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Motivation of the work

Mobile advertising is a relatively new field, which has had great advances supported in
technology and mainly in the Internet. However, experts and academics in advertising visualize a
future scenario, where advertising will migrate from a mass advertising to a more individualized
one, seeking to add value to the user and generate greater trust between the user and the
manufacturers/suppliers of the products and services.

Thanks to the Internet, there has been a substantial shift in advertising business model, from
systems controlled by manufacturers and advertisers to more open and transparent models with
user empowerment. As a result of this, users have migrated from being the central objective of
traditional advertising models, to being key players, generating new challenges for advertising.

The great penetration of mobile phones at global scale opens possibilities to use mobile phone
sensing for advertising purposes, as it allows to obtain more granular data about mobile user
personal context. However, there are certain challenges related to how advertising integrates and
exploits data about personal context into its value chain, without affecting user privacy.
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General Objective User's True

Design a user-centered mobile advertising model that is based on personal context information ob- Socml Network
tained from smartphone specific sensors.
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Integrate  into  design of mobile The aim is to focus on designing the new Advertising Model:

advertising model the basic concept of
mobile user, as a social being that relates
to different people using the mobile
phone as a communication medium.

® Define the scope of a new model and its requirements.

® Design a new mobile advertising model: user-centered, based on personal user context, and user
privacy aware.
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