will	receive	questions	in	the	commonly	
used	way	(e.g.	“HTML-Buttons/	Matrix	questions”).	The	other	half	of	 the	respon-
dents	will	answer	a	questionnaire	which	is	programmed	with	flash	technology.	The	
sample	will	also	be	quoted	with	demographic	variables	like	age	and	gender.	Against	
this	background	we	analyze	the	perception	and	usability	of	flash	compared	to	non-
flash	question	types.	Therefore	a	two-step	approach	is	used,	analyzing	and	compa-
ring	objective	measures	(i.e.	termination,	loading	time)	and	respondents`	subjective	
perceptions	(liking,	usability	experiences).

The	following	research	questions	will	be	verified	in	our	study:
a)	Do	response	rate,	completing	rate,	answering	time	of	questionnaire	and	answer-
length	in	open-ended	questions	increase	when	using	flash	technology	compared	to	
commonly	used	scales	in	online	surveys?
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b)	 Are	 there	 differences	 between	 the	 flash	 sample	 and	 the	 “normal”	 users	with	
regard	to	data	quality?

c)	Does	 the	acceptance	of	flash	question	 types	differ	between	groups	of	 respon-
dents	(age	and	gender	groups)?

Based	on	 the	 results	of	 this	 study	we	give	 recommendations	 for	 the	use	of	flash	
question	types	in	online	surveys.	Furthermore,	the	comparison	of	results	deriving	
from	objective	measures	with	respondents’	subjective	experiences	and	evaluation	
will	be	outlined.
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Community in Community Informatics: An Evasive Concept

Community	Informatics	(CI)	is	an	academic	field	of	study	that	seeks	to	examine	how	
information	and	 communication	 technologies	 can	be	deployed	 for	 the	benefit	of	
communities.	Community	is	however	a	problematic	and	polysemic	term,	meaning	
different	things	to	different	people	and	has	inherently	political	overtones.	This	pa-
per	aims	to	bring	to	the	attention	of	practitioners	in	the	field	of	CI	the	contested	na-
ture	of	the	term	“community”	and	to	examine	the	historical	origin	of	the	term	and	
the	multiple	ways	in	which	it	has	been	and	can	be	used.	In	exploring	this	term,	we	
make	use	of	more	literary,	historical	and	sociological	approaches.	Such	approaches	
can	offer	new	insights	on	the	topic	that	seem	to	be	“in	place”	with	General	Online	
Research.	With	 such	discussion	 to	 forearm	practitioners	of	CI	of	 the	problematic	
ways	in	which	community	has	been	and	can	be	used,	we	offer	the	following	recom-
mendations:	

(1)	use	of	the	term	“Community”	remains	largely	unproblematised	and	we	ought	to	
be	more	mindful	of	its	history;	(2)	community	be	recognized	as	a	locally	contingent	
position;	 (3)	as	a	 term	of	 reference	 its	use	 should	be	carefully	 considered	within	
specific	contexts;	and	(4)	a	fuller	exploration	of	the	term	in	the	CI	discipline	is	nee-
ded.	We	hope	that	these	recommendations	may	lead	to	more	reflexive	practice	in	
the	discipline	of	CI.
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Social Capital in German Social Networking Sites

During	the	last	five	years	people	have	discovered	the	Web	2.0,	or,	for	social	sciences,	
user-generated	 content.	 Two	 classes	 of	web	 services	 have	 been	 identified	 to	 su-
stain	this	innovation:	Websites	that	focus	on	user-generated	content	(e.g.,	YouTube,	
Flickr,	or	Blogspot)	 and	 social	networking	websites	 (SNS)	 that	 focus	on	 the	users	
themselves,	e.g.,	personal	profiles	and	networking	activities.	The	latter	are	innova-
tive	in	that	sense	that	people	have	never	before	mapped	their	social	networks	so	
formally.	In	that	context,	the	value	of	social	integration	and	interpersonal	relations	
was	rediscovered	by	the	public	and	communication	scientists.	

The	 personal	 network	 is	 said	 to	 improve	 chances	 of	 getting	 a	 good	 job,	 closing	
contracts,	or	making	money	through	faster	 information.	Social	theorists	expected	
two	types	of	social	capital	in	interpersonal	networks,	differentiating	between	weak	
ties	and	strong	ties	 (bridging	and	bonding	social	capital,	Williams,	2007).	A	study	
conducted	on	Facebook	(Ellison,	Steinfield	&	Lampe,	2007)	found	that	maintaining	
offline	contacts	through	online	networks	 is	another	major	benefit.	So	maintained	
social	capital	was	theorized	as	a	third	type	of	social	capital.

Our	own	study	of	three	large	German	social	networking	sites	(schuelerVZ,	studiVZ,	
and	meinVZ)	employed	measures	that	are	very	similar	to	that	of	the	Facebook	stu-
dy.	The	phenomenon	of	friendsickness	is	quite	specific	for	US	students,	so	we	had	to	
adjust	the	scale	of	maintained	social	capital	to	German	students‘	situation.	Within	4	
days,	more	than	45.000	users	attended	the	online	survey	and	gave	insights	into	their	
personal	online	networks,	their	network	usage	and	general	Internet	communication	
behavior.

Our	results	indicates	that	the	distinction	of	relationships	online	and	offline	is	sen-
sible	only	to	a	very	limited	extent	-	most	users	had	an	offline	relationship	to	most	
SNS-contacts	before	meeting	them	online.	The	three	forms	of	social	capital	found	
for	US	users	can	be	observed	in	German	SNS,	too.	Although	some	doubts	remain,	
concerning	the	theoretical	constructs	mapped	in	the	scales.	Furthermore,	our	re-
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sults	advise	against	being	too	close-minded:	SNS	seem	to	directly	compete	against	
instant	messengers.	Interpersonal	communication	still	is	the	heart	of	the	network,	
looking	at	the	personal	profiles	only	may	miss	the	point.

 __________________________________________
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The Effect of Online Dating on Homophily

Online	dating	typically	takes	place	on	general	websites,	where	every	layer	of	soci-
ety	can	be	found	which	has	Internet	access.	On	dating	sites	partners	can	find	each	
other,	who	would	not	meet	face-to-face.	Therefore,	online	dating	may	decrease	the	
similarity	between	partners	(homophily).	Additionally,	people	select	partners	based	
on	the	observable	attributes,	and	it	was	shown	that	people	are	attached	to	existing	
partners.	On-line	dating	environments	are	different	from	face-to-face	ones	conside-
ring	the	attributes,	which	are	observable	in	the	early	stage	of	dating.

In	the	present	study,	I	examined	the	effects	of	online	dating	on	homophily.	My	que-
stions	were:	Does	homophily	decrease	on	more	heterogeneous	dating	sites?	Does	
homophily	 increase	according	 to	 the	 characteristic	 that	 is	 observable	earlier	 and	
better?
Two	surveys	were	conducted	on	two	Hungarian	dating	sites.	Respondents	were	as-
ked	where	they	have	met	their	last	partners:	on	dating	sites,	at	chat	groups,	or	face-
to	face.	Homophily	data	was	gathered	by	asking	respondents	about	their	and	their	
last	partners’	social-demographic	characteristics.	The	effect	of	heterogeneity	of	the	
dating	site	on	couple	homophily	was	analyzed	by	comparison	of	the	two	dating	sites	
by	age	and	education.	The	effect	of	 the	observable	vs.	non-observable	attributes	
was	analyzed	on	the	two	samples	separately.

Regarding	the	examined	attributes	homophily	was	higher	on	the	more	homogene-
ous	dating	site.	In	the	first,	smaller	sample	(N=209	couples)	educational	and	spatial	
homophily	and	interest	similarity	was	not	significantly	different	on	dating	sites	com-
pared	to	chat	groups.	In	the	second,	larger	sample	(N=5,325	couples)	if	a	characteri-
stic	was	not	observable	well	(social	background	on	the	dating	sites	and	education	at	
chat	groups),	it	lead	to	the	decrease	of	homophily	compared	to	face-to-face	dating.	
However	educational	homophily	on	dating	sites	and	in	face-to-face	meetings	was	
not	different.
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These	results	showed	that	heterogeneity	of	dating	sites	decreased	homophily.	The	
present	results	suggests	that	if	a	characteristic	that	is	observable	earlier	and	better,	
the	higher	the	homophily	is	according	to	that.
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Representativeness of Mobile Internet Surveys - A comparative study of 
CAMI vs. CATI.

The	 increasing	relevance	of	the	mobile	 Internet	 is	undoubted.	 In	2008,	the	share	
of	users	 in	Germany	mounts	to	16%	among	the	German	population	(Source:	TNS	
Infratest	Media&Technology,	September	2008).	The	usage	intention	also	reaches	a	
two	digit	percentage	(12%)	and	announces	further	growth.
In	course	of	this	development,	market	research	agencies	are	increasingly	faced	to	
the	need	of	 their	clients	 to	deliver	 information	about	 the	universe	of	 the	mobile	
Internet.	 Classical	 research	methods	 like	 telephone	 surveys	 or	 online	 surveys	 on	
the	 static	 Internet	 can	of	 course	be	used	as	 a	means	of	 collecting	 relevant	data.	
But	up	to	date	it	is	still	very	difficult	to	reach	the	relevant	target	groups	via	these	
methods	due	to	their	low	penetration	rate.	This	difficulty	increases	especially	when	
subgroups	like	visitors	of	certain	mobile	websites	have	to	be	addressed.

Since	more	than	one	year,	academic	and	commercial	research	has	started	to	deve-
lop	mobile	research	approaches	where	the	recruitment	and	interview	takes	place	
directly	 on	 the	mobile	 Internet.	 The	main	 advantage	 of	 these	 approaches	 is	 the	
direct	and	efficient	access	to	relatively	small	target	groups.

But	how	representative	are	the	results	of	these	approaches	that	take	place	directly	
on	the	mobile	Internet?	Can	the	data	be	considered	as	a	valid	and	reliable	source	
of	 information?	How	can	market	research	agencies	control	for	potential	biases	to	
deliver	useful	value	add	to	their	clients?

To	answer	these	questions	the	authors	of	this	study	compare	the	empirical	results	
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of	a	mobile	Internet	survey	and	a	representative	telephone	survey.	The	paper	starts	
with	a	description	of	the	methodological	design	of	both	surveys.	In	the	main	section	
a	detailed	comparison	of	basic	results	of	the	two	surveys	is	undertaken.	Therefore	
the	authors	mainly	use	demographic	profiles	and	information	about	the	usage	beha-
viour	on	the	mobile	Internet.	The	paper	concludes	with	a	statement	of	how	results	
from	mobile	Internet	surveys	can	be	extrapolated	to	the	corresponding	population.
The	purpose	of	this	paper	 is	to	actively	contribute	to	the	further	development	of	
mobile	research	approaches.

 __________________________________________

Authors:	 	 Maireder,	Axel;	Nagl,	Manuel	
	 	 [Department	of	Communication,	Faculty	of	Social	Sciences,		
	 	 University	of	Vienna,	Austria]
E-Mail:	 	 axel.maireder@univie.ac.at
	 	 manuel.nagl@meduniwien.ac.at

Concepts and Habits of Internet Use among Students and Teachers in
Austria

Introduction	and	Research	Questions:
Since	there	was	no	available	data	for	Austria	on	students`	habits	of	Internet	use,	this	
exploratory	research	project	funded	by	the	Austrian	Ministry	of	Education	was	initi-
ated	to	fill	the	gap.	Supervised	by	Thomas	A.	Bauer,	the	project	systematically	asked	
for	the	terms,	forms	and	consequences	of	Internet	use	in	schools	and	the	impact	of	
the	school	on	Internet	practices	of	teens.

Methods:
In	spring	2008,	three	dozens	of	group	interviews	with	a	total	of	117	students	aged	
from	13	to	17	years	and	47	teachers	were	conducted	in	10	Austrian	schools	of	diffe-
rent	type	and	location.	Our	data	was	analyzed	and	interpreted	within	a	methodolo-
gical	framework	based	on	strategies	provided	by	Grounded	Theory.

Results:
The	qualitative	analysis	of	our	data	revealed	interesting	phenomena:
While	 teachers	 have	 lots	 of	 	 trust	 in	 information	 originating	 from	 institutional	
contexts,	students	put	a	lot	of	trust	in	the	“Wisdom	of	the	Crowds”.	Because	teachers	
hardly	ever	grade	the	quality	of	information	in	tasks	involving	Internet	research,	stu-
dents	“learn”	that	information	quality	is	not	important.	Consequently,	they	put	much	
less	effort	into	searching	for	information	than	the	appearance	of	their	work.
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Regularly	used,	 Internet-based	communication	networks	 can	act	both	as	 support	
and	suppression	networks	by	activating	or	inhibiting	classmates	in	finishing	educa-
tional	tasks.
Using	Internet	has	both	time-saving	and	time-killing	effects:	Students	basically	need	
less	time	to	do	their	homework	in	terms	of	net	time,	but	at	the	same	time	feel	high-
er	cognitive	workload	due	to	the	expanded	gross	time	they	worked	on	the	tasks	as	a	
result	of	distraction	through	social	communication	or	other	task-unrelated	activities	
in	the	Internet	causing	stress-related	or	fatigue	symptoms.

Discussions:
Students	and	teachers	have	very	different	concepts	on	the	mechanisms,	principles,	
and	potential	of	 the	 Internet	 resulting	 in	different	strategies	of	 Internet	use.	Our	
findings	show	some	of	the	advantages	and	disadvantages	of	Internet	use	in	schools.	
By	revealing	some	of	the	strategies	and	habits	of	learning	and	teaching	we	hope	to	
contribute	in	providing	future	guidelines	for	a	student	and	teacher-friendly	imple-
mentation	of	Internet-based	learning	and	teaching	paradigms	in	Austria.

 __________________________________________

Authors:	 	 Marchand,	Miquelle	(1);	Vis,	Corrie	(2)	
	 	 [1+2:	CentERdata,	Tilburg	University,	The	Netherlands]
E-Mail:	 	 c.m.vis@uvt.nl,	m.marchand@uvt.nl

Challenges in Recruiting Special Groups in Internet Panel Research

Internet	surveys	are	by	far	the	fastest	and	cheapest	way	to	gather	data,	but	a	di-
sadvantage	is	that	in	general	not	everybody	is	reached	when	this	method	of	data	
collection	is	used.	It	is	not	easy	to	try	to	correct	this	(see	e.g.,	Groves	et	al.,	2004).	
Not	only	people	with	low	social	economic	status,	people	who	live	in	urban	areas	or	
elderly	people	(see	e.g.,	Feskens	et	al.,	2006,	2007;	Schmeets	et	al.,	2003;	Stoop,	
2005),	but	also	people	who	don’t	have	a	computer	or	Internet	access	or	don’t	want	
this	are	examples	of	groups	that	are	hard	to	reach.	

This	paper	investigates	why	it	 is	 important	to	try	and	recruit	these	special	groups	
for	an	Internet	panel.	Our	questions	are	threefold:	Why	are	some	groups	difficult	to	
reach?	How	do	they	differ	from	other	people?	And	what	are	their	unique	contribu-
tions	to	an	Internet	panel?

Our	research	is	conducted	in	the	CentERdata	LISS-panel,	because	the	design	of	the	
LISS-panel	 combines	 a	 probability	 sample	 and	 traditional	 recruitment	 procedure	
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with	online	 interviewing.	The	panel	consists	of	about	5000	households	represen-
tative	 of	 the	Dutch	 speaking	 population.	 A	 specialty	 of	 this	 panel	 is	 that	 people	
without	Internet	access	are	provided	with	the	necessary	equipment	so	that	they	are	
able	to	participate	in	the	panel.

More	specifically,	we	answer	the	first	question	by	looking	at	what	part	of	the	recruit-
ment	process	people	fall	out	and	by	coding	reasons	for	this	behavior.	For	the	second	
question,	we	take	 into	account	background	variables	and	will	 investigate	amount	
of	time	spent	on	the	Internet,	in	what	way	people	who	were	provided	with	a	new	
Internet	connection	and	PC	differ	on	demographics	from	other	panelmembers.	Fi-
nally,	we	 look	at	unique	 contributions	of	 special	 groups	on	attitudes.	Also,	 some	
preliminary	analyzes	on	attrition	will	be	done.

Suggestions	for	recruiting	special	groups	in	Internet	panel	research	will	be	made.

 __________________________________________

Authors:	 	 Matzat,	Uwe;	Sadowski,	Bert	M.;	Nucciarelli,	Alberto	
	 	 [Eindhoven	University	of	Technology,	The	Netherlands]
E-Mail:	 	 a.nucciarelli@tue.nl
	 	 b.m.sadowski@tue.nl
	 	 u.matzat@tm.tue.nl

Disentangling social purposes of online applications: Linking forms of Web 
2.0 use with access to social resources

Even	if	the	number	of	studies	on	the	social	impact	of	the	internet	has	been	increa-
sing	no	consensus	has	been	reached	about	the	character	of	the	relationship	between	
internet	use	and	social	capital.	While	some	studies	find	a	positive	relation,	others	do	
not	or	may	even	find	a	social	capital	reducing	effect.	Recent	research	has	suggested	
that	more	detailed	analyses	are	needed	that	focus	on	different	forms	of	internet	use	
that	might	affect	the	users‘	social	capital	in	different	ways.	This	paper	demonstrates	
the	usefulness	of	a	refined	approach	for	reconciling	the	different	findings.

It	includes	two	elements.	First,	it	analyzes	in	detail	the	time	spent	on	different	so-
cial	forms	of	 internet	use	and	differentiates	between	the	maintenance	of	existing	
and	the	making	of	new	contacts	using	these	services.	Second,	utilizing	survey	data	
of	a	random	sample	of	 internet	users	of	a	 large	Dutch	city	we	further	focus	on	a	
variety	of	 concrete	 forms	of	 social	 capital	 to	which	online	 services	may	 -	or	may	
not	-	provide	access	to.	The	concrete	forms	of	social	capital	are	defined	by	the	so-
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called	resource	generator	(Van	der	Gaag	&	Snijders,	2005).	They	include	knowledge	
resources,	social	support,	access	to	employers	who	are	looking	for	new	employees,	
contacts	to	the	press	and	news	media,	and	a	local	contact	who	would	be	willing	to	
provide	physical	help	during	moving.

The	results	disentangle	the	social	purposes	that	the	different	social	forms	of	inter-
net	use	can	-	or	cannot	-	 fulfill.	We	find	that	the	use	of	most	online	applications,	
such	as	social	networking	sites,	chat,	and	own	blogs	for	communication	with	new	
contacts	comes	along	with	access	to	one	application-specific	type	of	social	resour-
ces.	For	the	use	of	other	online	applications,	 including	multiplayer-games	and	 in-
stant	messaging,	we	do	not	find	evidence	for	access	to	any	social	resources.	Only	
the	use	of	discussion	fora	and	blogs	comes	along	with	access	to	a	variety	of	social	re-
sources	that	are	helpful	in	different	social	contexts.	The	implications	of	the	findings	
for	further	research	on	the	social	impact	of	the	internet	are	discussed.

 __________________________________________

Authors:	 	 Melles,	Torsten;	Jaron,	Rafael	
	 	 [Nordlight	Research	GmbH,	Germany]
E-Mail:	 	 rafael.jaron@nordlight-research.com
	 	 torsten.melles@nordlight-research.com

Using Tag Clouds to Analyse and Visualise Results of Open Ended
Questions

Web	2.0	has	led	to	website	applications,	which	are	more	desktop-like,	low-latency	
and	interactive.	Market	research	can	make	use	of	such	methods	mainly	in	two	ways:

1.	Setting	up	surveys.	In	this	case	Web	2.0	methods	or	techniques	are	used	to	en-
hance	online-questionnaires	(e.g.	drag	and	drop	ranking	items).

2.	Analyzing	data	and/or	visualizing	the	results.

We	developed	a	technique	which	addresses	the	second	point.	It	can	be	used	for	the	
coding	of	answers	to	open	ended	questions	and	visualizing	the	results	by	tag	clouds.	
Using	this	technique	we	expect	the	following	advantages	comparing	tag	clouds	with	
the	traditional	coding	approach:

1.	Answers	can	be	clustered	automatically	in	order	to	get	a	quick	and	rough	impres-
sion	of	the	topics	mentioned.
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2.	Answers	which	can	not	be	classified	automatically	may	be	sorted	manually	by	the	
researcher	unsing	a	drag&drop	interface.	We	expect	this	approach	to	be	less	prone	
to	errors	which	often	occur	using	numerical	codings.	Moreover,	 it	appears	easier	
and	more	enjoyable	to	the	researcher.

3.	The	results	are	visualized	by	tag	clouds,	a	widespread	known	web	2.0	display	me-
thod.	The	researcher	can	make	a	snapshot	of	the	tag	clouds	to	implement	them	in	
his	report	or	download	a	table	with	descriptive	results	for	further	analyses.

