Contents

List of illustrations ix
List of contributors Xii
1 Digitalizing consumption: Introduction 1

FRANCK COCHOY, JOHAN HAGBERG, MAGDALENA PETERSSON MCINTYRE
AND NIKLAS SORUM

2 Big data challenge for social sciences and market research: From
society and opinion to replications 20
DOMINIQUE BOULLIER AND JIM O'HAGAN

3 Towards a rhythm-sensitive data economy 41
MIKA PANTZAR AND MINNA LAMMI

4 Serendipitous effects in digitalized markets: The case of the
DataCrawler recommendation agent 59
JEAN-SEBASTIEN VAYRE, LUCIE LARNAUDIE AND AUDE DUFRESNE

5 Extending the mind: Digital devices and the transformation of

consumer practices 85
REBECCA JENKINS AND JANICE DENEGRI-KNOTT

6 Promoting ethical consumption: The construction of smartphone
apps as “ethical” choice prescribers 103
LENA HANSSON

7 Tracing the sex of big data (or configuring digital consumers) 122
MAGDALENA PETERSSON MCINTYRE

8 “Write something”: The shaping of ethical consumption

on Facebook
NIKLAS SORUM AND CHRISTIAN FUENTES

144



10

11

12

Digitalized music: Entangling consumption practices
JOHAN HAGBERG AND HANS KJELLBERG

Marketing and cyberspace: William Gibson’s view
BARBARA CZARNIAWSKA

Digital advertising campaigns and the branded economy
GUSTAV SJIOBLOM, OSKAR BROBERG AND ANN-SOFIE AXELSSON

From the logs of QR code readers: A socio-log-y of
digital consumption
FRANCK COCHOY AND JAN SMOLINSKI

Index

167

190

203

225

246



