In-App AdPay: A Framework for the Mobile Monetization Ecosystem
Gong Chen and John A. Copeland

{gchen, jcopeland}@ece.gatech.edu
Georgia Institute of Technology, Atlanta, GA 30332

\ a N

-~

* In-App Advertising is prevalent for mobile apps, but:  Basicidea is to let advertisers pay targeted users for their virtual transactions
- Users get nothing from viewing or clicking ads  What will happen in the new ecosystem:
- Users must passively receive all mobile ads - No change is necessary for advertisers (Use the same console & Pay the same amount)
Ad networks overtly send user privacy w/o consent - Only changes are made by ad network (Combine roles of ad network and payment agent)
Advertisers may get negative impressions from - Financial incentives motivate app developers to work with ad networks to secure connections
users 9 - Users are allowed to actively trade their private info and get more tailored ads y
* In-App Billing is still not a popular monetization service p N
* In-App AdPay is a proposed monetization service
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4 Usability Testing : 6 Conclusions & Future Work :
* Demographics: * What we have done:
- Both genders (age 18-45) from 10 countries - Construction of a new in-app monetization framework that leverages all participants
- Includes both tech-savvy and lay people - Demonstration of the relationship between privacy and price
Tested with 42 out of the 43 surveyed volunteers - Influence of Android permission request on users’ ad selection
* 6 peoplein each group, 7 scenarios * To-dos:
 User perceptions: - More analyses on factors (i.e., time and ads) that affect user decisions
- In-App AdPay (54.76% comfortable, 19.05% neutral) | \_ - Case studies on user test consistency J
- Advertisers (83.34% comfortable, 9.5% neutral) 4 )
- Ads (59.52% memorable) References
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