Nevertheless,	empirical	evidence	is	needed	to	support	or	to	falsify	our	hypotheses.	
Therefore,	we	compared	the	codings	from	several	surveys	(concept	tests)	that	were	
undertaken	manually	 against	 the	 results	 that	were	 generated	by	 tag	 clouds.	 The	
correspondence	of	results	was	tested	using	the	automatic	coding	first	and	after	the	
manual	sortings	by	drag	and	drop.

Based	on	our	findings,	we	would	like	to	give	some	recommendations	which	coding	
method	suits	what	kind	of	open	ended	questions	the	best,	which	obstacles	have	to	
be	considered	and	discuss	further	developments	of	those	techniques.

 __________________________________________

Authors:	 	 Menold,	Natalja;	Kaczmirek,	Lars;	Hoffmeyer-Zlotnik,	Jürgen		
	 	 [GESIS,	Germany]
E-Mail:	 	 natalja.menold@gesis.org
	 	 lars.kaczmirek@gesis.org
	 	 juergen.hoffmeyer-zlotnik@gesis.org

A literature review on constructing answer formats

The	apparently	easy	task	of	constructing	answer	formats	poses	many	design	deci-
sions	with	consequences	for	the	reliability	and	validity	of	requests.	In	accordance	
with	Parduccis	theoretical	framework,	the	range	of	scale	points	and	their	frequency	
build	a	frame	for	the	respondents’	understanding	of	what	was	asked	and	how	the	
answer	should	be	edited.	

The	 consequent	 research	 shows	 that	 answer	 scales	 influence	 respondents’	 un-
derstanding	regarding	1)	the	meaning	of	the	concept	to	be	measured	and	2)	their	
assumptions	about	the	distribution	of	the	associated	behaviour	or	opinion	 in	the	
population.	 Consequently,	 the	 task	 of	 designing	 answer	 scales	 is	 a	 complex	 one.	
While	designing	answer	scales	one	should	consider	the	properties	of	dimension	to	
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be	measured,	the	appropriate	scale	characteristics,	the	modus	of	measurement	and	
the	characteristics	of	respondents.	This	presentation	gives	an	overview	of	the	lite-
rature	addressing	different	questions	related	to	the	design	of	answer	scales.	Is	an	
open	ended	or	a	closed	answer	format	appropriate?	What	is	the	optimal	number	
of	 scale	points?	What	 about	 the	 response	order	effect?	How	 should	 labelling	be	
applied?	Are	fully	labelled	scales	preferable	to	numbered	scales	or	end-labelled	sca-
les?	Should	the	answer	scale	be	polar	or	bipolar?	Should	a	scale	have	a	middle	point	
and	“no	opinion”	option?	While	regarding	some	of	these	aspects,	e.g.	numbers	of	
scale	points	or	order	effects	similar	findings	and	design	suggestions	are	available	in	
the	literature	(e.g.	maxim	of	reliability	in	the	case	of	5-7	scale	points),	other	aspects	
are	 controversial.	 For	 example	prefer	 some	 researchers	 an	open	ended	question	
format	while	asking	about	the	frequencies	of	certain	behaviours	since	the	answers	
are	more	exact	and	the	context	effect	of	answer	scales	is	absent	here.	

Others	discuss	the	psychological	problems	associated	with	an	open	answer	format,	
e.g.	that	the	respondents	round	their	answers	off	and	build	their	own	answer	ca-
tegories.	Considering	the	presented	review	of	literature	the	consequences	for	the	
design	of	answer	scales	and	open	research	questions	are	summarized.

This	presentation	is	the	introduction	for	a	session	submission	on	the	same	topic.

 __________________________________________

Author:	 	 Milewski,	Jaroslaw	
	 	 [Warsaw	School	of	Social	Psychology,	Poland]
E-Mail:	 	 jmilewski@swps.edu.pl

Pause Mechanism in Complex Online Surveys

The	Polish	-	Internet	Diagnose	-	survey	was	a	really	lengthy	one:	it	consisted	of	over	
40	screens	summing	up	to	several	hundreds	of	data	items.	Out	of	1915	participants	
who	started	with	the	first	page,	985	completed	the	full	set,	accounting	to	a	dropout	
rate	of	49%	-	quite	a	remarkable	success	for	a	survey	which	required	on	the	average	
almost	exactly	1	hour	to	complete	with	a	standard	deviation	of	ca.	25	minutes.	One	
of	the	methods	which	was	applied	in	order	to	decrease	the	expected	drop	out	was	
the	pausing	mechanism	available	in	the	HouseLab	platform	used	as	a	vehicle	for	the	
research	(see	the	GOR08	workshop).	Selected	pages,	placed	at	the	“milestones“	of	
survey	progress	 line,	offered	the	participant	a	possibility	to	break	and	then	come	
back	within	maximum	24	hours.	The	mechanism	was	based	on	a	special	link,	which	
fully	 restored	the	application	context	after	having	used	the	saved	bookmark.	The	
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option	worked	even	when	the	participant	closed	the	browser	window	or	resumed	
work	on	another	computer.	The	paper	analyses	the	effect	of	the	pause	on	the	drop-
out	rate	in	more	detail.	It	turned	out	that	relatively	few	participants	(6.0%	of	those	
who	started	and	4.4%	of	those	who	completed)	took	advantage	of	the	option.	On	
the	other	hand,	ca.	70%	of	those	who	used	the	pause	completed	the	survey.	Alt-
hough	their	net	working	time	was	ca.	15	longer	than	for	those	who	did	not	use	the	
pause,	none	of	the	users	with	extremely	long	fillout	times	(over	2	hours)	belonged	
to	this	group.	

This	suggests	that	the	pause	effect	helps	those	who	are	more	busy,	but	also	tho-
se	who	are	more	determined	to	complete	the	survey.	The	latter	point	is	especially	
important,	 because	 the	data	provided	by	 this	participant	 group	are	usually	most	
reliable.	 Therefore,	 although	 the	 pause	mechanism	 targets	 relatively	 few	partici-
pants,	we	still	regard	it	as	worthwhile	implementing.	Although	not	typically	present	
in	online	research	platforms,	it	should	be	seriously	considered	by	the	designers	of	
very	complex	surveys.

 __________________________________________

Author:	 	 Mirta,	Galesic	
	 	 [Max	Planck	Institute	for	Human	Development,	Germany]
E-Mail:	 	 galesic@mpib-berlin.mpg.de

Comparing the results of Web surveys on volunteer versus probabilistically 
selected panels of participants in Germany and the US

Volunteer	opt-in	panels	dominate	the	Web	survey	research	today,	primarily	becau-
se	of	 low	cost	and	speed	of	data	collection.	However,	 it	 is	not	clear	how	well	the	
results	 obtained	 on	 such	 panels	 represent	 true	 population	 values.	 On	 the	 other	
hand,	there	exist	 large,	probabilistically	selected	panels	 in	both	Germany	and	the	
US	that	promise	statistically	sound	inference	to	the	general	population.	However,	
such	probabilistic	panels	are	much	more	expensive	to	establish,	maintain,	and	use,	
than	the	panels	of	volunteers.	The	research	on	comparability	of	the	two	methods	
is	still	lacking.

We	 conducted	equivalent	Web-based	 surveys	 on	 volunteer	 opt-in	 panels	 and	on	
probabilistically	selected	panels	of	German	and	US	population.	The	surveys	included	
questions	about	various	characteristics	of	the	participants,	such	as	numeracy	and	
graphical	literacy.	The	surveys	also	included	experiments	on	the	effects	of	different	
ways	to	present	risk-related	information	on	understanding	and	perception	of	risks.
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In	this	paper,	we	compare	the	results	from	different	panels	in	terms	of:	1)	estimates	
for	prevalence	of	different	characteristics	in	the	population,	2)	the	effect	sizes	ob-
tained	 in	 the	experiments,	 3)	data	quality,	 and	4)	 cost.	We	discuss	 the	 results	 in	
particular	in	respect	to	value-for-money	of	the	different	types	of	panels.

Author:	 	 Moutinho,	Jose	Luiz	(1,2)	
	 	 [1:	Faculty	of	Architecture,	Technical	University	of	Lisbon,	Por-	
	 	 tugal;	2:	Mirror	Neurons,	Strategic	Consulting	and	Scientific	
	 	 Advising]
E-Mail:	 	 jmoutinho@gmail.com

Public Libraries and Social Web: Competition or Complementarity? Foste-
ring Reading and Learning in the Network of Public Libraries of Lisbon in 
the Digital Era.

Public	Libraries	are	considered	to	play	a	central	role	in	social	capital	building,	pro-
viding	a	local	information	commons	that	has	been	acting	for	centuries	as	a	catalyst	
for	the	civil	society.	Currently,	while	attracting	more	visitors,	public	libraries	propor-
tionally	lend	fewer	books.	In	the	transition	from	printed	to	digital	media,	libraries	
are	gradually	expanding	their	role	from	physical	repositories	of	printed	books	to	di-
gital	knowledge	hubs	providing	access,	context	and	structure	to	information	beyond	
walls.	 Library	 and	 librarians	have	 to	 cope	with	a	 growing	multidimensional,	 non-
structured	and	non-linear	knowledge	space	and	make	sense	of	it	for	library	users.

Moreover,	public	libraries	compete	for	attention	in	a	new	environment	where	count-
less	of	other	sources	of	information	–	search	engines,	blogs,	Wikis,	Web	2.0	sites,	
among	others	–	may	be	accessed	from	anywhere,	anytime	and	through	a	wide	ran-
ge	of	devices.	Trust,	reputation,	face-to-face	contacts	and	socially	grounded	under-
standing	of	user	needs	seems	to	be	the	competitive	advantages	of	public	libraries.

In	Portugal,	these	issues	are	compounded	by	the	second	lowest	rate	of	educational	
attainment	and	the	second	highest	rate	of	inequality	among	the	EU	member	coun-
tries.	Portugal	also	presents	very	low	rates	of	people	reading	and	visiting	libraries.	
Within	the	context	of	the	knowledge-based	society,	these	conditions	combined	may	
constrain	the	opportunities	for	Portugal	catching	up	with	more	advanced	countries.	
In	fact,	Portugal	already	lags	in	most	of	the	policy	indicators	for	the	information	soci-
ety	in	Europe,	namely	computer	ownership,	Internet	usage	and	broadband	access.

What	 is	 the	 impact	of	the	social	Web	on	reading,	 learning	and	attendance	 in	the	
Municipal	Network	of	Public	Libraries	 in	Lisbon?	Will	 Lisbon’s	municipal	 libraries,	
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too	often	connoted	as	printed	media	repositories,	thrive	in	a	world	where	all	media	
is	digital?	What	will	be	the	role	of	 librarians?	What	will	be	the	purpose	of	physi-
cal	buildings?	These	central	questions	were	asked	through	surveys	and	structured	
interviews	 to	 library	 users,	 non-users,	managers,	 librarians	 and	 decision	makers.	
Preliminary	results	shows	that	a	complete	redesign	of	institutional,	organizational,	
spatial	and	 informational	architectures	 is	needed	 to	cope	with	 the	 impact	of	 the	
social	Web	on	Lisbon’s	municipal	libraries.

 __________________________________________

Authors:	 	 Neubarth,	Wolfgang;	Maier,	Ulrich;	Geißlitz,	Andrea	
	 	 [TNS	Infratest,	Germany]
E-Mail:	 	 andrea.geisslitz@tns-infratest.com
	 	 ulrich.maier@tns-infratest.com
	 	 wolfgang.neubarth@tns-global.com

Potential Of The Mobile Internet - What You Ask Is What You Get.

The	mobile	internet	is	becoming	increasingly	important.	Four	reasons	which	might	
explain	this	development	are:	 (1)	the	bandwidth	required	for	usage	of	mobile	 in-
ternet	applications	is	now	available.	(2)	Increased	computing	power	and	enhanced	
displays	are	facilitating	the	surfing	experience.	(3)	Mobile	network	service	providers	
have	reduced	the	fees	for	mobile	data	transfers.	(4)	The	number	of	websites	espe-
cially	designed	for	mobile	use	is	continuously	increasing.

In	contrast	to	the	increasing	relevance	of	the	mobile	internet,	many	questions	re-
lating	 to	 users	 and	usage	have	 remained	 largely	 unanswered:	How	many	mobile	
online	users	are	there	at	present?	How	great	is	the	short-term	potential?

The	study	presented	in	this	paper	shows	the	proportion	of	mobile	users	within	the	
general	population,	how	many	of	them	surf	the	internet	and	how	many	use	e-mail	
services.	We	will	also	take	a	look	at	the	near	future	to	determine	the	potential	of	
mobile	internet	usage.	Furthermore,	we	will	consider	obstacles	to	the	use	of	mobile	
internet	following	our	survey.

The	results	are	based	on	a	telephone	survey	of	2,000	respondents	representatively	
chosen	from	the	German	speaking	population	aged	14	years	and	older.	The	findings	
can	be	considered	representative	of	the	general	population.	This	paper	shows	that	
the	number	of	mobile	internet	users	varies	greatly	in	accordance	with	the	used	de-
finitions.	For	example	the	inclusion	or	exclusion	of	e-mail	services	shows	significant	
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effects.	This	is	crucial	in	order	to	determine	the	number	of	users	that	can	be	reached	
through	advertising	campaigns.

The	paper	also	shows	major	differences	between	demographic	groups.	The	usage	
rates	specific	to	age,	income	and	educational	backgrounds	may	differ	by	up	to	factor	
3!	Gender	also	plays	a	key	role	in	mobile	internet	usage.	Also	the	profile	of	“e-mail	
only”	users	varies	from	that	of	e-mail	and	mobile	website	users.

The	presented	study	offers	insights	for	future	empirical	research	as	it	provides	gui-
delines	on	how	to	clearly	differentiate	between	website	and	e-mail	usage	on	mobile	
phones.	On	the	other	hand	this	presentation	 is	directly	 relevant	 for	designing	ad	
campaigns	given	that	the	size	of	general	and	specific	target	groups	may	be	identi-
fied.

__________________________________________

Authors:	 	 Nikolaeva,	Desislava	(1);	Jaron,	Rafael	(2)	
	 	 [1:	University	Muenster,	Germany;	2:	NORDLIGHT	research		
	 	 GmbH,	Germany]
E-Mail:	 	 desislava.nikolaeva@yahoo.de
	 	 rafael.jaron@nordlight-research.com

Understanding the Web: Usability, Content, Design or what influences 
User-Perception the most? Key Results of an experimental Web Study.

The	growing	importance	of	World	Wide	Web	for	everyday	life	makes	the	understan-
ding	of	user	perception	of	websites	essential	for	science	as	well	as	for	e-commerce.	
Eversince,	usability,	aestetics	and	content	have	been	considered	as	key	constructs	in	
website	research	(Thielsch,	2008).	
In	addition,	usability	has	been	treated	as	the	major	construct	for	a	long	time	besides	
some	specific	aspects	of	content.	Over	the	last	few	years	emotional	based	constructs	
like	 aesthetics	 have	 become	 more	 and	 more	 crucial.	 The	 question	 is	 how	 these	
aspects	and	their	interaction	influence	users’	perception	of	websites.	Can	we	prioriti-
ze	the	importance	of	those	constructs	and	how	do	they	predict	users’	preferences?	
Though	many	studies	deal	with	this	topic	there	are	very	few	including	experimental	
manipulations	 (Thielsch,	2008).	We	would	 like	 to	present	 results	 from	our	experi-
mental	web	 study	 crossing	 the	 constructs	 in	 a	 2x2x2	design	 (N=380).	Having	ma-
nipulated	aesthetics,	usability	and	content	of	websites,	we	analyze	users’	behavior	
and	perception,	as	well	as	the	ability	to	remember	the	website	content.	Interesting	
findings	about	the	interaction	of	these	constructs	will	be	discussed.
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Please Blog! Exploring Blogs as Tools for Data Gathering

As	the	development	of	 IT	 is	profoundly	 imprinting	our	society,	 there	 is	a	need	to	
deeply	 describe	 and	 understand	 the	 prerequisites,	 challenges	 and	 the	 meaning	
IT	creates	in	people’s	everyday	life.	With	regards	to	methodological	techniques,	it	
is	however	not	evident	how	to	explore	these	questions.	The	everyday	life	is	often	
described	as	obvious	and	taken	for	granted,	and	thus,	challenging	to	capture	and	
verbalize.	IT	and	its	potential	on	the	other	hand,	are	actively	influenced	by	people’s	
experiences	and	accordingly,	 challenging	as	well.	 The	purpose	of	 this	paper	 is	 to	
contribute	 to	 a	methodological	 development	 that	 supports	 the	 richness	 and	 the	
contradictions	that	imprint	people’s	experiences	of	information	technology	in	eve-
ryday	life.

The	paper	builds	on	three	case	studies	where	public	blogs	were	used	as	data	ga-
thering	tools.	The	public,	yet	individual	blogs	were	provided	via	the	website	of	one	
of	Sweden’s	Living	Labs,	and	altogether	200	respondents	were	 involved	as	active	
bloggers.	In	the	first	study,	people	were	asked	to	live	without	cash,	the	second	study	
involved	high	school	classes	with	free	lap	tops	and	wireless	Internet	access,	and	in	
the	third	study	people	were	asked	to	live	without	their	mobile	phones.	All	respon-
dents	were	asked	to	write	blog	postings	on	a	daily	basis,	and	to	express	the	rather	
extensive	changes	in	life.

Apart	 from	a	considerable	amount	of	maintenance,	we	experienced	a	number	of	
positive	findings.	Firstly,	there	is	a	great	value	in	letting	people	express	themselves	
freely	and	in	their	own	words	as	we	can	learn	about	IT’s	potential	to	generate	me-
aning	in	new,	dynamic	and	concrete	ways.	Secondly,	the	blog	postings	serve	an	ex-
cellent	starting	point	for	interviews.	Thirdly,	the	respondents	appreciated	the	public	
aspect	of	blogging	and	thus,	became	motivated	to	share	their	story.	Finally,	as	the	
blog	postings	have	been	available	for	each	and	everyone	and	written	by	ordinary	
people,	media	 have	 shown	 a	 great	 interest	 and	 the	 topics	 have	 been	 frequently	
discussed	in	TV,	radio	and	press.	This	has	contributed	to	the	societal	debate	about	
IT	and	its	consequences,	which	is	an	important	aspect	of	research,	yet	not	that	easy	
to	engender.

 __________________________________________



105	.

ABSTRACTS

Authors:	 	 Oosterlander,	Jeanette	(1);	Reips,	Ulf-Dietrich	(1);	
	 	 Buchanan,	Tom	(2)	
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GPCP: A German Version of the Scale for Online Privacy Concern and
Protection for Use on the Internet

Buchanan,	Paine,	Joinson	and	Reips	(2007)	developed	a	questionnaire	to	measure	
online	privacy	concern	and	 its	protection	for	use	on	the	 Internet.	The	aim	of	 the	
current	paper	was	to	translate	this	Online	Privacy	Questionnaire	from	the	original	
English	version	 into	German	and	to	validate	 the	 translation	with	a	German	spea-
king	sample.	The	Online	Privacy	Questionnaire	consists	of	three	scales:	one	attitude	
scale	(Privacy	Concern)	with	16	items	and	two	behavioral	scales	(General	Caution	
and	Technical	Protection),	each	with	6	items.	The	validation	was	based	on	a	sample	
of	N=514.	We	were	able	to	replicate	the	factorial	structure	of	the	original	scale	in	
the	German	version.	For	the	Privacy	Concern	Scale	and	the	General	Caution	Scale	
Cronbach’s	Alpha	was	α=.86	resp.	α;=.75	(α=.93	resp.	α=.75	in	the	original	scale).	
Cronbach’s	Alpha	of	 the	Technical	Protection	Scale	was	 slightly	 lower	with	α=.65	
(α=.74	in	the	original	scale),	probably	caused	by	a	ceiling	effect	that	turned	up	for	
most	items.	Following	the	study	of	Buchanan	et	al.	(2007)	the	scale	validity	of	the	
translation	was	checked	by	comparing	groups	of	different	technical	knowledge.

 __________________________________________
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Video Content on Websites – Perception, Usage and Effects

The	increasing	 implementation	of	moving	 images	on	websites	and	online	presen-
tations	necessitates	 specific	 research	 regarding	aspects	of	usability	 and	 cognitive	
perceptions.	On	basis	of	its	intrinsic	raison	d‘être	moving	images	can	be	differenti-
ated	in	original	and	additive	videos.	In	web	based	media	services	like	the	BBC	ipla-
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yer,	original	videos	can	be	interpreted	as	their	core	products.	In	contrast,	additive	
motion	graphics	can	be	defined	as	on	 top	content	which	may	enrich	 the	existing	
information	 portfolio.	 As	motion	 can	 be	 seen	 as	 the	 key	 activator	 of	 the	 human	
visual	awareness,	additive	video	content	can	also	have	a	distractive	effect	on	co-
gnition.	In	addition	to	the	differentiation	of	motion	graphics	in	original	and	additive	
videos,	the	role	of	motion	graphics	in	the	media	and	marketing	communication	will	
be	analyzed.

The	core	focus	of	the	here	described	paper	is	to	develop	a	model	of	the	video	awa-
reness	und	interaction	process.	This	model	is	based	on	findings	of	e.g.	a	2008	usa-
bility	 study	about	 the	perception,	usage	and	effects	of	motion	graphics	 in	online	
career	and	recruitment	portals.	20	students/applicants	from	three	different	depart-
ments	had	to	visit	these	pages	and	had	to	fulfil	certain	user	tasks.	Selected	findings	
of	that	study	will	be	presented.	Thus,	employed	methods	are	eyetracking	studies	
and	accompanying	interviews	with	test	persons.

1.	Motion	graphics	in	the	media	communication	and	marketing	communication

1.1.	Technical	aspects
1.2.	Editorial	aspects
1.3.	Psychological	aspects

2.	A	model	of	the	video	awareness	and	interaction	process

3.	Case	study:	Test	of	motion	graphics	in	online	career	and	recruitment	portals

3.1.	Perception	of	video	content	
3.2.	Usage	of	video	content
3.3.	Effects	of	video	content

4.	Findings

•	 Pagel/Goldstein/Jürgens:	 Erste	 methodische	 Erkenntnisse	 zur	 Usability-Analyse	
von	Video-Inhalten	auf	Websites	mittels	Eyetracking.	In:	Brau/Diefenbach/Hassen-
zahl	et	al.	(Hrsg.):	Usability	Professionals	2008,	p.	177-181.

•	Pagel,	Sven:	Partizipative	Softwareentwicklung	für	das	Internetfernsehen	am	Bei-
spiel	von	Online-Mediatheken.	In:	Gadatsch/Vossen	(Hrsg.):	Auswirkungen	des	Web	
2.0	auf	Dienste	und	Prozesse,	2008,	p.	25-38.
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•	Gerhards/Pagel:	Webcasting	von	Video-Content	in	Online-Zeitungen.	In:	Zerfaß/
Welker/Schmidt	 (Hrsg.):	 Kommunikation,	 Partizipation	 und	 Wirkungen	 im	 Social	
Web.	2008,	p.	154-187.
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Measurement options, measurement error, and usability in mobile 
surveys

Mobile	surveys	offer	new	avenues	for	collecting	primary	data	by	widening	the	re-
searchers´	 options	 to	 address	 coverage,	 sampling,	 and	timing	 issues.	However,	 a	
number	of	new	methodological	questions	emerge,	one	of	 them	being	associated	
with	the	measurement	possibilities	and	corresponding	errors	 involved	when	con-
ducting	mobile	 surveys.	 Accordingly,	 we	 conducted	 an	 empirical	 study	 aimed	 at	
exploring	 the	usability	of	 different	mobile	measurement	 scales.	 Five	prototypical	
mobile	question	types	were	analyzed	with	regard	to	their	measurement	and	usabi-
lity	properties	on	(1)	objective,	unobtrusive	data	(e.g.,	non-response	and	drop-out	
rates,	 loading	times,	 response	 latencies)	 and	 their	 (2)	 subjectively	 rated	usability	
(e.g.,	liking,	perceived	effort,	ease	of	access,	amount	of	unintended	inputs,	percei-
ved	fluency	of	answering	process).

The	study	consists	of	two	survey	waves:	In	the	first	wave	conducted	in	August	2008,	
150	 participants	 answered	 a	 set	 of	 questions	 related	 to	 a	 salient	 topic	 (Olympic	
Games	2008)	using	their	cell	phones.	Five	different	question	types	were	randomly	
presented	and	meta-data	about	the	answering	process	were	collected.	 In	the	se-
cond	wave,	those	who	participated	in	the	mobile	survey	(first	wave)	were	invited	
to	participate	in	a	follow-up	web	based	survey	on	their	subjective	experiences	with	
the	mobile	survey.	The	five	different	question	types	presented	in	wave	1	had	to	be	
evaluated	in	terms	of	their	corresponding	(1)	scrolling	effort,	(2)	ease	of	access	and	
ease	of	selecting	response	options,	(3)	the	degree	of	unintended	answers	and	(4)	
the	perceived	fluency	of	the	mobile	surveying	process.
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The	results	illustrate	that	the	five	question	types	used	(single	response	list,	multiple	
response	 list,	 close	 response	 list,	 text	field	 single	 row	and	picture-question	 type)	
are	(a)	overall	evaluated	positively,	(b)	perceived	differently	with	regard	to	scrolling	
effort,	ease	of	access,	unintended	answers	and	fluency	and	(c)	varying	concerning	
respondents’	subjective	perceptions	on	a	question	type’s	usability	and	its	objective	
usability	properties	(i.e.,	although	the	usability	of	a	picture-question-type	was	eva-
luated	very	positive,	item-non-responses	are	relatively	high).

As	a	result,	actionable	recommendations	on	how	to	implement	mobile	surveys	can	
be	derived.	Furthermore,	avenues	for	future	research	focusing	on	the	discrepancies	
between	objective	usability	 indicators	 versus	 subjective	experiences	will	 be	 sket-
ched.

 __________________________________________

Author:	 	 Poinstingl,	Herbert	
	 	 [University	of	Vienna,	Austria]
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The Remote Testing Approach

Since	there	is	a	considerable	demand	for	secure	internet	testing,	a	new	kind	of	in-
ternet	testing	called	remote	testing	-	feasible	for	internet	surveys,	too	-	will	be	pre-
sented	in	this	study.	By	using	this	kind	of	internet	testing	the	feasibilities,	security	
and	quality	of	the	internet	testing	is	extended	considerably.	This	achievement	can	
be	done	by	a	technique	called	thin	client,	which	 is	supported	on	every	computer	
system	and	without	forcing	a	test	taker	to	install	any	additional	software.	Thin	client	
simply	means	that	the	computer	of	the	test	taker	is	used	as	a	remote	control	for	the	
host	computer	where	the	testing	actually	takes	place.	All	actions	are	done	on	the	
host	computer,	whereas	the	client	computer	is	only	used	for	displaying	the	compu-
ter	test	on	a	screen	and	for	using	keyboard	and	mouse	as	a	remote	control	for	the	
host	computer.	This	approach	additionally	assures	on	 the	one	hand	that	 internet	
tests	behave	in	the	same	way	on	every	computer	(regardless	of	the	security	options	
set	and	regardless	of	installed	software	on	the	computer)	and	on	the	other	hand	it	is	
assured	that	items	are	not	locally	stored	and	can	be	abused	after	the	testing.	A	third	
advantage	is	the	security	that	none	of	the	both	sides	can	initiate	harmful	actions	to	
each	other.	To	secure	the	internet	connection	SSH	can	be	applied.	To	evaluate	the	
practicability	and	the	test	takers	acceptance	of	this	approach	a	number	series	test	
called	“1-2-3-solved”	belonging	to	the	group	of	reasoning	tests	was	constructed	by	
means	of	the	LLTM	and	by	the	use	of	the	.NET-Framework.	In	this	presentation	the	
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advantages,	disadvantages,	acceptance	by	the	test	persons	and	first	results	of	the	
remote	testing	approach	will	be	presented.

 __________________________________________

Author:	 	 Pollach,	Irene
	 	 [University	of	Aarhus,	Denmark]
E-Mail:	 	 irpo@asb.dk

Systemic Functional Linguistics as a Framework for Qualitative Online
Studies

While	systemic	functional	linguistics	traditionally	studies	written	text	and	oral	com-
munication	qualitatively	or	quantitatively,	it	can	equally	be	applied	to	web-mediated	
forms	of	communication.	However,	it	has	received	next	to	no	attention	in	connec-
tion	with	online	research	yet.	One	of	the	main	tenets	of	systemic	functional	linguis-
tics	is	that	language	resources	can	be	categorized	into	three	interrelated	functions	
that	are	exhibited	by	all	message-carrying	units	in	a	text:	

(1)	The	ideational	function	represents	the	content	of	a	text,	including	the	processes,	
concepts,	events	and	their	circumstances	that	are	described.	

(2)	The	interpersonal	function	represents	those	resources	in	a	text	that	enable	the	
writer	to	express	attitudes	towards	the	content	and	to	establish	relationships	with	
the	audience.	

(3)	The	textual	function	structures	information,	puts	special	emphasis	on	parts	of	a	
text,	creates	cohesion	within	a	text,	and	links	text	with	its	context.

Originally,	 these	 three	 functions	of	 language	 resources	were	proposed	 for	 linear,	
written	texts	or	oral	communication.	Unlike	other	 linguistic	frameworks,	systemic	
functional	 linguistics	 is	not	tied	 to	a	particular	 research	design.	 It	 can,	 therefore,	
provide	a	useful	theoretical	framework	for	qualitative,	quantitative,	or	mixed-me-
thod	studies	of	web	applications.

First,	the	paper	illustrates	how	Web	media	have	expanded	these	functions	of	lan-
guage	resources.	While	the	ideational	function	has	migrated	to	the	Web	relatively	
unscathed,	the	other	two	functions	have	increased	in	significance	substantially.	In	
an	 environment	where	 the	 separation	 between	writers	 and	 readers	 is	 no	 longer	
there,	the	interpersonal	function	encompasses	all	tools	that	enable	Web	audiences	
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to	participate	 in	a	discourse,	e.g.	comments,	private	messages,	forums,	ratings	of	
usefulness,	or	 friend	 lists.	 Further,	 the	 textual	 function	 in	an	online	environment	
has	expanded	to	 include	navigation	and	organization	features,	such	as	site	maps,	
archives,	personal	profiles,	social	networks,	blog	rolls,	or	ontologies	in	wikis.

Second,	the	paper	shows	how	systemic	functional	linguistics	can	be	used	as	a	the-
oretical	framework	for	qualitative	online	research.	Studies	of	a	corporate	website,	
a	consumer-opinion	website,	and	a	blog	are	presented	as	examples.	In	each	of	the	
three	exemplary	studies,	one	of	the	three	functions	will	be	in	the	foreground	of	the	
analysis.

 __________________________________________

Author:	 	 Pollach,	Irene	
	 	 [University	of	Aarhus,	Denmark]
E-Mail:	 	 irpo@asb.dk

The Potential of Corpus Linguistics for Analyzing Consumer Opinions from 
the Web

Corpus	linguistics	is	a	computer-supported	method	of	language	analysis	that	quanti-
tatively	examines	the	content	and	language	of	machine-readable	text	bodies.	It	can	
be	applied	as	a	principal	method	of	inquiry	or	as	a	supporting	method	in	a	mixed-
method	design.	This	paper	focuses	on	the	latter,	illustrating	how	corpus	linguistics	
can	be	a	useful	addition	to	a	qualitative	discourse	analysis	of	consumer	opinions	
from	a	consumer-opinion	website.	A	sample	of	358	product	reviews	from	a	consu-
mer-opinion	website	 is	used	to	 investigate	the	nature	of	consumer	opinions	on	a	
particular	product	by	combining	discourse	analysis	and	corpus	linguistics.	This	kind	
of	data	is	unique	to	the	Web,	since	consumers	were	not	able	to	share	their	opinions	
in	a	structured,	written	format	before	the	advent	of	the	Internet.

Discourse	analysis	qualitatively	studies	language	from	a	social	constructionist	view-
point.	Although	there	are	different	schools	of	discourse	analysis,	there	is	an	under-
standing	that	the	grammatical	and	vocabulary	choices	people	make	construct	their	
own	realities	and	the	realities	they	offer	to	others.	Corpus	linguistics	as	an	added	
method	can	achieve	three	things:	It	can	corroborate	the	findings	from	the	discourse	
analysis,	it	can	furnish	results	that	the	discourse	analysis	can	elaborate	on,	and	the	
findings	 from	both	methods	can	 initiate	 interpretations	and	conclusions	that	one	
method	alone	would	not	provide.
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Using	 data	 from	 a	 consumer-opinion	website,	 the	 paper	 first	 addresses	 conside-
rations	 regarding	 corpus	 building,	 i.e.	 size,	 ingredients,	 and	 representativeness.	
Next,	 the	paper	discusses	how	the	corpus	needs	to	be	prepared	for	 the	analysis.	
This	includes	tokenization	(dividing	texts	into	words)	and	lemmatization	(reducing	
words	to	headwords).	Further,	various	analysis	options	are	explained,	including	high	
frequency	words,	heatmaps	for	the	visualization	of	frequencies,	the	identification	
of	unusually	frequent	or	infrequent	words,	word	dispersion,	collocations,	extreme-
case	formulations,	negation,	and	the	creation	of	self-designed	concept	dictionaries.	
Ultimately,	the	reliability	and	validity	of	the	findings	as	well	as	strategies	for	redu-
cing	the	probability	of	error	are	discussed.

Overall,	 the	paper	 shows	 that	 corpus	 linguistics	makes	a	useful	 contribution	 to	a	
qualitative	study	through	the	qualitative	evaluation	of	quantitative	results	and	the	
quantitative	evaluation	of	qualitative	results.

 __________________________________________

Author:	 	 Preiß,	Holger	
	 	 [University	of	Wuerzburg,	Germany]
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Measuring Perceived Virtual Social Support in Online Self-Help Groups

In	order	to	examine	the	extent	of	how	users	of	online	self-help	groups	gain	personal	
profit	by	getting	involved,	the	construct	of	perceived	virtual	social	support	is	well	
established.	Diverse	strategies	of	measuring	have	been	developed	in	the	past	(e.	g.	
Turner	et	al.	2001;	Winzelberg	et	al.	2000;	Wright	1999),	but	a	reliable	scale,	which	
considers	different	dimensions	of	virtual	social	support	has	not	been	published	yet.	
This	was	the	scope	of	the	present	study	carried	out	 in	a	broad	range	of	different	
German	online	health	self-help	groups.

Method:	Based	on	past	research,	especially	qualitative	studies	categorizing	dimensi-
ons	of	helping	mechanisms	carried	out	in	online	self-help	groups	(particularly	Finn,	
1999;	 furthermore	Braithwaite	 et	 al.,	 1999;	 Cutrona/Suhr,	 1992)	 130	 items	were	
constructed	to	be	answered	on	a	six-point	Likert	scale	ranging	from	“Totally	agree”	
to	“Totally	disagree”.

Information	about	the	web	survey	was	posted	in	a	sample	of	online	self-help	group	
consisting	of	10	electronic	mailing	lists,	34	bulletin	boards	and	one	website	offering	
a	chat	only.	The	online	survey	was	reached	3051	times	being	online	81	days.	After	
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data	cleansing	excluding	multiple	submissions,	drop-outs	and	data	with	bad	quality	
(identified	by	a	self-developed	quality	variable	based	on	the	mean	time	of	answe-
ring	 of	 every	 site)	 data	 of	 757	publicly	 posting	participants	 remained	 for	 further	
analyses.

Results:	Multiple	principal	component	analyses	were	processed	and	led	to	a	three-
factor	 solution	 including	22	 items.	The	emerging	 scale	has	a	very	good	 reliability	
with	a	Cronbach’s	Alpha	of	.90	for	the	perceived	virtual	social	support	scale.	Subs-
cales	are:

•	 Face-to-Face	support	(8	items,	α	=.87)
•	 Vicarious	virtual	support	(7	items,	α	=.85)
•	 Emotional	virtual	support (7	items,	α=.83)

Further	details	of	the	scale	and	findings	within	the	study	are	presented.

Conclusion:	Based	on	this	scale	future	research	in	the	field	of	online	self-help	groups	
is	able	to	measure	perceived	virtual	social	support	in	a	reliable	and	differentiated	
way	and	may	thus	help	getting	to	know	more	about	effects	and	influences	on	the	
benefit	of	using	virtual	support	groups.
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Why do people read blogs? National representative survey of Polish
blogging and blog readership

This	presentation	summarizes	a	joint	research	project	of	Gazeta.pl	and	Polish	Inter-
net	Research	Ltd	regarding	blogging	and	blogging	readership	in	Poland.	According	
to	the	common	knowledge	this	form	of	Internet	based	communication	is	relatively	
popular	in	Poland,	especially	if	one	takes	into	consideration	the	relatively	low	pene-
tration	of	the	Internet.	Our	national	CAPI	survey	for	the	first	time	revealed	the	real	
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numbers	and	characteristics	of	people	writing,	commenting	and	reading	weblogs	in	
Poland.	10%	of	Poles	aged	15+	declare	reading	blogs	(3	million	people),	3%	declare	
commenting	(900	thousand)	and	2%	declare	writing	blogs	(over	580	thousand	peo-
ple).	We	also	use	results	of	the	market	standard	research	Megapanel	PBI/Gemius,	
indicating	at	all	blogging	platforms	in	Poland	being	visited	by	5-6	million	“real	users“	
monthly.

Other	 research	questions	 regarded:	process	of	 involvement	 in	blogging;	bloggers	
and	readers’	demography;	patterns	of	the	Internet	use;	readers’	motivations.	Despi-
te	bloggers	and	readers	being	mostly	young	and	students,	there	is	also	a	considera-
ble	number	of	older	population	involved	in	this	activity,	especially	if	controlling	for	
Internet	use.	The	research	confirms	then	that	involvement	in	blogging	is	temporal	
activity.	Among	 the	motivating	 factors,	 the	main	declared	blog	 reading	 reason	 is	
not	blog	content,	but	 the	person	of	blogger.	Other	 reasons	 include	“entertaining	
content“	and	“knowledge	or	interests	deepening“,	both	as	a	private	hobby	and	for	
educational	purpose.	Motivations	differ	among	various	sociodemographic	groups,	
which	will	 be	 described	 further	 in	 the	 presentation.	 The	 results	will	 also	 be	 dis-
cussed	in	terms	of	Polish	specifics	in	comparison	to	research	on	blogging	in	other	
countries,	especially	the	US	and	German-speaking	ones.

 __________________________________________
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Self-Regulation Strategies (SRS) in Instant Messaging: Uses and Failures in 
University Students

Despite	the	many	advantages	of	using	instant	messaging	(IM)	for	collaborative	work,	
concerns	have	been	raised	about	negative	consequences	linked	to	the	disruptive	na-
ture	of	the	real-time	communication	(RTC)	technology.	It	is	proposed	that	the	use	
of	successful	strategies	to	regulate	one’s	use	of	IM	and	to	time	interruptions	appro-
priately	will	play	an	important	role	in	maintaining	a	high	level	of	productivity.	The	
present	 study	will	 investigate	 the	 following	 four	 research	questions:	1)	What	SRS	
do	users	employ	to	control	their	IM	use?;	2)	How	effective	are	the	employed	SRS?;	
3)	What	aspects	of	their	IM	use	do	users	regulate?;	4)	How	do	IM	features	interact	
with	the	ability	of	users	to	self-regulate	their	 IM	use?	We	employed	a	mixed	me-
thods	approach	consisting	of	questionnaires,	focus	groups,	and	interviews.	A	total	
of	293	university	students	completed	the	survey,	of	these	21	participated	in	5	focus	
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groups	and	14	interviews.	The	findings	show	that	concerns	raised	in	the	literature	
are	warranted;	IM	is	disruptive	and	multitasking	can	lead	to	losses	in	productivity.	
Nevertheless,	SRS	can	be	effective	in	moderating	the	negative	effects.	Three	key	SRS	
were:	 ignoring	 incoming	messages,	 denying	 access,	 and	 digital/physical	 removal.	
The	findings	have	implications	for	both	theories	of	self-regulation	of	technology	as	
well	as	for	managerial	practice.	Participants	who	had	routines	and	practices	in	place	
that	 helped	 them	 prevent	 overuse	 were	more	 successful	 in	 their	 self-regulation	
than	 those	who	only	acted	 recuperative,	after	 the	emergence	of	negative	conse-
quences.	Managers	need	to	find	effective	ways	of	responding	to	productivity	loss	by	
appropriately	dealing	with	interruptions.	Nevertheless,	the	study	findings	show	that	
the	technological	affordances	of	this	application	are	not	the	only	causes	of	failure	in	
self-regulation.	Participants	often	reported	feeling	compelled	to	answer	a	message	
even	if	they	were	presently	engaged	in	other	tasks.

 __________________________________________
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Uses and gratifications of Social Network Sites: Having Fun on Facebook

Young	people	are	adopting	a	wide	range	of	media	for	communicating	with	their	so-
cial	networks.	While	recent	studies	have	provided	insight	into	how	different	forms	of	
computer-mediated	communication	are	used	and	what	gratifications	they	provide,	
little	is	known	in	this	context	about	social	network	sites	(SNSs).	SNSs	have	rapidly	
grown	in	popularity	raising	important	questions	about	privacy	implications,	friend-
ship	formation,	and	 identity	expression.	However,	 little	systematic	research	exists	
looking	at	what	motivates	users	to	 join	Facebook	and	what	kinds	of	gratifications	
this	use	provides.	The	present	study	employs	a	uses	and	gratifications	approach	to	
better	understand	the	motivations	underlying	students’	adoption	of	Facebook	and	
the	gratifications	that	its	use	provides	to	students.	We	focus	on	Facebook	because	it	
is	one	of	the	most	popular	SNS,	it	has	received	considerable	attention	in	the	scholar-
ly	literature,	and	it	is	by	far	the	most	popular	SNS	in	Canadian	universities.	A	second	
goal	of	the	study	 is	to	compare	gratifications	obtained	from	Facebook	with	those	
obtained	from	instant	messaging	(IM).	This	kind	of	comparative	research	will	provi-
de	important	insight	into	users’	motivations	for	employing	Facebook	in	comparison	
to	another	medium,	in	this	case	IM.	This	will	not	only	expand	our	understanding	of	
Facebook	use	as	a	social	tool,	but	will	also	add	to	our	understanding	of	why	young	
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people	integrate	different	forms	of	computer-mediated	communication	on	the	basis	
of	the	gratifications	they	fulfill.	We	employed	a	mixed	methods	approach	consisting	
of	77	surveys	and	21	interviews	to	provide	both	a	quantitative	understanding	as	well	
as	a	more	in-depth	qualitative	account	of	why	university	students	join	Facebook	and	
what	motivates	their	use	following	their	adoption	of	the	service.	A	key	motivation	
for	joining	Facebook	is	peer	pressure.	A	factor	analysis	of	gratifications	obtained	af-
ter	joining	Facebook	revealed	two	key	factors:	pastime	activity	and	affection.	Com-
parative	analysis	showed	that	Facebook	is	a	fun	activity	that	fills	time,	while	instant	
messaging	is	more	geared	toward	relationship	maintenance	and	development.	We	
discuss	differences	in	the	two	technologies	and	outline	a	framework	based	on	uses	
and	gratifications	theory	for	why	young	people	integrate	numerous	media	into	their	
communication	habits.
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The impact of privacy concerns on data collection

When	 asked	 to	 disclose	 personal	 information	 to	 web	 questionnaires	 users	 may	
choose	between	various	strategies	of	non-disclosure.	An	active	strategy	results	 in	
choosing	an	option	like	“I	don‘t	want	to	say“,	if	available.	Following	a	passive	strate-
gy	means	leaving	the	default	option	(e.g.	“Please	choose	answer	here“)	untouched.	
Being	motivated	to	use	active	and	passive	non-disclosure	strategies	is	assumed	to	
depend	 on	 the	 sensitivity	 of	 the	 questions	 asked.	 In	 the	 present	 paper,	 in	 three	
experiments	with	several	thousand	participants	we	investigate	how	the	sensitivity	
of	questions	and	the	design	of	answer	options	combine	to	influence	non-disclosure	
to	web-based	forms.	Type	of	default	selection	and	location	turned	out	to	be	of	ma-
jor	 influence	on	(non-)response	rates	to	sensitive	 items.	Depending	on	condition,	
percentages	of	participants	who	non-disclosed	ranged	from	0	to	34.9%.	Despite	the	
large	range	in	non-disclosure,	no	bias	in	answers	was	observed.

 __________________________________________
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Visualisation and Evaluation of Concepts of Sustainable Housing - a Web 
based Descrete Choice Experiment on Private Home Buyers Preferences 
in Germany

Despite	 enormous	 advances	 in	 technical	 building	 innovation,	 the	market	 share	of	
sustainable	housing	development	is	still	very	low.	A	recent	study	suggests	that	only	
about	2	-	8	%	of	all	new	housing	construction	in	Germany	include	some	aspects	of	
sustainable	planning	and	building	(Wolpensinger,	2007).

Our	study	pursues	the	question	how	concepts	of	sustainable	housing	can	reach	a	hig-
her	market	share,	taking	into	account	that	a	master	plans’	objectives	need	to	address	
the	preferences	of	potential	private	house	owners,	who	are	the	clients	and	principal	
investors	 into	new	housing	development	 in	Germany.	 It	can	be	assumed,	 that	 the	
private	 home	 buyers’	 decision	making	 significantly	 influences	 sustainable	 or	 non-
sustainable	housing	development.
A	behavioral	stated	preferences	approach,	i.e.	a	discrete	choice	experiment,	investi-
gated	the	decision	making	process	of	private	building	owners.	Different	attributes	of	
alternative	housing	development	models	are	integrated	into	the	econometric	model	
as	independent	variables,	as	they	alternate	to	build	different	models	of	sustainable	
housing,	while	the	respondents’	choice	of	particular	housing	models	is	the	(discrete)	
dependent	variable.

We	report	on	modelling	the	object	of	research	(models	of	sustainable	housing)	using	
a	visualization	approach	embedded	in	an	internet	survey:	Each	respondent	was	as-
ked	to	evaluate	different	housing	models,	that	were	presented	to	the	respondents	as	
short	3D	film	sequences	(for	broadband	users)	or	3D	slide	shows	(for	56k-modem	in-
ternet	users).	Through	visualization,	the	degree	of	realism	of	the	survey	is	improved	
as	well	as	the	cognitive	burden	for	the	respondents	reduced	to	answer	the	choice	
sets.
The	results	show,	that	both	visualization	approaches,	the	3D	film	sequences	as	well	
as	the	3D	slide	shows,	are	suitable	methods	to	investigate	housing	choices	within	in-
ternet	surveys.	Also,	using	latent	class	analysis,	high	approval	for	sustainable	housing	
could	be	 identified	based	on	sample	segmentation	through	the	use	of	 latent	class	
analysis.	We	 conclude	 that	 the	market	place	 still	 has	 room	 to	exploit	 the	overlap	
between	sustainability	and	the	choice	of	housing	investment	made	by	private	home	
owners.
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Volumetric Forecast based on Online Access Panels

The	paper	discusses	web-based	data	collection	in	the	broader	content	of	one	of	the	
most	challenging	market-research-tasks,	the	volumetric	forecast	for	new	concepts.

Decisions	 about	 new	 concepts	 based	 solely	 on	 information	 gathered	 in	 a	 typical	
concept	test	run	the	risk	of	ignoring	critical	factors	of	success.	The	total	size	of	the	
potential	market	(the	interested	universe),	the	expected	awareness	and	distribution	
level,	fixed	and	variable	costs	per	unit	and	the	repurchase	rate	after	initial	trial	are	
crucial	information	for	determining	the	economic	success	of	a	new	product.	A	vo-
lumetric	forecast	estimates	the	total	sales	and	the	revenue	in	a	certain	time	period	
after	launch	and	incorporates	both	survey	and	external	data.

A	volumetric	forecast	faces	two	major	challenges	regardless	of	the	data	collection	
method:

1.	Predicting	the	awareness	level	based	on	planned	marketing	actions.

2.	Ensuring	the	representativeness	of	the	sample	for	the	interested	universe.

The	 awareness	 level	 is	mathematically	modelled	 as	 a	 function	 of	 the	 reach	 of	 a	
marketing	 campaign:	 Information	 regarding	 reach	 is	 provided	 by	media	 planning	
and	is	defined	as	the	probability	of	exposure	to	marketing	based	on	spending	levels	
and	targeting.	The	mathematical	model	takes	into	account	reach	from	a	variety	of	
sources	including	in-store	promotion,	couponing,	and	sampling.

Representativeness	of	the	sample	for	the	interested	universe	is	obtained	by	propen-
sity	weighting.	Propensity	weighting	controls	for	subtle	differences	between	target	
population	and	members	of	an	online	access	panel	that	do	not	result	from	obvious	
sociodemographic	characteristics	that	are	normally	controlled	in	a	quotation	sam-
ple.	In	a	combined	representative	CATI	and	panel-based	online	survey	the	probabili-
ty	of	membership	to	the	online	access	panel	is	estimated	using	a	logistic	regression	
incorporating	 a	 variety	 of	 questions	 about	 attitudes	 towards	 the	 internet.	 After-
wards	the	online	sample	is	weighted	according	to	the	representative	distribution	of	
the	propensity	scores	which	indicate	panel	affinity.
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The	proposed	paper	describes	the	challenges	and	solutions	in	the	volumetric	fore-
cast	based	on	online	access	panels	and	demonstrates	the	general	appropriateness	
of	the	method.
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Web Campaigning in Austria: The Information Role of Party Websites in 
the 2008 Austrian National Elections

Today	the	Internet	is	often	viewed	as	an	“electronical	agora“.	In	democratic	elections	
via	 the	Web	campaign	process,	political	actors	want	 to	 inform	and	communicate	
with	as	many	people	as	possible.	Especially	since	the	 last	elections	 in	September	
2008	the	impact	of	the	Web	on	campaign	processes	in	Austria	has	reached	a	new	
level:	All	major	political	parties	presented	themselves	with	a	new,	and	compared	to	
past	elections	(highly)	professionalized	Website:	Besides	detailed	information	given	
on	the	party,	the	candidates	and	on	the	campaign,	all	Websites	link	to	different	so-
cial	software	such	as	Youtube,	Flickr,	or	Twitter.	As	research	on	Austrian	campaigns‘	
Web	production	processes	is	very	limited,	we	want	to	focus	on	the	practice	of	in-
forming	by	taking	a	look	at	the	shared	characteristics,	as	well	as	at	the	features	on	
which	the	analyzed	Websites	differ.	Two	questions	lead	the	research	interest:	How	
and	to	what	extent	a	specific	Website	is	engaged	in	the	practice	of	informing?	Which	
party	Website	adapts	most	extensively	to	the	different	features	and	techniques	of	
the	practice	of	informing?

Method:
The	exploratory	study	is	a	structural	and	content	analysis	of	campaign	Websites	of	
the	2008	Austrian	National	Elections,	focusing	on	the	practice	of	informing.	In	order	
to	conduct	the	campaign	site	analysis,	six	weeks	prior	the	elections	on	September	
28th,	2008	the	Websites	of	the	five	parties	in	parliament:	OEVP,	SPOE,	FPOE,	Gru-
ene,	and	BZOE	plus	additionally	the	Website	of	the	Liberale	Forum	were	archived	
weekly.	The	qualitative	analysis	examines	the	practice	of	informing	in	which	cam-
paign	processes	engage:	We	will	develop	a	comprehensive	template	of	campaign	
Website	 features	and	techniques	drawn	from	several	 studies	conducted	by	other	
scholars	(e.g.	Foot/Schneider	2006,	Doering	2003,	eCandidates	2002)	and	compare	
parties‘	Website	performances.	In	addition,	the	study	takes	a	look	at	the	different	
networks	of	the	six	Websites.	Linking	processes	strongly	associate	with	the	practice	
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of	informing	as	linking	“entails	enabling	an	interaction	or	exchange	of	information	
between	site	visitors	and	other	political	actors“	(Foot/Schneider	2006:	67).

Results:
As	the	campaign	analysis	is	just	starting,	results	are	still	standing	out.
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Three Different Designs of Type Ranking-Questions

In	my	baccalaureate-paper,	written	 at	 the	 institute	 for	 journalism	and	 communi-
cation	science	in	Vienna,	I	have	qualitative	analyzed	three	different	designs	of	the	
type	ranking-questions,	which	are	used	in	online	surveys.	At	GOR	09	a	poster	shall	
be	presented,	which	introduces	the	results	of	a	quantitative	study	of	the	three	desi-
gns.	This	study	affords	an	objective	assessment	of	the	designs	and	a	contribution	to	
the	actual	usability	research	in	online	surveys.	The	intended	goal	is	to	enhance	the	
interaction	between	the	user	and	the	survey.	And	thereby	the	efficiency	of	online	
surveys	can	be	improved.

•	 The	classic	design:	This	is	a	classic	select-matrix,	implemented	with		 	
	 HTML-Code.
•	 The	innovative	design:	With	this	flash-application	the	user	is	able	to			
	 bring	named	bars	in	a	specific	order	to	realize	a	sequence.
•	 The	puzzle	design:	The	moving	elements	are	designed	as	pieces	of	a	puz-	
	 zle,	this	should	enable	a	more	intuitive	interaction.	I	developed	this	de	
	 sign	for	the	survey.

The	idea	behind	the	puzzle	design:

•	 Symbolic	interactionism:	“Human	beings	act	toward	things	on	the	basis		
	 of	the	meanings	they	ascribe	to	those	things“.
•	 The	bars	in	the	innovative	design	have	no	meaning	for	the	user	at	first		
	 glance,	so	he	or	she	doesn´t	know	exactly	what	to	do.
•	 In	real	world,	people	can	take	pieces	of	a	puzzle	and	put	these	pieces	at		
	 the	right	position	in	the	puzzle.
•	 A	similar	action	is	needed	in	ranking	questions.



.	120	

ABSTRACTS

Author:	 	 Salaschek,	Martin	
	 	 [Universität	Münster,	Germany]
E-Mail:	 	 salaschek@email.de

Online User Typology and Aesthetics

User	typologies	play	a	major	role	 in	media	research	and	marketing.	Especially	 in-
terest	in	usage	patterns	on	the	World	Wide	Web	grows	with	the	web’s	importance	
(and	its	advertisement	budgets).	Still,	there	is	remarkably	little	agreement	on	a	com-
mon	online	user	typology.	The	“ARD/ZDF	OnlineNutzerTypologie”	(Online	User	Ty-
pology,	OUT)	distinguishes	two	major	user	groups	(active-dynamic	vs.	selective-re-
served)	with	several	sub-groups.	Secondly,	emotion-based	constructs	have	become	
a	major	construct	in	market	research	and	web	development.	Aesthetics	–	and	with	
it,	joy	of	use	–	has	influence	on	the	overall	user	experience.

A	combination	of	those	two	findings	leads	to	several	questions:	Is	it	possible	(and	
feasible)	to	have	different	designs	of	one’s	website	for	different	users?	Will	users	like	
the	same	content	better	if	it	is	depicted	in	a	“user-type	friendly”	way?	In	essence:	
Do	different	user	types	prefer	different	aesthetical	designs	on	websites?

This	experimental	study	in	progress	analyses	theoretical	implications	of	usage	and	
aesthetics	theories	and	then	goes	on	verifying	practical	inferences	with	a	methodi-
cally	sound	preference	examination	of	website	alternatives.	This	is	the	first	empiri-
cal	investigation	of	user	typologies	in	the	area	of	website	perception	and	especial-
ly	aesthetics	and	will	 imply	recommendations	for	scientific	research	as	well	as	for	
market	research.	
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When a wellspring of respondents dries up

The	main	issues	raised	in	this	case	study	are:
•	 How	to	deal	with	and	find	low	incidence	target	groups?
•	 What	are	the	challenges	raised	when	confronting	all	panels?	Is	there	a		
	 difference	between	the	quality	promise	and	quality	delivered?
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•	 Panel	overlap:	How	to	measure	panel	overlaps	and	how	to	handle	an		
	 overlap	with	sample	suppliers	when	significant	overlaps	show	up?
•	 And	more	generally,	what	could	be	the	key	criteria	when	choosing	a	sam-	
	 ple	supplier?

One	issue	is	to	define	key	indicators	that	could	measure	the	quality	of	a	panel.	The	
first	indicator	given	by	panel	providers	is	its	size,	as	if	the	bigger	it	is,	the	better	it	
is.	Our	experience	happens	to	show:	The	bigger	the	panel	does	not	indicate	an	in-
creased	ability	to	reach	the	target	group.	Smaller	panels	very	often	achieve	higher	
conversion	to	completion	even	with	the	same	panel	structure?	Response	rates	with	
better	 “active	 panel	members”	 should	 give	 insights	 but	 here	 it	 starts	 to	 get	 less	
transparent	and	fuzzy.

By	providing	an	overview	of	the	German	research	market	from	the	theory	and	the	
practice,	this	paper	formulates	key	criteria	for	panel	quality.	It	also	addresses	how	
sample	quality	in	a	daily	business,	could	be	assessed	and	reached.
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Successful virtual community building and technological support

The	 success	 of	 new	 and	 participative	 applications	 of	 the	Web	 2.0	 is	 deeply	 con-
nected	with	the	usage	by	virtual	communities.	The	online	encyclopaedia	Wikipedia,	
the	open	source	development	of	the	operating	system	Linux,	social	networking	plat-
forms	as	Xing	or	Facebook,	the	video	platform	YouTube,	the	auction	website	Ebay	
or	user	generated	content	at	news	forums:	These	and	many	other	ventures	are	un-
thinkable	without	active	users	or	without	an	active	community.	Their	involvement	is	
essential	for	the	success	of	these	Web-related	projects.	Hence,	the	question	about	
successful	community	building	is	crucial	and	gets	a	lot	of	attention.

Overview	of	the	study:
The	ComStudy	is	a	study	about	(a)	successful	virtual	community	building,	working	
with	literature	and	project	analysis,	case	analysis	and	expert	interviews.	It	will	de-
scribe	concrete	implementation	strategies	for	different	scenarios.	Additionally,	this	
study	focuses	on	three	essential	functionalities	of	community	systems	which	have	
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hardly	been	 researched:	We	will	describe	and	compare	 realisations	and	 systems,	
best-practice	 solutions	 and	experiences	with	 community	building	 concerning:	 (b)	
the	 development	 and	 evaluation	 of	meta	 information,	 (c)	 recommender-systems	
for	community	support,	and	(d)	engagement	indicators	and	reputation	systems	for	
community	members.

Project	duration:	October	2008	-	September	2009
Project/Report	language:	German
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How do Blogs comment on Mainstream Media Content? Results from a 
link analysis.

Various	academic	studies	focus	on	the	relationship	between	blogs	and	mainstream	
media,	analysing	 if	and	how	blogs	compete	with	or	complement	 the	activities	of	
professional	journalists.	However,	it	is	not	yet	known	how	exactly	blogs	comment	
on	mainstream	media	content.	More	specifically,	relevant	research	questions	are:	In	
which	context	do	blogs	refer	to	text	or	videos	produced	by	journalistic	outlets?	Do	
they	mainly	criticize	or	approve	the	professionally	selected	and	produced	informati-
on?	Do	blogs	which	themselves	have	a	large	audience	differ	in	their	reactions	from	
those	who	are	adressing	only	small	publics?
To	answer	these	questions,	this	paper	presents	findings	from	a	content	analysis	of	
N=1.850	 links	 from	blogs	 to	mainstream	media	 content.	 The	 link	 targets	 include	
the	20	most	 linked-to	 german	 journalistic	 sites	 according	 to	 technorati.com	 (e.g.	
spiegel.de,	bild.t-online.de	or	heute.de)	as	well	as	the	five	most	 linked-to	geman-
speaking	blogs	 (e.g.	 spreeblick.de	or	netzpolitik.org)	as	a	control	group.	For	each	
target,	75	links	were	randomly	drawn	from	the	last	600	links	to	this	site	available	
from	technorati.com	at	the	beginning	of	September	2008.	
Links	were	then	coded	for	various	characteristics,	including	the	target	(specific	arti-
cle,	thematic	category	or	main	site),	the	context	(e.g.	static	sidebar	link,	source	for	a	
specific	claim	or	part	of	a	link	collection)	and	the	evaluation	of	the	linked-to	content	
(neutral,	positive	or	negative).	Also,	information	about	the	“authority“of	the	refer-
ring	site	were	collected	from	technorati.com.
Analysis	of	the	dataset	is	still	under	way	at	this	time,	but	preliminary	results	point	
out	that…
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...	a	large	majority	(about	80%)	of	links	from	blogs	to	Mainstream	Media	is	neutral,	
i.e.	without	explicit	positive	or	negative	connotations.

...	among	those	links	expressing	an	evaluation	of	the	linked-to	content,	slightly	more	
links	are	positive	than	negative.

...	the	more	prominent	“A-List”-Blogs	have	a	higher	share	of	negative	links	than	the	
blogs	within	the	“long	tail”.
These	preliminary	findings,	to	be	complemented	by	a	more	thorough	analysis	for	
the	final	paper,	give	strength	to	the	argument	that	blogs	mostly	channel	attention	
towards	journalistically	produced	content,	rather	than	offering	directly	competing	
views	and	perspectives.
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Classifying Dyadic Interactions - The example of a virtual marriage market

Currently	online	surveys	are	a	standard	research	tool	in	social	sciences,	which	po-
tentials	and	limitations	have	been	discussed	extensively	in	recent	years.	In	context	
of	many	 internet	applications,	however,	additional	data	 is	produced	which	 is	not	
commonly	used	for	social	science	research	or	methodical	questions	yet.	This	data	is	
process-produced	information,	generated	by	social	agency	of	users	and	recorded	by	
the	respective	provider	without	any	originally	scientific	purpose.	Statistical	classifi-
cations	based	on	such	objective	behavioural	traces	represent	a	distinct	advantage	
over	conventional	segmentations	based	on	survey	data,	as	higher	reliability	and	less	
classification	errors	can	be	achieved.

At	the	same	time	social	science	is	confronted	with	the	problem	of	analysing	such	
complex	data	structures	in	an	appropriate	way	taking	for	instance	into	account	the	
problem	 of	 dependency	 between	 senders	 and	 receivers.	 Statistical	 modelling	 of	
such	 dyadic	 data	 by	means	 of	 structural	 equation-	 and	 network	 approaches	 has	
been	applied	for	a	while	within	empirical	social	sciences,	but	corresponding	cluste-
ring	concepts	are	not	provided	by	today.
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We	therefore	propose	a	classification-technique	drawing	on	finite	mixture	models	
as	generalisations	of	traditional	multivariate	techniques	making	use	of	the	statistical	
dependence	between	reciprocal	interaction	processes	of	senders	and	receivers	on	a	
major	German	dating	site.	The	purpose	of	this	explorative	approach	is	to	exemplary	
identifying	typical	dyadic	patterns	within	the	interactions	of	the	involved	actors	and	
to	allow	for	 interpretations	of	those	patterns	against	the	background	of	marriage	
market-	and	mate	choice-theories.	First	results	concerning	our	substantial	research	
question	of	forming	intimate	relationships	point	at	(1)	a	reproduction	of	homoge-
neous	structural	patterns	emerging	from	first	choosing	events	and	(2)	with	regard	
to	the	temporal	interaction	processes	a	cumulative	decomposition	of	the	identified	
dyads	by	means	of	education-related	homophily.

In	conclusion,	we	will	argue	 that	 the	 increasing	appearance	of	dyadic	 interaction	
data	within	different	social	web	applications	will	 lead	to	a	growing	importance	of	
statistical	 applications	 taking	 dyadic	 dependency	 into	 account.	 Classifying	 dyadic	
patterns	thereby	can	shed	light	on	traditional	problems	of	research	on	human	in-
teraction	such	as	the	reciprocal	form	of	mate	choice	and	the	formation	of	intimate	
relationships.
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Generic or Project-Specific Mail? – The Influence of Invitations on Response 
Behaviour in the course of Online Surveys

In	the	field	of	online	research,	and	particularly	with	respect	to	online	access	panels,	
the	amount	of	 information	 the	 research	 institute	 should	provide	 its	 respondents	
with	when	sending	out	invitations	is	still	discussed	quite	controversially.

On	the	one	hand,	revealing	too	many	details	holds	the	risk	of	self-selection	among	
potential	participants.	Furthermore,	if	the	topic	is	explained,	experienced	panellists	
only	interested	in	incentives	might	adjust	their	answers	to	the	screening	questions	
in	order	to	take	part	in	every	possible	survey.	Such	behaviour	is	likely	to	cause	un-
true	statements	and	bias	in	the	studies’	results.

On	the	other	hand,	not	including	enough	information	in	invitations	involves	the	risk	
of	potential	participants	deciding	not	 to	 take	part	 in	a	survey	as	 they	are,	 for	 in-
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stance,	unsure	about	the	incentives	or	the	amount	of	time	they	have	to	 invest	 in	
order	to	complete	the	questionnaire.

Consequently,	the	following	questions	arise:

Is	it	sufficient	to	just	inform	the	panel	members	that	there	is	a	questionnaire	waiting	
for	completion?	Should	information	on	the	length	of	the	survey,	the	field	time	and	
the	incentives	paid	for	completion	be	included	in	the	email?	Or	would	it	even	bene-
fit	the	response	and	results	to	announce	the	topic	of	the	survey?
The	lecture	aims	at	eliciting	answers	to	these	questions.

It	is	based	on	an	empirical	study	including	about	30	experiments	with	1000	respon-
dents	 each.	 In	 the	 course	of	 this	 study,	 the	 invitation-emails	were	 systematically	
varied,	and	the	different	response	rates	were	monitored.
The	 information	 content	 of	 the	 emails	was	differentiated	 in	 a	way	 that	 one	part	
of	 the	 panellists	 always	 received	 a	 mail	 containing	 extensive	 information	 about	
the	study,	whilst	 two	additional	groups	either	received	 information	regarding	the	
questionnaire’s	 length	and	the	incentive	or	were	 informed	about	the	topic	of	the	
survey.	A	last	group	finally	obtained	an	invitation	only	including	a	link	to	the	questi-
onnaire	but	no	additional	information	describing	the	survey	at	all.
The	analysis	of	the	projects	realized	aims	at	identifying	and	presenting	the	optimal	
information	content	of	email-	invitations	for	online	surveys.
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An Internet-based Study on Coping with Illness and Attitudes towards
Online Health Care in Cancer Patients

Objectives:
The	main	purpose	of	this	Internet-based	study	was	to	evaluate	coping	with	illness	in	
an	online	sample	of	cancer	patients	and	to	compare	the	findings	with	data	of	an	off-
line	study	conducted	by	Zaun	(2002).	Additionally,	the	patients	were	asked	to	point	
out	their	attitudes	towards	online	health	care.
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Methods	and	data:	
The	 online	 survey	 included	 the	 Freiburger	 Questionnaire	 on	 Coping	 with	 Illness	
(FKV-LIS)	measuring	different	coping	strategies	(depressive	coping,	active,	problem-
oriented	 coping,	distraction	and	 self-encouragement,	 religiousness	and	 searching	
for	 meaning,	 trivializing	 and	 wishful	 thinking),	 and	 the	 questionnaire	 Attitudes	
towards	online	Health	Care	(ATOHC)	for	the	evaluation	of	attitudes	towards	heal-
threlated	 Internet	use	 (community	and	news,	outcomes,	 trusted	 information	and	
advice,	self-efficacy	in	evaluating	information	and	intention,	disclosure).	The	sample	
was	recruited	in	German-speaking	cancer	bulletin	boards.	The	online	questionnaire	
was	also	promoted	through	 links	on	medical	and	health	 information	sites.	 In	 this	
online	study	the	data	of	293	patients	with	various	types	of	cancer	(e.g.,	breast	can-
cer,	Hodgkin‘s	disease,	prostate	cancer)	was	analyzed.	The	participants	mainly	were	
female	(67%)	and	had	a	higher	education	(43%).

Results:	
Compared	with	patients	of	the	offline	study	conducted	by	Zaun	(2002),	the	online	
sample	particularly	showed	less	depressive	coping	as	well	as	trivializing	and	wish-
ful	 thinking.	 Furthermore,	 they	 used	 significantly	more	 active,	 problem-oriented	
coping,	 distraction	 and	 self-encouragement.	 The	 sample‘s	 attitudes	 towards	 the	
online	community	and	web-based	news	and	their	self-efficacy	in	evaluating	infor-
mation	on	the	Internet	were	moderate.	However,	trust	 in	web-based	information	
and	advice	as	well	as	disclosure	were	relatively	 low.	The	patients	perceived	their	
psychological	and	physical	health	as	being	moderately	 influenced	by	their	health-
related	Internet	use.

Conclusions:	
In	comparison	to	an	offline	sample,	 the	online	recruited	cancer	patients‘	 less	de-
pressive	and	more	active	coping,	their	higher	distraction	and	self-encouragement	
indicate	a	more	positive	 illness	processing	and	a	stronger	self-efficacy	of	 Internet	
users	participating	in	cancer	bulletin	boards	or	searching	for	online	health	informa-
tion.	Thus,	the	web-based	activities	as	well	as	a	kind	of	healthy	distrust	of	online	in-
formation	and	advice	might	be	an	additional	expression	of	active,	problem-oriented	
and	reflective	coping	with	illness.

 __________________________________________
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Relevance Of Health-Related Online-Information In Offline- And Online-
Samples

Background:
Health	related	websites	are	among	the	most	used	online	sites.	Searching	for	health	
related	information	is	one	of	the	main	reasons	for	going	online.	It	can	be	assumed	
that	 there	 is	 a	 connection	between	 retrieving	 information	 from	 the	 internet	 and	
perceived	competence	in	this	area	(as	relevant	factor	for	Empowerment).

The	present	study	tries	to	analyze	if	there	is	a	connection	between	Empowerment	
and	 information	 retracted	 through	 the	 internet	 to	 health	 related	 topics.	 The	 as-
sumption	 being	 that	 individuals	 who	 are	 health	 oriented	 are	 more	 empowered	
when	it	comes	to	finding	health	relevant	information	than	people	who	do	not	use	
the	Internet	for	this	purpose.

Method:
Two	samples	(online	and	offline)	were	surveyed	exploring	the	connection	between	
subjective	psychological	empowerment	and	health	related	internet	use.	The	study	
utilized	the	Making	Decision	Scales	(Rogers,	1997)	and	the	Health	Care	Empower-
ment	Questionnaire	(Gagnon	et	al.,	2006).	Latent	factors	and	psychometric	qualities	
of	the	German	translation	were	analyzed.	An	Online	sample	with	1203	participants	
(721	from	Austria)	was	compared	to	an	offline	quota	sample	consisting	of	300	indi-
viduals,	considering	the	Austrian	Internet	Users	Statistics.	The	online	obtained	data	
was	 evaluated	by	means	 of	 statistical	 inference,	 descriptive	 as	well	 as	 structure-
discovering	(cluster	analysis)	procedures.

Results:
68%	of	 the	online	 sample	uses	 the	 Internet	 for	health	 related	purposes,	 further-
more	the	study	was	able	to	show	that	78%	of	the	offline	sample	uses	the	internet	
when	 it	comes	to	retrieving	health	related	 information.	The	study	concludes	that	
using	the	internet	for	health	related	purposes	and	discussing	this	information	with	
professionals	induces	health	related	empowerment.
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Conclusion:
The	results	show	that	searching	for	health	related	 information	seems	to	enhance	
psychological	 empowerment.	 Furthermore	 the	 study	 shows	 that	 the	 individual’s	
confidence	to	find	health	related	information	boosts	empowerment.

Reviewing	these	findings	it	needs	to	be	noted,	that	it	is	imperative	that	online	In-
formation	concerning	health	regarded	topics	is	legitimate	and	reliable	and	that	this	
ability	 to	retrieve	 information	can	enhance	empowerment.	Therefore	more	focus	
should	be	laid	on	quality	assessment	of	health	related	online	information.
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Self-Efficacy Of Online Health Seekers

Background:
More	than	half	of	the	Internet	users	are	so	called	“health	seekers“,	who	search	for	
health	 related	 information	online	 (Fox,	 2005).	 Previous	 studies	 sometimes	 speak	
of	the	existence	of	this	special	group	without	statistical	data	analyses.	The	aim	of	
the	present	study	is	to	find	out	if	clearly	differentiable	groups	(in	the	German	spea-
king	Internet)	exist	and	if	it	is	statistically	significant	to	speak	of	health-seekers	as	
opposed	 to	 non	 health	 seekers.	 Furthermore	 the	 authors	 of	 this	 study	 analyzed	
differences	 between	 these	 groups	 regarding	 information	 sources	 as	well	 as	 self-
efficacy	when	 it	comes	to	the	four	main	factors	of	health	behaviour	according	to	
the	BRAHMS	study:	nutrition,	physical	exercise,	smoking	and	alcohol	(Renner	et	al.,	
1996).

Methods:
An	online-study	was	conducted	to	survey	1488	participants	(age	between	19	and	
72,	MD	=	 31,69,	 SD	 =	 9,25)	 using	 a	web-based-questionnaire.	 The	 questionnaire	
included	inquiries	about	self-efficacy	(Jerusalem	&	Schwarzer,	1999)	as	well	as	que-
stions	about	information	sources	and	health	behaviour.	Data	for	the	current	study	
was	collected	using	links,	banners	and	buttons	on	partner	websites	and	evaluated	
by	means	of	statistical	inference,	descriptive	and	structure-discovering	(cluster	ana-
lysis)	procedures.
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Results:
By	using	a	two-step	cluster	analysis	the	study	was	able	to	define	two	main	groups:	
health	seekers	and	non	health	seekers,	the	difference	between	these	being	quanti-
tative	as	opposed	to	qualitative.	The	study	was	able	to	show	that	participants	who	
search	 frequently	 for	 health	 related	 information	 tend	 to	 show	more	 health-con-
scious	behaviour.	Furthermore	they	score	significantly	higher	on	self-efficacy	scales	
when	it	comes	to	nutrition	and	smoking.	This	group	also	shows	more	confidence	in	
health-information	sources.

Conclusion:
Health	seekers	and	health	conscious	 individuals	 tend	to	show	higher	self-efficacy	
rates	than	others	regarding	the	four	main	factors	of	health	behaviour.	Furthermore	
they	are	more	able	 to	change	specific	habits	 in	 these	 four	categories	 if	need	be.	
They	are	also	more	cognizant	of	their	state	of	health	and	have	more	confidence	in	
their	abilities	to	find	health	related	information.	Reviewing	these	findings	it	needs	
to	be	noted,	that	it	is	imperative	that	online	Information	concerning	health	regar-
ded	topics	is	legitimate	and	reliable.
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Does the seriousness check really sieve out datasets with bad data
quality?

The	seriousness	check	(Reips,	2000,	2008)	consists	of	one	or	two	questions	asked	
at	the	very	beginning	of	an	Internet-based	study	(“Have	you	already	participated	in	
this	study?”,	“Are	you	going	to	fill	in	the	questionnaire	seriously?”).	This	gives	parti-
cipants	the	chance	to	state	their	motivation	in	taking	part.	Some	are,	for	example,	
researchers	or	students	and	thus	only	interested	in	the	study	design	and	technology	
behind	the	online	study.	These	people	should	have	the	possibility	to	mark	their	data	
as	 invalid.	 In	the	present	study	we	empirically	validate	the	seriousness	technique	
approach.
In	a	large	online	questionnaire	study,	a	total	of	1,046	data	sets	were	collected.	In	or-
der	to	get	a	measure	of	data	quality,	we	recorded	user	actions	(clicks,	mouse	move-
ments,	activation	of	form	elements	like	radio	buttons,	text	input)	with	time	stamps	
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by	using	a	Java	script	that	was	implemented	on	each	HTML	page.	User	actions	(e.g.,	
clicking	through,	excessive	clicking,	longer	inactivities,	or	changes	on	already	given	
answers)	were	inspected	for	suspicious	and	highly	suspicious	behaviors.

A	 correlation	 analysis	 showed	 that	 participants	who	 stated	 having	 already	 parti-
cipated	in	the	study	also	had	more	highly	suspicious	behaviors	(r	=	.113,	p	<	.001)	
and	participants	who	stated	not	going	to	fill	in	the	questionnaire	seriously	also	sho-
wed	more	suspicious	(r	=	.080,	p	=	.011)	and	highly	suspicious	behaviors	(α	=	10%;																	
r	=	.051,	p	=	.099).	Sorting	out	previous	and	non-serious	participants	reduced	the	
amount	of	highly	suspicious	behaviors	(mean	drop	of	11.9%).

The	approach	used	in	this	study	made	it	possible	to	add	to	our	knowledge	about	
the	effectiveness	of	the	seriousness	check.	It	turned	out	that	asking	filter	questions	
indeed	reduces	problems	with	data	quality	in	online	questionnaires.
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Social Web and Self-Disclosure = Participation vs. Privacy? Exploring How 
Users Manage this Dilemma via Focus Groups

Internet	users	are	increasingly	required	to	disclose	personal	information,	especially	
for	being	able	to	take	part	in	the	so-called	Social	Web.	Applications	like	social	net-
working	platforms,	blogs	and	wikis	offer	participation	and	collaboration	opportuni-
ties,	but	require	the	user’s	willingness	to	reveal	private	information.	Typically	for	the	
Social	Web,	making	the	self	known	to	other	users	is	crucial	for	being	accepted	as	a	
part	of	the	community.

In	recent	years,	researchers	found	a	heightened	self-disclosure	in	computer-media-
ted	communication	(e.	g.	Joinson	2001,	Tidwell/Walther	2002,	Suler	2004).	It	can	be	
argued	whether	this	is	a	precondition	for	or	a	result	of	the	rising	Social	Web.

At	the	same	time	privacy	concerns	of	users	increased.	But	so	far	there	is	relatively	
little	evidence	that	users	translate	concerns	about	data	abuse	to	privacy-enhancing	
behaviours	while	online.	 Joinson	et	al.	 (2008)	 showed	 that	people’s	dispositional	
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privacy	attitudes	hardly	influence	their	interpretation	of	specific	online	situations.	
Situational	cues	seem	to	be	the	main	factor	 influencing	the	user’s	self-disclosure.	
Therefore,	 it	 is	 necessary	 to	 think	 about	 the	 perceived	 trustworthiness	 of	 Social	
Web	providers.	Another	main	aspect	is	the	awareness	of	the	disclosure.	Does	revea-
ling	personal	information	“just	happen”	or	do	users	decide	consciously	about	what	
information	they	disclose?	If	so,	according	to	which	criteria?	Or	do	users	even	feel	
impelled	to	disclose	personal	data?

To	 answer	 these	 questions,	 four	 qualitative	 focus	 group	 discussions	 were	 con-
ducted.	This	method	allows	testing	persons	interacting	with	each	other.	With	this,	
even	subliminal	attitudes	and	reasons	may	be	accessed	and	verbalized.	People	with	
an	active	use	of	the	Social	Web	(e.	g.	writing	an	own	blog)	and	people	who	show	a	
more	passive	use	(e.	g.	commentating	blogs	regularly)	were	interviewed	in	separate	
groups.	The	group	size	was	about	eight	to	ten	people	of	different	sex,	age,	educa-
tion,	and	profession.

Within	these	groups,	self-disclosing	behaviour	in	different	Social	Web	applications	
as	well	as	reasons	for	it	were	discussed.	The	results	delivered	a	deep	insight	into	the	
factors	 that	 influences	 the	 self-disclosure	of	 Social	Web	users.	Different	explana-
tions	for	the	often	occurring	discrepancy	between	attitudes	and	behaviours	of	Web	
users	were	found.
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Usability of Mobile Surveys

The	mobile	age	has	arrived,	which	has	opened	an	amazing	amount	of	new	possi-
bilities.	Alongside	SMS	and	MMS	surveys,	the	survey	via	WAP	(wireless	application	
protocol)	 is	one	of	those	new	and	innovative	methods:	a	web	survey	is	answered	
on	a	mobile	handset.

In	particular	in	the	context	of	new	products,	in	addition	to	flawless	technical	func-
tions,	 it	has	become	 increasingly	 important	to	provide	user-friendly	handling	and	
enable	a	satisfying	experience	for	the	user	to	ensure	the	long-term	success.
Therefore,	in	this	study	the	usability	and	user	experience	of	WAP	surveys	were	in-
vestigated.	The	application	was	evaluated	in	respect	of	common	validated	usabili-
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ty-relevant	 guidelines	 and	as	well	 standards	 from	market	 research	were	 implied.	
Alongside	the	experiences	and	information	which	were	collected	when	conducting	
surveys	 in	 the	field	and	 in	 research	 studies	 for	 clients,	 also	 insights	 from	a	 focus	
group	and	research	projects	with	students	were	incorporated.

For	the	users	of	mobile	surveys	an	easy	and	quick	access	to	the	survey	is	important.	
Besides,	information	about	topic,	costs,	duration,	incentives	and	the	awareness	of	
the	sender	play	an	essential	part	in	this	early	phase.	Within	the	survey,	simple	navi-
gation,	consistency	and	short	error	messages	are	relevant	points.

Concerning	the	context	of	use	the	potential	of	mobile	surveys	is	seen	in	the	joy	of	
use	and	 independence	 in	 respect	of	time	and	 location.	 Finally,	 pretesting	 from	a	
stage	as	early	as	possible	is	a	crucial	aspect	to	enhance	user	experience.
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User Experience: The Connection between Usability and Aesthetics

Use	and	evaluation	of	websites	or	web-based	services	are	not	just	explainable	via	
usability.	While	searching	for	new	approaches	understanding	user	experience	a	lot	
of	new,	more	emotional	constructs	are	discussed,	mainly	aesthetics	and	joy	of	use.	
In	scientific	and	market	research	is	now	a	growing	discussion	about	the	connection	
between	usability	and	aesthetics.	I	would	like	to	give	a	slightly	different	view	on	this	
connection	with	a	presentation	of	current	findings	on	underlying	cognitive	aspects	
of	website	perception.	 In	 this	 talk,	different	 theories	of	halo-effects,	 stereotypes,	
mediation	via	affects	and	perception	fluency	are	discussed,	based	on	the	current	
research	and	experimental	data	from	three	own	studies	(n	>	600).	The	results	will	
inspire	new	perspectives	for	the	investigation	of	the	connection	between	usability	
and	aesthetics.	

 __________________________________________



133 .

ABSTRACTS

Authors:	 	 Thomas,	Randall	(1);	Terhanian,	George	(2);	Funke,	Frederik	(3)		
	 	 [1:	ICF	International,	US;	2:	Harris	Interactive,	US;	3:	University		
	 	 of	Tübingen,	Germany]
E-Mail:	 	 gterhanian@harrisinteractive.com
	 	 mail@ffunke.de
	 	 rthomas@icfi.com

Response Formats in Cross-cultural Comparisons in Web-based Surveys

Many	different	response	formats	have	been	used	in	web-based	survey	to	measure	
attitudes.	Two	common	measures	are	numeric	box	entry	and	single	response	radio	
buttons.	A	newer	technique	has	been	the	visual	analog	scale	(VAS).	In	web-based	
surveys,	respondents	click	on	the	line	that	best	represents	their	position.	Another	
common	method	often	used	in	telephone	surveys	to	measure	attitudes	has	been	a	
branching	approach	-	first	measure	the	direction	of	attitude	and	then	the	degree	of	
attitude.

One	issue	in	the	use	of	attitude	measures	is	the	extent	to	which	cultural	and	country	
differences	in	scale	usage	could	influence	responses.	Some	have	suggested	that	the	
VAS	or	branching	approaches	may	be	measures	that	could	minimize	cultural	biases.	
In	this	study	we	investigated	branching,	radio	button,	numeric	box,	and	VAS	attitu-
dinal	measures	across	multiple	countries.	Respondents	were	asked	to	indicate	how	
much	they	liked	doing	a	variety	of	behaviors	using	the	scales	assigned.	They	were	
then	asked	how	often	they	engaged	in	the	behavior	in	the	past	30	days,	which	for-
med	the	primary	criterion.	We	examined	the	length	of	time	it	took	to	complete	the	
scales	(branching	and	VAS	took	the	longest),	and	will	report	on	how	response	dis-
tributions	were	affected	by	response	format	and	culture,	and	how	response	format	
affected	criterion-related	validity.	Many	different	response	formats	have	been	used	
in	web-based	survey	to	measure	attitudes.	Two	common	measures	are	numeric	box	
entry	 and	 single	 response	 radio	buttons.	A	newer	 technique	has	been	 the	 visual	
analog	scale	(VAS).	In	web-based	surveys,	respondents	click	on	the	line	that	best	re-
presents	their	position.	Another	common	method	often	used	in	telephone	surveys	
to	measure	attitudes	has	been	a	branching	approach	-	first	measure	the	direction	of	
attitude	and	then	the	degree	of	attitude.

One	issue	in	the	use	of	attitude	measures	is	the	extent	to	which	cultural	and	coun-
try	differences	in	scale	usage	could	influence	responses.	Some	have	suggested	that	
the	VAS	or	 branching	 approaches	may	be	measures	 that	 could	minimize	 cultural	
biases.	In	this	study	we	investigated	branching,	radio	button,	numeric	box,	and	VAS	
attitudinal	measures	across	multiple	countries.	Respondents	were	asked	to	indicate	
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how	much	they	liked	doing	a	variety	of	behaviors	using	the	scales	assigned.	They	
were	then	asked	how	often	they	engaged	in	the	behavior	in	the	past	30	days,	which	
formed	the	primary	criterion.	We	examined	the	length	of	time	it	took	to	complete	
the	scales	(branching	and	VAS	took	the	longest),	and	will	report	on	how	response	
distributions	were	affected	by	response	format	and	culture,	and	how	response	for-
mat	affected	criterion-related	validity.
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Panel Conditioning in Web Surveys: A Comparison between Trained and 
Fresh Respondents:

Trained	respondents	may	answer	questions	differently	than	those	with	little	or	no	
experience	in	a	panel.	This	can	result	in	different	responses	with	regard	to	content	
(e.g.	because	of	increasing	knowledge	on	topics)	as	well	as	the	procedure	(question-
answering	process).	Having	two	panels	-	a	trained	one	and	a	completely	fresh	one	
-	created	a	unique	opportunity	for	analyzing	panel	conditioning	effects	(both	panels	
are	recruited	via	a	probability	sample	of	the	Dutch	population).	Due	to	procedural	
learning,	 trained	 respondents	may	 react	differently	 to	web	 survey	design	 choices	
than	inexperienced	respondents.	Because	of	their	experience	they	may	be	able	to	
process	more	information	on	a	screen,	e.g.	make	fewer	errors	when	more	items	are	
placed	on	a	single	screen.	In	addition,	they	may	be	less	sensitive	to	social	desirability	
bias	and	less	reluctant	to	select	a	response	category	that	seems	unusual	in	the	range	
of	responses.	They	also	may	be	used	to	a	particular	question	layout	so	that	changing	
that	layout	(e.g.	from	disagree-agree	to	agree-disagree)	may	not	be	noticed.	We	in-
vestigated	whether	there	are	differences	in	design	effects	between	trained	and	fresh	
respondents	using	a	questionnaire	consisting	of	 three	experiments.	 In	 the	experi-
ments	we	varied	the	number	of	items	on	a	screen,	the	choice	of	response	categories,	
and	the	layout	of	a	five	point	rating	scale.	We	found	that	trained	respondents	were	
somewhat	more	sensitive	to	satisficing.
Besides	procedural	knowledge,	trained	respondents	can	develop	knowledge	on	to-
pics	addressed	in	previous	surveys.	To	find	out	the	relation	between	question	type	
and	 panel	 conditioning,	 trained	 and	 fresh	 respondents	 answered	 questions	with	
different	question	types.	We	used	nine	questions	on	 two	different	subjects:	 food	
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infection	and	old-age	pensions.	These	subjects	were	presented	to	the	trained	panel	
multiple	times,	so	we	thought	these	would	be	the	most	sensitive	to	bias	due	to	pa-
nel	conditioning.	The	results	show	that	panel	conditioning	only	arises	in	knowledge	
questions.	Questions	on	attitudes,	actual	behaviour,	or	facts	were	not	sensitive	to	
panel	 conditioning.	 Panel	 conditioning	 in	 knowledge	 questions	was	 restricted	 to	
less-known	subjects	(more	difficult	questions),	suggesting	a	relation	between	panel	
conditioning	and	cognition.
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Visual Heuristics and Answer Formats in Rating Scales

In	interpreting	questions,	respondents	extract	meaning	from	how	the	information	
in	a	questionnaire	is	shaped,	spaced,	and	shaded.	We	carried	out	five	experiments	
using	five	questions	measured	on	a	five	point	scale	to	investigate	how	the	effects	of	
visual	heuristics	affect	the	answers	to	survey	questions	and	test	whether	effective	
question	writing	(using	numerical	and	verbal	labels)	may	overrule	visual	effects.	The	
experiments	were	fielded	 in	the	CentERpanel.	This	 is	an	 Internet-based	panel,	al-
though	there	is	no	need	to	have	a	personal	computer	with	an	Internet	connection.	
If	necessary,	equipment	 is	provided	by	CentERdata	(the	agency).	The	recruitment	
of	new	panel	members	 is	done	through	a	random	sample	of	 landline	numbers	of	
candidates.	 The	 panel	 is	 designed	 to	 be	 representative	 of	 the	Dutch	 population.	
We	demonstrate	 that	 respondents	use	 the	 “middle	means	 typical”	heuristic	only	
in	a	polar	point	scale.	When	numbers	1	to	5	are	added	to	the	polar	point	format	
and	with	fully	 labeled	scales,	the	effect	of	spacing	between	response	options	dis-
appears.	 In	 a	 second	 experiment	we	 show	 that	 respondents	 are	 confused	when	
options	are	presented	in	an	inconsistent	order	and	do	not	follow	the	“left	and	top	
means	first”	heuristic.	In	a	third	experiment	we	find	that	inter-item	correlations	are	
higher	in	a	polar	point	scale	when	items	are	presented	on	a	single	screen	instead	of	
separate	screens.	The	effect	gets	smaller	when	numbers	1	to	5	are	added	to	the	po-
lar	point	scale.	In	a	fully	labeled	scale	no	effect	is	found.	In	a	fourth	experiment,	we	
found	no	evidence	that	respondents	use	the	“up	means	good”	heuristic:	the	use	of	a	
decremental	or	incremental	scale	did	not	result	in	different	answer	distributions.	In	
a	fifth	experiment,	we	show	that	respondents	use	the	“like	means	close”	heuristic:	



.	136	

ABSTRACTS

the	adding	of	numbers	that	differ	both	in	sign	and	value	(-2	to	2)	and	the	adding	of	
different	shadings	of	red	and	green	color	affects	respondents’	answers.	The	effect	of	
different	numbers	was	apparent	in	both	a	polar	point	and	fully	labeled	format,	while	
the	effect	of	color	was	only	apparent	in	the	polar	point	format.	
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Resolving the Privacy Paradox? - How Privacy Concerns, Strategic Self-pre-
sentation, and Norms Influence the Choice of Privacy Settings

Users	of	social	network	sites	(SNS)	often	disclose	a	great	amount	of	personal	and	in-
timate	information	on	their	profiles	whilst	at	the	same	time	stating	to	be	concerned	
with	their	privacy.	This	phenomenon	has	been	called	privacy	paradox	and	received	
attention	from	researchers	as	well	as	the	media;	SNS	have	reacted	and	offer	now	
more	fine-grained	privacy	settings.	Thus,	it	is	time	to	revisit	the	privacy	paradox	and	
examine	which	factors	predict	choices	for	certain	privacy	settings.	SNS	users	have	
to	 find	 a	 balance	 between	 two	 conflicting	motives	 -	 privacy	 protection	 and	 self-
presentation.	After	all,	the	main	purpose	of	SNS	is	to	maintain	strong	and	weak	ties,	
which	involves	creating	a	profile	and	keeping	people	updated	about	one‘s	life.

The	first	study	focused	on	these	conflicting	motives,	but	looked	also	at	the	role	of	
dispositional	trust	and	narcissism.	An	online	survey	was	held	among	144	users	of	
Hyves,	 the	 largest	Dutch	 social	 network	 site.	 The	 results	 showed	 that	 active	SNS	
users	meanwhile	protect	their	profiles.	Almost	75%	had	changed	the	default	privacy	
settings,	mostly	into	more	restrictive	privacy	settings.	Although	dispositional	trust	
and	narcissism	were	related	to	privacy	concerns	and	use	of	the	Internet	for	strate-
gic	self-presentation,	the	two	Internet-specific	attitudes	were	the	best	predictors	of	
actual	privacy	settings.

Study	2	examined	also	the	role	of	social	norms.	Users	might	also	choose	more	pro-
tective	privacy	settings	because	many	other	users	do	so.	University	students	(n	=	70)	
were	used	as	subjects	in	order	to	reach	also	less	active	Hyvers.	Again,	the	majori-
ty	had	changed	their	privacy	settings,	indicating	that	the	privacy	paradox	becomes	
smaller.	Perceived	norm	turned	out	to	be	a	strong	predictor	of	privacy	settings.

Thus,	across	two	studies	it	was	found	that	SNS	users	are	not	only	concerned	about	
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their	privacy,	but	that	these	privacy	concerns	translate	into	action.	This	challenges	
earlier	studies	reporting	a	privacy	paradox.	Internet-specific	attitudes	were	better	
predictors	than	general	personality	characteristics.	Moreover,	social	norms	played	
an	 important	 role,	 stressing	 the	 importance	of	 social	 influence	processes	 in	SNS.	
Practical	implications	will	be	discussed.
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Online Reputation Systems: The Effects of Feedback Comments and
Reactions on Building and Rebuilding Trust in Online Auctions

Research	on	reputation	systems	has	mainly	focused	on	the	trust	building	function	of	
reputation	systems.	The	present	research	looks	also	at	the	trust	rebuilding	function	
of	reputation	systems,	more	specifically,	the	role	of	the	short	text	comments	given	
in	reaction	to	a	negative	feedback.	Online	markets	are	noisy	environments;	rebuil-
ding	trust	is	therefore	often	necessary.	Research	suggests	that	a	seller’s	outstanding	
benevolence	or	credibility	increase	the	price	premium	whereas	comments	that	pro-
vide	evidence	for	abysmal	benevolence	or	credibility	diminish	it	(Pavlou	&	Dimoka,	
2006).	However,	it	is	unclear	whether	not	only	the	buyer‘s	text	comments	but	also	
the	 reactions	 of	 the	 seller	 on	 the	 comments	 of	 the	 buyer	 affect	 the	 subsequent	
perceived	trustworthiness	of	the	seller.	

This	 paper	 analyzes	whether	 sellers´	 reactions	have	 the	potential	 to	 re-build	 the	
trust	between	business	partners.	It	is	going	to	answer	the	following	questions:	Do	
different	 types	of	 trust	violations	have	more	or	 less	detrimental	effects	on	trust?	
Do	 reactions	of	 sellers	have	any	 trust	 re-building	effects?	Which	 types	of	 sellers‘	
reactions	are	more	effective	 in	 re-building	 trust?	We	make	a	distinction	between	
morality-based	and	competence-based	violation	of	trust	and	between	two	types	of	
reactions	that	a	seller	can	display,	namely	an	apology	or	denial	of	the	trust	violation	
(Kim,	Ferrin,	Cooper,	&	Dirks,	2004).

We	conducted	two	experimental	field	studies	among	1,141	active	eBay	users	in	the	
Netherlands,	using	a	random	sample	(response	rate:	44.3%)	of	members	of	a	large	
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Dutch	commercial	“opt	in”	access	panel.	The	results	show	that	the	text	comments	
accompanying	 negative	 feedback	 indeed	 influence	 trustworthiness	 judgments.	 It	
also	makes	a	difference	whether	a	trust	violation	is	perceived	as	competence-based	
or	morality-based.	Moreover,	plain	apologies	were	observed	to	be	more	successful	
in	repairing	trust	than	denials.	The	effects	were	mediated	by	perceived	believability	
of	the	comments.	Thus,	to	avoid	the	detrimental	effects	of	noise	on	trust,	opera-
tors	of	online	market	places	should	encourage	text	feedback	comments	and	reac-
tions.	Contrary	to	what	has	been	reported	in	the	literature,	we	consistently	find	that	 
denial	in	case	of	morality-based	violations	of	trust	is	not	trust	re-building.	The	im-
plications	for	further	research	on	re-building	trust	on	the	internet	are	discussed.
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Empirical Evaluation of Web Survey Software Tools: Powerful or Friendly?

Modern	software	tools	for	web	surveys	increasingly	enable	fast	and	friendly	imple-
mentation	of	web	questionnaires	and	overall	management	of	the	survey	process.	
However,	 there	 exists	 a	 general	 tradeoff	between	 easiness	 of	 use	 and	 powerful-
ness/capability.	Feature-rich	solutions	may	require	a	high	amount	of	learning	and/
or	even	some	programming	skills,	while	user-friendly	and	intuitive	applications	may	
offer	too	few	features.	In	our	study,	we	empirically	addressed	these	two	contradic-
ting	characteristics	of	web	survey	software	tools.

We	analyzed	the	largest	online	list	of	web	surveys	software	tools	–	the	WebSM	da-
tabase	(www.websm.org).	The	database	is	continuously	updated	and	includes	more	
than	300	web	survey	tools.

Initially,	we	analyzed	all	database	entries	according	to	pricing,	complexity,	owner-
ship,	code	availability,	language,	location	and	hosting.	This	provides	a	general	pic-
ture	about	the	software	that	is	currently	available	on	the	market.
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Next,	we	selected	a	subsample	of	30	software	tools	from	typical	groups	of	tools	and	
studied	in	more	details	their	features	and	user-friendliness:

•	 We	repeated	a	study	from	2006,	which	evaluated	and	compared	the	avail-	
	 ability	of	basic	and	advanced	features	of	web	survey	software	tools.
•	 Observations	and	corresponding	statistical	analyses	of	the	number	of		
	 clicks	needed	to	create	two	standardized	questionnaires	(one	simple,		
	 one	with	conditions)	was	performed.
•	 The	effectiveness	and	intuitiveness	of	user	interfaces	were	systematically		
	 rated	by	experts.
•	 The	evaluation	was	also	performed	by	the	end	users,	who	applied	certain		
	 tools	and	created	a	predefined	web	questionnaire.
Relations	between	different	components	of	evaluation	and	relations	between	dif-
ferent	 evaluation	 approaches	were	 analyzed	 as	well.	 This	 enables	 an	 empirically	
evaluation	of	 the	 tradeoff	between	 the	 two	 characteristics:	 user-friendliness	 and	
powerfulness.

Finally,	we	provide	some	guidance	in	establishing	criteria	for	selection	of	the	soft-
ware.	This	can	help	users	in	choosing	the	optimal	software	solutions,	which	fulfill	
their	needs	for	functionality,	usability	and	cost-effectiveness.
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Quality of advertising evaluation panels: key success factors

The	aim	of	this	paper	is	to	present	a	case	study	concerning	advertising	evaluation	
panels	undertaken	on	behalf	of	G+J	(“Werbewirkungspanel”).	The	objective	of	this	
panel	is	to	support	customers	in	choosing	the	right	media	for	their	advertisement.

Since	2004,	G+J	 interviews	quarterly,	a	fixed	sample	of	4,000	people	 in	Germany	
(2,000	are	interviewed	within	the	Dialego	Access	Panel,	with	the	other	2,000	being	
completed	with	another	major	research	partner).	The	interview	is	focused	on	their	
attitude	towards	a	selection	of	220	brands	from	22	markets.	Panel	research	plays	
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a	key	role	in	investigating	the	impact	of	advertising.	Repeated	interviews	with	the	
same	people	make	it	possible	to	measure	changes	for	each	individual.	As	in	an	ex-
periment,	disruptive	factors	are	kept	constant	by	means	of	before	&	after	compari-
sons.	If	measurement	effects	are	controlled	carefully,	a	panel	is	ideal	for	measuring	
the	effectiveness	of	advertising.

The	three	main	challenges	raised	by	this	advertising	evaluation	panel	are:
•	 Survey	length.	With	average	interview	duration	about	60	minutes,	how		
	 can	high	drop	out	rates	be	avoided?
•	 Panel	attrition.	It	is	essential	to	keep	the	sample	as	consistent	as	possi-	
	 ble	with	a	maximum	attrition	of	rate	of	30%	between	two	waves.	
	 The	clear	challenge	was	to	achieve	an	acceptable	low	attrition	rate	with		
	 such	long	repetitive	surveys.
•	 Data	quality.	To	maintain	consistency,	it	is	necessary	to	have	a	represen-	
	 tative	sample	that	is	reliable,	valid	and	provides	consistent	quality	data.

This	paper	related	the	key	success	factors,	necessary	to	meet	theses	challenges.
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Distortion of demographics through technically induced dropout in
restricted online surveys

Web-browsers	are	basically	used	to	interpret	HTML.	If	other	technologies	are	used	
like	 JavaScript,	 Java	 applets,	 or	 audio/video	 players,	 the	 installation	 of	 plugins	 is	
necessary.	Most	Web-browsers	have	them	pre-installed	but	this	does	not	guarantee	
its	proper	functionality.	So	using	these	technologies	in	web-based	studies	can	pro-
duce	technical	dropout	because	of	the	technical	burden	to	install	the	plugin	or	the	
unwillingness	to	invest	this	extra	time.

In	a	large	restricted	online	study	on	two	different	samples	(UNET:	students	of	the	
University	of	Vienna,	n=1,369;	WISO-Panel:	people	from	all	walks	of	life,	n=764)	we	
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analyzed	if	using	a	Java	applet	produces	a	technical	dropout	and	if	this	leads	to	a	
distortion	of	demographics.

The	dropout	on	the	Java	applet	questionnaire	page	was	10.5	times	higher	than	the	
mean	dropout	on	the	remaining	six	pages	without	any	additional	technologies	(2.3%	
vs.	24.1%).	We	found	no	difference	for	participants’	age	in	the	somewhat	homogene-
ous	UNET	student	sample	but	a	significant	difference	in	the	WISO-Panel	(t[762]=2.7,	
p	=	.012).	Participants	who	dropped	out	on	the	Java	applet	questionnaire	page	were	
2.6	years	older.	In	both	samples	a	sex-specific	effect	on	technical	dropout	appeared	
(UNET:	OR=1.34;	95%-CI	 [1.05,	1.69];	WISO-Panel:	OR=1.42,	95%-CI	 [1.00,	2.02]).	
Women	more	frequently	dropped	out	on	the	Java	applet	questionnaire	page.

Although	many	technologies	are	already	pre-installed	 in	many	web-browsers	and	
are	commonly	used,	using	additional	technologies	can	still	be	dangerous	in	produ-
cing	a	biased	younger	and	male	dominated	sample.
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Measuring Network Quality: Strengths and Weaknesses of different
Evaluation Methods (SMS, w@p and web)

In	cooperation	with	the	research	partner	evolaris,	mobilkom	austria	evaluated	dif-
ferent	methods	for	measuring	network	quality	(voice	and	data	network	quality	of	
mobile	phone	providers)	with	 the	objective	of	finding	an	appropriate	method	 to	
measure	network	quality	continuously.

The	compared	surveys	have	been	conducted	via	SMS,	w@p	and	web	 in	 terms	of	
response	rate,	response	behaviour,	profile	of	respondents,	usage	behaviour,	 level	
of	satisfaction	with	network	quality	and	the	satisfaction	of	joining	the	survey	in	ge-
neral.

The	hypotheses	were	that	significant	differences	in	response	rates	and	profiles	of	
respondents	 can	be	 found.	 The	 impact	on	 satisfaction	was	unclear	but	 a	drift	 to	
more	positive	tendencies	was	expected	due	to	the	supposed	younger	target	group	
for	answering	SMS	and	w@p	surveys.
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In	terms	of	response	rates	the	web	survey	has	been	the	most	successful	one,	multi	
punch	questions	were	equally	efficient	in	web	and	in	w@p	surveys.

The	SMS	survey	next	to	the	w@p	survey	is	the	least	representative	for	the	whole	
customer	data	base	of	mobilkom	austria,	because	 it	addresses	primarily	younger	
customers:	 30%	 of	 the	 people	who	 responded	 to	 the	 SMS	 survey	were	 aged	 19	
and	below,	the	50	plus	are	represented	only	by	10%	and	web	surveys	are	answered	
mainly	by	urban	target	groups.

The	methods	do	not	differ	in	terms	of	usage	behaviour	of	mobile	broadband,	e.g.	
timing	and	location	of	usage,	as	well	as	the	reason	why	customers	were	using	mo-
bile	broadband.

The	level	of	satisfaction	with	network	quality	is	generally	on	a	high	level	and	with	
w@p	even	better	than	with	web	and	SMS.	The	satisfaction	with	the	survey	in	gene-
ral	reaches	the	highest	level	with	SMS	votings,	followed	by	web	surveys.
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Social Network in Game Blog Community: An case study of Sohu.com

According	to	report	of	CNNIC	08	(China	Internet	Network	Information	Center,	2008),	
59.3%	Chinese	Network	Citizen	play	online	game,	the	users	have	been	already	up	to	
120	million	people.	An	other	report	presents	that	online	game	industries	increase	
66.7%	on	an	annual	in	2007,	the	income	is	up	to	5,960	million	Yuan	(about	64	mil-
lion	Euro).	There	are	many	reasons	why	Chinese	online	game	industry	so	fast	rise	
up,	but	one	of	them	is	Weblog	community.	As	a	most	heavy	portal	website	in	China									
Sohu.com	 -	 supports	Personal	Blog	and	 their	 Social	 network,	 in	which	 they	have	
popular	online	game	community.
On	the	homepage	of	this	community	includes	two	obvious	groups:	one	is	famous	
players	who	have	rich	experience	of	online	game;	the	other	one	is	famous	narrators	
who	come	from	enterprises	or	advertisement.	Both	groups	are	independent	each	
other,	but	they	often	follow	with	the	same	current	game.	This	paper	describes	the	
human	relationships	of	Sohu.com	online	game	community	by	social	network	ana-
lysis.
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Data	collected	from	30	famous	players	and	30	famous	narrators,	then	60	ego-centric	
networks	have	constructed	according	to	their	linkage.	The	analysis	put	up	with	so-
cial	network	analysis	 index	of	density,	betweenness	centrality	and	connectedness	
etc.
Some	results	as	follows:
1.	Relationship	of	internal	famous	narrator	group	is	weak	comparatively.

2.	Relationship	of	internal	famous	player	group	is	stronger	than	narrators.
3.	Between	above	two	groups	exists	the	third	clique.

4.	The	third	clique	is	 latent	core	of	online	game	community	even	though	it	 is	not	
exist	on	the	homepage.	Therefore	those	blogs	are	analyzed	in	order	to	design	the	
strategy	of	game	development	and	sale	promotion
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Personality on Social Network Sites: An Application of the Five Factor
Model

In	this	paper	we	explore	how	individual	personality	characteristics	influence	online	
social	networking	behavior.	We	use	data	from	an	online	survey	with	1560	respon-
dents	from	a	major	Swiss	technical	university	and	their	corresponding	online	pro-
files	and	friendship	networks	on	a	popular	Social	Network	Site	(SNS).	Apart	from	so-
ciodemographic	variables	and	questions	about	SNS	usage,	we	collected	survey	data	
on	personality	traits	with	a	short	question	inventory	of	the	Five	Factor	Personality	
Model	(BFI-15).	We	show	how	these	psychological	network	antecedents	influence	
participation,	adoption	time,	nodal	degree	and	ego-network	growth	over	a	period	of	
4	months	on	the	networking	platform.	Statistical	analysis	with	overdispersed	degree	
distribution	models	identifies	extraversion	as	a	major	driving	force	in	the	tie	forma-
tion	process.	We	find	a	counter-intuitive	positive	effect	for	neuroticism,	a	negative	
influence	for	conscientiousness	and	no	effects	for	openness	and	agreeableness.

 __________________________________________
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Deception across different modes of communication

Knowing	where	people	are	more	likely	to	lie	has	important	implications	for	people’s	
everyday	 lives	 (e.g.,	 their	work	 situations,	 personal	 relationships).	 This	 paper	 ex-
tends	upon	Hancock	et	al.’s	(2004)	and	Whitty	and	Carville’s	(2008)	work	which	ex-
amined	the	modes	of	communication	individuals	are	more	likely	to	lie	in.	It	does	so	
by	focusing	on	planned	and	spontaneous	lies,	whether	the	lie	is	told	to	protect	the	
self	or	the	target	of	the	lie,	as	well	as	the	relationship	the	person	who	lied	has	with	
the	target	of	the	lie.	Overall	100	undergraduate	students	participated	in	this	diary	
study.	In	total	76	participants	completed	their	diaries	in	full.	Ages	ranged	from	18	to	
32	years,	with	a	mean	age	of	19.45	(SD=	1.836).	There	were	many	more	women	in	
the	sample	(68;	89%)	compared	to	men	(8;	11%).	We	found	that	there	is	a	tendency	
for	people	to	lie	more	across	different	modes	of	communication	and	that	this	varies	
according	to	whether	the	lie	is	planned	or	spontaneous.	Results	will	be	discussed	in	
line	with	three	main	theories:	Social	Distance	Theory,	Media	Richness	Theory	and	
The	Features	Based	Model.
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First-Person-Shooters: Different Player Character, Different Preferences?

Studies	about	First-Person-Shooters	focus	either	on	the	influence	of	game	playing	
on	emotions	and	emotion	regulation	or	the	influence	of	power,	control,	and	domi-
nation	on	the	motivation	of	players	to	play	the	games.	The	current	study	explores	a	
different	aspect,	i.e.	whether	players	differ	in	respect	to	their	habits	and	personality	
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traits	and	which	characteristics	of	the	game	(sound,	graphics,	etc.)	are	preferred	by	
different	types	of	players.	384	participants	of	the	study	were	recruited	via	bulletin	
boards	of	common	first-person-shooters	(e.g.	Counterstrike,	Half-Life,	S.T.A.L.K.E.R.	
–	Shadow	of	Chernobyl).	In	addition	to	demographic	variables	and	personality	traits	
(Big	Five),	subjective	importance	of	individual	characteristics	of	the	game	and	value	
of	habits	of	playing	are	collected.	A	Factor-analysis	is	used	to	extract	two	different	
types	 of	 players	 according	 to	 their	 habits.	 The	 resulting	 factors	 “emotional	 risk”	
and	“behavioral	risk”	are	correlated	with	demographic	variables,	personality	traits	
and	preferred	game	characteristics.	Results	show	that	the	second	factor	is	associa-
ted	with	the	Big	Five	dimensions,	level	of	education,	duration	of	playing	and	game	
characteristics	like	easy	introduction,	amount	of	violence	and	simple	plot.	The	first	
factor	is	not	related	to	any	of	the	Big	Five	dimensions,	but	is	associated	with	fasci-
nation	of	game,	setting	options,	detailed	environment	in	game	and	also	amount	of	
violence.
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Mobile Commerce – What will Finally Pay Off on the Mobile Internet?

M-commerce	has	repeatedly	been	announced	as	the	next	big	business,	but	yet	it	did	
not	take	off.	After	the	initial	hype,	it	seems	that	selling	over	the	mobile	internet	now	
turns	into	a	serious	option	–	just	like	e-commerce	did.	Technological	improvements	
like	3G	networks,	touchscreens	and	handsets	like	the	Apple	iPhone	or	the	Samsung	
Omnia	provide	a	totally	different	and	highly	improved	user	experience	of	the	mobile	
internet.	With	internet	flatrates	available,	the	status	quo	as	well	as	the	potential	of	
mobile	commerce	should	be	reconsidered.

In	order	to	explore	the	current	market	situation	and	the	future	potential	from	the	
users’	as	well	as	the	companies’	point	of	view,	phaydon	has	conducted	a	research	
study	that	consists	of

a)	market	screening	with	expert	evaluation

b)	motive	and	requirements	analysis	with	early	adopters	of	advanced	mobile	inter-
net	services	and
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c)	usability-testing	of	current	m-commerce	applications,	using	state-of-the	art	mo-
bile	phones.

The	study	identifies	best	practices	and	success	factors,	presents	applications,	and	
features	that	perform	well	in	the	advised	target	group,	and	illustrates	the	early	ad-
opters	opinion	on	what	should	be	done	to	leverage	mobile	commerce	to	an	exciting	
experience.

Key	results	of	the	study	prove	that	the	context	for	mobile	internet	usage	has	alrea-
dy	dramatically	changed.	While	the	mobile	internet	of	the	past	was	mainly	seen	as	
an	inferior	substitute	for	the	stationary	internet	–	e.g.	while	“on	the	go”	for	time-
critical	information	or	to	“kill	time”	–	it	is	now	increasingly	used	as	the	internet	that	
fits	in	your	pocket	and	is	instantly	available	–	without	booting	or	moving	to	the	desk	
where	the	computer	is	located.	Still,	most	websites	that	are	available	for	the	mobile	
internet	do	not	support	this	usage:	While	some	best	practices	can	be	identified,	like	
the	Lufthansa	or	the	Siemens	Haushaltsgeräte	mobile	website,	other	big	brands	do	
not	even	have	a	proper	corporate	mobile	website.

In	 this	presentation,	phaydon	gives	an	 in-depth	overview	of	 the	market‘s	current	
best-practices	 and	 “nightmares”,	 gives	 clear	 advice	 what	must	 be	 considered	 to	
make	 a	mobile	website	 a	 great	 experience,	 and	outlines	 the	potential	 for	 future	
m-commerce	applications.
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Advertising Effects of Online Video Ads

Background:
Online	videos	become	increasingly	popular	among	internet	users.	According	to	the	
latest	study	run	by	ARD/ZDF,	moving	web-pictures	are	watched	by	24%	of	German	
Internet	users	at	 least	once	a	week.	Other	countries‘	ratios	are	even	higher.	Con-
sequently,	Online	Video	Ads	are	considered	 the	next	big	 thing	by	 the	advertising	
industry.	Although	the	market	for	Online	Video	advertising	grows	rapidly,	there	are	
few	insights	on	the	effects	of	this	format	compared	to	established	web-advertising	
formats.	Most	 studies	concentrate	on	comparisons	with	static	banners	or	deliver	
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basic	recommendations	on	technical	framework.	Studies	enlightening	to-do‘s	and	
caveats	of	video	ad	creation	from	TV	material	are	mostly	missing.

An	experimental	study	conducted	by	facit	digital	and	a	major	German	publishing-
house	explores	advertising	effects	of	different	forms	of	Video	Ads.	Results	show	the	
experiment-based	research	process	from	33	systematically	varied	videos	to	precise	
recommendations	on	ad	composition.

Objectives:

•	 outline	the	current	state	of	research
•	 develop	an	online	survey	methodology	for	exploring	advertising	effects		
	 of	Online	Video	Ads
•	 identify	the	impact	of	different	video	characteristics	(composition,	com-	
	 munication	objective,	interaction,	placement)	on	advertising	effects
•	 deduce	factors	of	successful	Online	Video	Ads	via	multivariate	analysis.

Methodology:
Based	on	the	findings	of	desk-research,	an	experimental	online	survey	approach	is	
developed.	The	survey	explores	the	impact	of	different	characteristics	of	Video	Ads	
on	advertising	effects.	As	stimulus	material,	we	produced	Video	Ads	of	real	brands	
clearly	 differing	 in	 defined	 characteristics	 (composition,	 purpose,	 interaction	 and	
placement).	 These	 clips	 are	 presented	 in	 an	 online	 questionnaire	 simulating	 real	
internet	usage.	Afterwards,	advertising	effects	are	measured	(recall,	brand	aspects).	
Additionally,	socio-demographic	facts	and	online	behaviour	are	surveyed	to	measu-
re	their	impact.

The	 special	 challenge	 of	 this	 study	 lies	 in	 systematic	 variation	 of	 video	material,	
provoking	 clear	 effects	 in	 subjects‘	 attitudes.	 The	 research	 design	 is	 a	 challenge,	
keeping	video	factors	and	brands	mostly	independent	and	exploring	selected	inter-
actions	between	human	factors,	ads	and	passing	of	time.

The	conference	presentation	gives	detailed	insight	 in	the	methodology	of	measu-
ring	advertising	effects	of	Online	Video	Ads	and	shows	exemplary	results	regarding	
the	conclusion	of	recommendations.	The	presentation	will	also	offer	space	and	time	
for	discussion.	

 __________________________________________
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Identifying Societal Events by Computer-Assisted Text Analysis

Societal	events	 like	elections,	significant	changes	 in	 law,	strikes,	but	also	extreme	
weather	conditions	can	effect	the	behavior	and	attitudes	of	a	society	and,	conse-
quently,	 influence	 answers	 to	 some	 questions	 of	 a	 survey.	 Thus,	 survey	 analysts	
should	consider	and,	where	possible,	control	the	impact	of	major	events.	However,	
manual	identification	of	significant	events	is	a	very	error-prone	and	time-consuming	
task.	 We	 have	 developed	 an	 alternative	 procedure	 combining	 two	 different	 ap-
proaches	of	the	computer-assisted	content	analysis:	 the	reference	text	technique	
and	the	statistical	association	approach.	The	reference	text	corpus	used	is	based	on	
newspaper	articles.	The	words	in	this	text	corpus	are	considered	as	general	langu-
age	usage	in	newspaper	articles.	Newspaper	articles	nowadays	can	easily	be	colle-
cted	in	the	internet	that	is	a	great	source	of	that	kind	of	information.	In	the	internet,	
nearly	every	newspaper	offers	an	access	to	its	archive.	I	will	demonstrate	how	our	
procedure	works	in	an	example	and	identify	events	automatically	in	Germany	and	
in	Great	Britain.	To	identify	events	newspaper	texts	from	the	selected	time	period	
are	used.	First,	I	will	describe	the	composition	of	a	reference	text	corpus	based	on	
articles	of	a	two	years’	time	period.	Then	I	will	provide	details	how	to	calculate	word	
frequencies	and	differences	between	the	relative	frequencies	of	each	word	in	both	
text	corpora.	The	words	with	the	highest	relative	differences	serve	as	keywords	for	
further	analysis.	Based	on	the	co-occurrence	of	these	keywords	in	each	newspaper	
article,	an	explorative	factor	analysis	is	conducted	to	identify	events.	The	resulting	
factors	describe	the	word	groups	which	can	be	used	as	indicators	of	major	events.	
The	advantage	of	this	approach	is	that	it	identifies	events	uniformly	and	that	pre-
vious	knowledge	about	events	is	not	necessary.	Furthermore,	our	procedure	is	not	
restricted	 to	 the	 identification	of	events	 in	newspapers	only	but	may	be	used	 to	
identify	any	type	of	themes.	Depending	on	the	type	of	themes	to	be	identified	any	
kind	of	internet	texts	may	be	used.

 __________________________________________
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Hepatitis C Screening Online: Usage, Outcomes, and Acceptability

Background:
The	majority	of	hepatitis	C	virus	(HCV)-infected	individuals	is	unaware	of	their	 in-
fection.	Mass	screening	in	order	to	identify	these	individuals	is	inefficient	since	HCV	
prevalence	is	low.	Therefore	we	developed	a	novel	strategy:	an	internet	risk	assess-
ment	along	side	an	internet-mediated	HCV	testing	procedure,	which	was	evaluated	
in	a	pilot	project	in	two	regions	in	the	Netherlands.

Methods:
A	mass	media	campaign	in	Amsterdam	and	South	Limburg	aimed	to	motivate	po-
tential	HCV	risk	groups	to	determine	their	HCV	risk	online,	using	a	multilingual	risk	
questionnaire	at	www.heptest.nl.	 The	questionnaire	addressed	 the	personal	HCV	
risk	factors	of	each	participant	and	was	evaluated	before	its	online	use	(sensitivity	
84.6%;	specificity	68.4%).	Individuals	at	risk	of	HCV	could	download	a	referral	letter	
for	an	anonymous	blood	test,	free	of	charge.	Test	results	could	be	obtained	online,	
a	week	later,	using	a	personal	log-in	code.	We	evaluated	the	project’s	usability	and	
acceptability	following	methods	by	Davis	and	Rogers.

Results:
From	 April	 2007-September	 2008	 our	 website	 attracted	 20,920	 visitors.	 40%	 of	
them	(8,331/20,920)	completed	the	risk	assessment	questionnaire,	of	whom	25%	
(2,115/8,331)	were	at	risk	of	HCV	infection.	A	blood	test	was	offered	to	those	at	risk	
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from	the	project’s	pilot	regions	(n=1,231).	25%	(310/1,231)	used	our	blood	testing	
facilities.	HCV	antibodies	were	detected	in	2.9%	(9/310).

22%	 (1,843/8,331)	 completed	 the	 questionnaire	 on	 usability	 and	 acceptability.	
Mean	scores	(1-negative;	5-positive)	on	usability	of	the	risk	questionnaire	and	the	
online	advice	were	4.8	(SD=.41)	and	4.4	(SD=.70)	respectively.	Scores	on	acceptance	
of	online	vs.	(hypothetical)	pencil	&	paper	risk	assessment	were	4.6	(SD=.62)	and	
2.9	(SD=1.14)	respectively.

Conclusions:
Internet-mediated	risk-based	testing	for	HCV	is	successful	in	selecting	high	risk	po-
pulations	 as	 the	HCV	 prevalence	was	 7	 to	 29	 times	 the	 estimated	 prevalence	 in	
the	general	Dutch	population	(0.1-0.4%).	We	found	positive	attitudes	towards	HCV	
risk	assessment	and	HCV	testing	using	our	approach.	Interestingly,	compliance	with	
blood	testing	advice	was	high.	As	internet-mediated	testing	is	at	low	costs	(e.g.,	no	
GP	is	involved),	our	approach	is	likely	to	be	cost-effective,	and	could	be	implemen-
ted	for	emerging	infectious	diseases	in	the	future.

 __________________________________________



151	.

ABSTRACTS

Pa
rti

ci
pa

nt
s



.	152 

PARTICIPANTS

GOR09 – Participants (last update: 20.03.09) 

Althoff,	Stefan;	Lufthansa	Technik	AG;	Germany
Baier,	Christian;	Otto-Friedrich-Universität	Bamberg;	Germany
Dr.	Baker,	Reg;	Market	Strategies	International;	United	States
Dr.	Bandilla,	Wolfgang;	GESIS	-	Leibniz-Institut	für	Sozialwissenschaften;	Germany
Barcza,	Enikö;	HIREK	Média	Ltd.;	Hungary
Mag.	Bärner,	Helmut;	Südwestrundfunk	(SWR);	Germany
Prof.	Batinic,	Bernard;	University	of	Linz;	Austria
Dr.	Ben	Mimoun,	Mohamed	Slim;	University	of	Sousse/	University	of	Lille	I;	Tunisia
Bender,	Christoph;	ODC	Services	GmbH;	Germany
Bernkopf,	Jürgen;	GfK	Austria;	Austria
Berzelak,	Nejc;	University	of	Ljubljana,	Faculty	of	Social	Sciences;	Slovenia
Bigl,	Benjamin;	Universität	Leipzig;	Germany
Blaney,	Vincent	Luke;	Millward	Brown	-	Dynamic	Logic;	United	Kingdom
Bober,	Marcin;	Technische	Universiteit	Eindhoven;	Netherlands
Prof.	Dr.	Bosnjak,	Michael;	Free	University	of	Bozen-Bolzano;	Italy
Bragoner,	Lars;	Globalpark	AG;	Germany
Brandl,	Barbara;	Universität	Salzburg;	Austria
Bregar,	Blaz;	University	of	Ljubljana;	Slovenia
Bruckmüller,	Peter;	SPECTRA;	Austria
Dr.	Buchanan,	Tom;	University	of	Westminster;	United	Kingdom
Burger,	Christoph;	University	of	Vienna;	Austria
Burger,	Bernhard;	ÖBB-Personenverkehr	AG;	Austria
Ao.	Univ.Prof.	Burkart,	Roland;	University	of	Vienna;	Austria
Cerny,	Sandra;	INTEGRAL	Marktforschung;	Austria
Dr.	Chernichenko,	Olga;	GfK	Russia	(member	of	GfK	Group);	Russia
Cooke,	Mike;	GfK	NOP;	United	Kingdom
Prof.	Dr.	Couper,	Mick;	University	of	Michigan;	United	States
Damisch,	Peter;	GfK	Austria;	Austria
Dayanikli,	Bengül;	Respondi	AG;	Germany
Dernbach,	Christian;	Schweiz	Tourismus;	Switzerland
Dicke,	Christian;	Interrogare	GmbH;	Germany
Diem,	Peter;	GfK	Austria;	Austria
Diesner,	Jana;	Carnegie	Mellon	University;	United	States
Dittrich,	Annika;	neckermann.de	GmbH;	Germany
Dr.	Doong,	Her-Sen;	National	Chiayi	University;	Taiwan
Prof.	Dr.	Döring,	Nicola;	TU-Ilmenau;	Germany
Dipl.	Psych.	Drewes,	Frank;	Harris	Interactive	AG;	Germany
Drosdow,	Maria;	HS	Pforzheim;	Germany



153	.

PARTICIPANTS

Mag.	Dünser;	Hannes;	Österreichische	Webanalyse;	Austria
Dunzendorfer,	Ruth	Johanna;	Universität	Salzburg;	Austria
Director	Ebeling,	Andreas;	Icon	Added	Value	GmbH;	Germany
Mag.	(FH)	Eckner,	Johannes;	A.C.	Nielsen;	Austria
Egermann,	Hauke;	Hochschule	für	Musik	und	Theater;	Germany
Eichbauer,	Stefanie;	Universität	Salzburg;	Austria
Dr.	Ellermann,	Silvia;	Produkt	+	Markt;	Germany
Prof.	Dr.	Engel,	Uwe;	University	of	Bremen;	Germany
Ettinger,	Elfi;	GfK	Austria;	Austria
Prof.	Dr.	Faulbaum,	Frank;	University	of	Duisburg-Essen;	Germany
Fehmer,	Claudia;	Conpress	Verlag;	Germany
Feldkircher,	Walter;	Austrian	Airlines;	Austria
Dipl.-Geograph	Foerstel,	Henner;	YouGovPsychonomics	AG;	Germany
FH-Prof.	Dr.	Förster,	Kati;	FH	St.	Pölten;	Austria
Fortin,	Marjolaine;	Université	du	Québec	à	Montréal	(UQAM);	Canada
Frauendorfer,	Denise;	Universitiy	of	Zurich;	Switzerland
Dipl.	Psych.	Head	of	Market	Research	Friedrich-Freksa,	Malte;	YOC	AG;	Germany
Bakk.	Mag.	Führer,	Christian;	Globalpark	Österreich	GmbH;	Austria
Funke,	Frederik;	University	of	Tübingen;	Germany
Gadeib,	Andera;	Dialego	AG;	Germany
Dr.	Garland,	Philip;	Survey	Sampling	International;	United	States
Geifller,	Holger;	YouGovPsychonomics	AG;	Germany
Giatsi	Clausen,	Maria;	Queen	Margaret	University,	Edinburgh;	United	Kingdom
Giesen,	Christina;	Deutsche	Post	World	Net	Market	Research	and	Innovation	
GmbH;	Germany
Gnambs,	Timo;	University	of	Linz;	Austria
Dr.	Goeman,	Katie;	Free	University	of	Brussels	(VUB);	Belgium
Goldstein,	Sebastian;	Fachhochschule	Düsseldorf;	Germany
Prof.	Dr.	Göritz,	Anja;	University	of	Würzburg;	Germany
Gothe,	Heiko;	Infratest	dimap	Gesellschaft	für	Trend-	und	Wahlforschung	mbH;	
Germany
Dr.	Gräf,	Lorenz;	Globalpark	AG;	Germany
Griesebner,	Julia;	Universität	Salzburg;	Austria
Gutmann,	Wolfgang;	Toluna	Germany	GmbH;	Germany
Dipl.	Psych.	Haas,	Iris;	GESIS;	Germany
Dipl.	Psych.	Haas,	Sabine;	result	gmbh;	Germany
Mag.	Haberl,	Margit;	Haberl	Research	&	Consulting	GmbH;	Austria
Hager,	Charlotte;	comrecon	KG;	Austria
Hagmeister,	Alexander;	e-Rewards	Market	Research;	Germany
Halka,	Anne;	FGM	Forschungsgruppe	Medien	GmbH;	Germany



.	154 

PARTICIPANTS

Mag.	Hallbauer,	Edith;	ÖBB	Personenverkehr;	Austria
MMag.	Halmetschlager,	Margarete;	Univiersity	of	Vienna;	Austria
Hämmerle,	Franziska;	University	Vienna;	Austria
Hansom,	Josephine	Clair;	GfK	NOP;	United	Kingdom
Hedler,	Martin;	CC&C	Customer	Care	&	Consulting	GmbH;	Germany
Heibter,	Judith;	Dialego	AG;	Germany
Dipl.-Kfm.	Heidingsfelder,	Martin;	Succedeo;	Germany
Heimerl,	André;	MediaLogics	GmbH;	Germany
Heinrich,	Christoph;	Universität	Salzburg;	Austria
Dr.	Hemsing,	Werner;	Globalpark	Österreich	GmbH;	Austria
Herberth,	Anja;	medianet	Verlag	AG;	Austria
Hercher,	Johannes;	Rogator	AG;	Germany
Heublein,	Frank;	Frank	Heublein	M3	Services;	Germany
Hinterholzer,	Thomas;	Fachhochschule	Salzburg	Forschungsgesellschaft	mbH;	
Austria
Prof.	Dr.	Hoffmeyer-Zlotnik,	Juergen	H.P.;	GESIS	-	Leibniz	Intitute	for	Social	Sci-
ences;	Germany
Mag.	Hopf,	Sabine;	Raiffeisenlandesbank	NÖ-Wien	AG;	Austria
Hornung-Prähauser,	Veronika;	Salzburg	Research	Forschungsgesellschaft;	Austria
Houghton,	David	Joseph;	University	of	Bath;	United	Kingdom
Dipl.	Designerin	Electronic	Business	Huber,	Hanna;	Germany
Huis,	Cornelia	Maria;	Universität	Salzburg;	Austria
Dr.	Inan,	Alev;	University	Passau;	Germany
Dipl.	Designer,	Dipl.	Medienpraktiker	Ingerl,	Andreas;	TU	Ilmenau;	Germany
Irmer,	Christoph;	ODC	Services	GmbH;	Germany
Dr.	Dr.	Janetzko,	Dietmar;	National	College	of	Ireland;	Ireland
Dr.	Jann,	Ben;	ETH	Zurich;	Switzerland
Dr.	Jarchow,	Christian;	GfK	SE;	Germany
Jaron,	Rafael;	NORDLIGHT	research	GmbH;	Germany
Jers,	Cornelia;	Universität	Hohenheim;	Germany
Johanning,	Anja;	Kommunale	Versorgungskassen	für	Westfalen-Lippe	(kvw);	
Germany
Dr.	Joinson,	Adam;	University	of	Bath;	United	Kingdom
Joisten,	Martina;	phaydon	research+consulting;	Germany
Jürgens,	Pascal	Florian;	University	of	Mainz;	Germany
M.A.	Jürgens,	Alexander;	Fachhochschule	Düsseldorf;	Germany
Mag.	Junge,	Evelyn;	meinungsraum.at	Online	MarktforschungsgmbH;	Austria
Kacnik,	Petra;	A.C.	Nielsen	GmbH;	Austria
Dr.	Kaczmirek,	Lars;	GESIS;	Germany
M.A.	Kahnwald,	Nina;	Technische	Universität	Dresden;	Germany



155	.

PARTICIPANTS

M.A.	Katzbeck,	Anja;	Universität	Leipzig;	Germany
Kauer,	Tobias;	Deutsche	Post	World	Net	Market	Research	&	Innovation	GmbH;	
Germany
Dr.	Kaufmann,	Gwen;	Deutscher	Fachverlag	GmbH;	Germany
Kaulartz,	Sandro;	Ipsos	Interactive	Services;	Germany
Kern,	Oliver;	Dialego	AG;	Germany
Keusch,	Florian;	Institut	für	Werbewissenschaft	und	Marktforschung,	Wirtschaftsu-
niversität	Wien;	Austria
Dr.	Kissau,	Kathrin;	Westphalian	Williams	University,	Muenster;	Germany
Klapproth,	Ulf;	Globalpark	AG;	Germany
Kling,	Herbert;	meinungsraum.at;	Austria
Dr.	Knapp,	Frank	D.;	Psyma	Research+Consulting	GmbH;	Germany
Knappstein,	Andreas;	Globalpark	AG;	Germany
Knechtl,	Johann;	Universität	Salzburg;	Austria
Knezevic,	Kristina;	A.C.	Nielsen	GmbH;	Austria
Knorr,	Hanna;	GIM	mbH;	Germany
Assistant	Professor	Kobayashi,	Tetsuro;	National	Institute	of	Informatics,	Japan;	
Japan
Koch,	Wolfgang;	Hessischer	Rundfunk;	Germany
Koekenbier,	Rik;	Amsterdam	Health	Service;	Netherlands
Kolland,	Marcus;	GfK	Austria;	Austria
Dr.	Koller,	Monika;	Vienna	University	of	Economics	and	Business;	Austria
Mag.	König,	Dorothea;	University	of	Vienna;	Austria
Kostner,	Maria;	GfK	Austria;	Austria
Prof.	Krosnick,	Jon	A.;	Stanford	University;	United	States
Ku,	Li-Ping;	Library	of	Chinese	Academy	of	Sciences;	Taiwan
Kunath,	Jörg;	Ipsos	GmbH;	Germany
Kurucz,	Imre;	NRC	Market	Research	Company;	Hungary
Kusche,	Nina;	GfK	Austria;	Austria
Lachawitz,	Sandra;	Raiffeisen	International	Bank-Holding	AG;	Austria
Lammer,	Ingo;	Interrogare	GmbH;	Germany
Lanschützer,	Hubert;	Global	Park	Österreich	GmbH;	Austria
Lappe,	Robin;	IFAK	Institut	GmbH	&	Co.	KG;	Germany
Le	Squin,	Sandrine;	TELECOM	BRETAGNE;	France
Dr.	Leaning,	Marcus;	Trinity	College;	United	Kingdom
M.A.	Lehenbauer,	Mario;	University	of	Vienna;	Austria
Leiner,	Dominik	Johannes;	Ludwig-Maximilians-Universität	München;	Germany
Lenkeit,	Christian;	nurago	GmbH;	Germany
Lieverst,	Paul;	NIPO	Software;	Netherlands
Lorenz,	Anna;	Universität	Salzburg;	Austria



.	156 

PARTICIPANTS

Lorincz,	Laszlo;	Corvinus	University	of	Budapest;	Hungary
Lühr,	Michaela;	SKOPOS	Institut	für	Markt	und	Kommunikationsforschung	GmbH	&	
Co.	KG;	Germany
Lüttschwager,	Frank;	EARSandEYES;	Germany
Maier,	Ulrich;	TNS	Infratest;	Germany
Mag.	Maireder,	Axel;	University	of	Vienna;	Austria
M.A.	Manteufel,	Madlen;	Universität	Leipzig;	Germany
Dr.	Marchand,	Miquelle;	CentERdata;	Netherlands
Mag.	Markut,	Harald;	YouGovPsychonomics	AG;	Austria
Prof.	Dr.	Matzat,	Uwe;	Eindhoven	University	of	Technology;	Netherlands
Mag.	Maxl,	Emanuel;	evolaris;	Austria
Mag.	Mayer,	Markus;	Universität	Wien;	Austria
Mcloughlin,	Kyle	Patrick;	Synovate;	Germany
Meier,	Ronald;	Toluna	Germany	GmbH;	Germany
Melcher,	Tristan;	Globalpark	AG;	Germany
Dr.	Melles,	Torsten;	Nordlight	Research	GmbH;	Germany
Mennes,	Alexandra;	Ciao	Surveys;	Germany
Dr.	Menold,	Natalja;	GESIS;	Germany
Dr.	Milewski,	Jaroslaw;	Warsaw	School	of	Social	Psychology;	Poland
Dr.	Mirta,	Galesic;	Max	Planck	Institute	for	Human	Development;	Germany
Möller,	Christine;	Native	Instruments;	Germany
Molnar,	Judit;	Raiffeisen	International	Bank-Holding	AG;	Austria
Morasch,	Christopher;	Respondi	AG;	Germany
Mag.	Moreau,	Anita;	evolaris	next	level	privatstiftung;	Austria
Müller,	Thorsten;	WDR;	Germany
Prof.	Müller-Peters,	Horst;	YouGovPsychonomics	AG;	Germany
Mag.	Müllner,	Martin;	A.C.	Nielsen	GmbH;	Austria
Mujadzic,	Samina;	Universität	Salzburg;	Austria
Nagl,	Manuel;	University	of	Vienna;	Austria
Mag.	Nassner-Nitsch,	Sabina;	GfK	Austria;	Austria
Dr.	Neubarth,	Wolfgang;	TNS;	Germany
Nikolaeva,	Desislava;	Westfaelische	Wilhelms	University	Muenster;	Germany
Mag.	Oberecker,	Eva;	University	of	Vienna	/	MindTake;	Austria
Dipl.-Psych.	Obermeier,	Dirk;	Spiegel	Institut	Mannheim;	Germany
Oberpeilsteiner,	Magdalena;	Universität	Salzburg;	Austria
Öller,	Georg;	Universität	Salzburg;	Austria
Orban,	Gabor;	ITTK;	Hungary
Oswald,	Jasmin;	A.C.	Nielsen	GesmbH;	Austria
Oudejans,	Marije;	Centerdata;	Netherlands
Dr.	Paar,	Isabel;	Swisscom	(Schweiz)	AG;	Switzerland



157	.

PARTICIPANTS

Pace,	Giovanni;	Demetra	s.a.s.;	Italy
Prof.	Pagel,	Sven;	Fachhochschule	Düsseldorf;	Germany
Palmer,	Alison;	GfK	NOP;	United	Kingdom
Pamlitschka,	Irene;	University	of	Vienna;	Austria
Mag.	Peitler,	Michael;	Universität	Salzburg;	Austria
Pereira,	Robertino;	Tobii	Technology	GmbH;	Germany
Peter,	Wolfgang;	MCI	Verfahrens-	&	Umwelttechnik;	Austria
Dr.	Pferdekämper,	Tanja;	Globalpark	AG;	Germany
Dr.	Pinter,	Robert;	Budapest	University	of	Technology	and	Economics;	Hungary
Pitzer,	Stefan;	Universität	Salzburg;	Austria
Piwowarczyk,	Marcin;	IMAS	International	Poland;	Poland
Poinstingl,	Herbert;	University	of	Vienna;	Austria
Dr.	Pollach,	Irene;	University	of	Aarhus;	Denmark
Dipl.-Pädagoge	Preifl,	Holger;	Universität	Würzburg;	Germany
Preiss,	Ulrike;	Ciao	Surveys;	Germany
Prof.	Quan-Haase,	Anabel;	The	University	of	Western	Ontario;	Canada
Radwanovsky,	Linda;	Universität	Salzburg;	Austria
PD	Dr.	Reips,	Ulf-Dietrich;	University	of	Zurich;	Switzerland
Dr.	Rid,	Wolfgang;	TU	München;	Germany
M.A.	Rischke,	Melanie;	DGOF;	Germany
Rödl,	Jessica;	Universität	Salzburg;	Austria
Ruhl,	Ruediger;	DPWN	Market	Research	and	Innovation	GmbH;	Germany
Ruip,	Christoph;	Integral	GmbH;	Austria
Dr.	Russmann,	Uta;	University	of	Vienna;	Austria
Sackl,	Andreas;	Uni	Wien;	Austria
Salas	Kastilio,	Lorence	Isabel;	Universität	Salzburg;	Austria
Salaschek,	Martin;	Universität	Münster;	Germany
Sattler,	Sebastian;	Bielefeld	University;	Germany
Schachinger,	Alexander;	Humboldt	University	Berlin;	Germany
Schaerfinger,	Andrea;	Nielsen;	Austria
Schäfer,	Carmen;	NDR;	Germany
Scheiko,	Ljewin;	Universität	Hohenheim;	Germany
Schellander,	Igor;	UPC	Austria	GmbH;	Austria
Scherndl,	Thomas;	Universität	Salzburg;	Austria
Schmeißer,	Daniel	Reza;	phaydon	|	research+consulting;	Germany
Schmid,	Hendrik	Ruben;	Norddeutscher	Rundfunk	NDR;	Germany
Dr.	Schmidt,	Jan;	Hans-Bredow-Institut	for	Media	Research;	Germany
Schmidt,	Judith;	Telemark	Marketing;	Austria
Schmitz,	Andreas;	Universität	Bielefeld;	Germany
Schneider,	Sara;	DGOF	e.V.;	Germany



.	158 

PARTICIPANTS

Schoenfeldt,	Julia;	Leuphana	University	Lueneburg;	Germany
Schollenbruch,	Denise;	University	of	Bonn;	Germany
Schönborn,	Sascha;	(r)evolution	GmbH;	Germany
Schröder,	Andreas;	IFAK	Institut	GmbH	&	Co.KG;	Germany
Schroll,	Sorreen;	YouGovPsychonomics	AG;	Germany
Mag.	Schwab,	Harald;	mobilkom	austria	AG;	Austria
Mag.	Schwarz,	Ulrich;	IGLR;	Austria
Schwendinger,	Christian;	Universität	Salzburg;	Austria
Mag.	Seethaler,	Ursula;	kier	communication	consultants	gmbh;	Austria
Segev,	Elad;	Keele	University;	Israel
Sendelbah,	Anze;	Faculty	of	Social	Sciences,	University	of	Ljubljana;	Slovenia
Setz,	Julia;	University	of	Vienna;	Austria
Shabiu,	Raif;	BIRD;	Kosovo
Siller,	Maria;	Universität	Salzburg;	Austria
Sinitsa,	Elizaveta;	Vienna	University	of	Economy;	Austria
Smaluhn,	Marc;	Research	Now	GmbH;	Germany
Sobotka,	Robert;	Telemark	Marketing;	Austria
Dr.	Phil.	Stalzer,	Lieselotte;	Universität	Wien;	Austria
Starsetzki,	Thomas;	SKOPOS	GmbH	&	Co.	KG;	Germany
Steidl,	Pia;	Research	Now;	Germany
Mag.	Stering,	Ulrike;	Universität	Salzburg;	Austria
Dr.	Stetina,	Birgit	U.;	University	of	Vienna;	Austria
Dr.	Stieger,	Stefan;	University	of	Vienna;	Austria
Stogr,	Jakub;	Charles	University	in	Prague;	Czech	Republic
Stolz,	Hans	Georg;	Finkenauer	&	Stolz	Solutions	GmbH;	Germany
Dr.	Taddicken,	Monika;	University	of	Hohenheim;	Germany
Tarkus,	Astrid;	evolaris	next	level;	Austria
Dr.	Theobald,	Axel;	Rogator	AG;	Germany
Dr.	Thielsch,	Meinald	T.;	University	of	Münster;	Germany
Thomas,	Randall;	Harris	Interactive;	United	States
Tjarks,	Oliver;	Research	Now;	Germany
Dr.	Toepoel,	Vera;	CentERdata;	Netherlands
Dr.	Tomaselli,	Angelo	Rodolfo;	Demetra	sas;	Italy
Trainotti,	Florian;	Universität	Salzburg;	Austria
Tremenbert,	Jocelyne;	TELECOM	Bretagne;	France
Tries,	Simone;	German	Federal	Statistical	Office;	Germany
Trübenbach,	Christian;	YouGovPsychonomics	AG;	Germany
Dr.	Urbahn,	Julia;	Swisscom	AG;	Switzerland
Dr.	Utz,	Sonja;	VU	University	Amsterdam;	Netherlands
Prof.	Vehovar,	Vasja;	University	of	Ljubljana,	Faculty	of	Social	Sciences;	Slovenia
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Völker,	Ulrich;	Motor	Presse	Stuttgart	GmbH	&	Co.	KG;	Germany
Vofl,	Vanessa;	Globalpark	AG;	Germany
Vriens,	Pjer;	Rotterdam	Public	Health	Service;	Netherlands
Wachter,	Bernd;	Psyma	Research+Consulting	GmbH;	Germany
Mag.	Wallisch,	Astrid;	mobilkom	austria;	Austria
Wang,	Dan;	Library	of	Chinese	Academy	of	Sciences;	China
Watkins,	Nick;	GfK	NOP	Ltd;	United	Kingdom
Wehrli,	Stefan;	ETH	Zürich;	Switzerland
Ao.	Univ.-Prof.	Weichbold,	Martin;	Universität	Salzburg;	Austria
Mag.	Weingartner,	Andrea;	Österreichischer	Rundfunk;	Austria
Dipl.	Soz.	Weiss,	Markus;	Globalpark	AG;	Germany
Prof.	Dr.	Welker,	Martin;	Macromedia	Hochschule	für	Medien	und	Kommunikation	
(mhmk);	Germany
Dr.	Wenzel,	Olaf;	SKOPOS	GmbH	&	Co.	KG;	Germany
Weyergraf,	Oliver;	panelbiz	GmbH;	Germany
Dr.	Whitty,	Monica	T;	Nottingham	Trent	University;	United	Kingdom
Mag.	Wieden-Bischof,	Diana;	Salzburg	Research	Forschungsgesellschaft;	Austria
Wiegelmann,	Peter;	Interrogare	GmbH;	Germany
Wihler,	Andreas;	Universität	Bonn;	Germany
Wirnsberger,	Susanne;	Soziologie	Salzburg;	Austria
Wochenalt,	Andreas;	INITIATIVE;	Austria
Wolf,	Martin;	facit	digital	GmbH;	Germany
Woppmann,	Andreas;	MAM	Babyartikel;	Austria
Wüthrich,	Christoph;	SBB	AG;	Switzerland
Prok.	Mag.	Zeh,	Alexander;	GfK	Austria;	Austria
Dr.	Zhang,	Weiyu;	National	University	of	Singapore;	Singapore
MMag.	Ziniel,	Wolfgang;	WU-Wien;	Austria
Zuell,	Cornelia;	GESIS;	Germany
Zuure,	Freke;	Amsterdam	Public	Health	Service;	Netherlands
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