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business

A Founded on 4", September 1998 by Larry E. Page and
Sergei M. Brin

A 0Googleds mission is to organize the world & information and make
it universally accessible and useful 6 (Google)

A Core competence and revenue str ga

A Some figures é
A Revenue in 2011 (until Q3):

A $ 27.33 billion (Google Inc. 2011) l
A Earnings in 2011 (until Q3): O 8 e

A $ 7.033 billion (Google Inc. 2011)

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile N\ Value Proposition of
business  Google in a Two-sided Market
S5
Google g5
05
Product §' ®
Offerings
) 23
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mobile N\ Business Model
business Value Proposition (1)
, vs
A Benefit for Users 26
A Free Web Services, e.g. S

A Search, Video, Mall

A Docs, Browser Q 5
- c
A Social Networking %. ®
A é >
. i : < X
A OSindependent, cloud -based, collaboration - g 2
V4 (D
enabl ed, & =2
D

‘
You
Broadcast Yourself ™

s. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile N\ Business Model
business Value Proposition (2)
A Value for Advertisers (Customers) 35
A AdWords (Keyword Targeting), incl. data on 3,
A Search Query =
A IP Location
A Language g g
, S
A AdSense (Context/Content-based Targeting)
A Website related = 2
A User Interest related 9 %
A Used outside the Google network = §

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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business

AdWords Examples

Location-based Advertising
in Google Maps (iPhone)

u__Telekom.de @ 17:26

< O 96 % (b

Google

Q Pizza (@))

Everything
Images

Q
(o]
& Videos
==
]

News
Shopping
More
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) Change location
%
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i
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2 a® Altstadt [Ke

Search

Business Model
Value Proposition (3)

AdWords in Google Online Search

Adwords

About 145,000,000 resuls (0.14 seconds)

Google AdWords 1 (866) 676 0459
www.google. com/AdWords
Get Qualified Visitors To Your Site Place Your Ad On Google Today!

Leamn How to Advertise on Google  Costs and Payment
Benefits of Google AdWords Free Setup Support: 1-877-721-1742

Google AdWords - Online Advertising by Google

adwords.google.com/ - Cached

Advertise with Google AdWords ads in the Sponsored Links section next to search results to
boost website traffic and sales. With Google AdWords pay-per-click ...

Welcome to AdWords
e.com/.. /adwords2
"AdWords doubled my website ...

Website Optimizer
www.google. com/websiteoptimizer
Convert more Visitors - NOW ...

AdWords Signup
adwords.google.comv.../Signup

Keyword Tool
adwords google.com/ . /KeywordToo
Enter one keyword or phrase per ...

AdWords Beginner's Guide
adwords.google.com/... /answer.py?
In this guide, you'll leam all the ...
AdWords Help
adwords.google.com/... /aw/?hl
Official AdWords Help Center ...

re results from google.com »

AdWords - Wikipedia, the free encyclopedia

en wikipedia.org/wiki/AdWords - Cached

Google AdWords is Google's main advertising product and main source of revenue. Google's
total advertising revenues were USD$28 billion in 2010. AdWords ...

Inside AdWords
adwords blogspot.com/ - Cached
Google's official blog for news, information, and tips on AdWords.

Adwords Made Simple
www.americanexpress.com/search
Easily Manage Adwords Pay Per Click
Free 15 Day Triall Sign up Today

AdWords Best Practice

PPC

Www.syracusa.com

Sign Up to Try 30 Day Free Trial!

35 Customisable Apps Check Your PPC

Quality PPC Management
proteadigital com

Let Us Manage Your Pay Per Click
Campaigns. Excellent ROI

uoneald uonisodolid

|[9POIN
anuanay

anfep

anea
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mobile N\ Business Model
business Value Proposition (4)

A Example for AdSense

Therefore, you a5 a buyer should be able to find just about amything to suit your ;U Q<J
A AL | individysl needs without much trouble at all (@] =
ave to worry about many of the expenses associated with property -8 D
least not right away. |f something minor goes wrong with the house, you (0]
We Have Rent To b it. But, say something major goes wrong with the furnace or the plumbing. —
g::o:i"‘:‘ 't leave you holding the bag because almost anything over about 51,000 will be (@)
Homeowner Today >
wister L 022 IReraT 0 ooy
The same thing goes for aimost any other major repair that might come up, This glves
you the benefits of heme ownership without having to deal with a lot of the
Flist Time Home headaches that can come from actual home ownership. O <
Loans )
100+ Differernt The key to rent to own buying is costrol. D =
Loan Programs 24 ' ) ' : Q) -
Hour Appeoval Okay, what exactly does that mean? Again, this type of option means just that: an —t 9]
Apply Onling Nowd option, not an obligatioe to buy. You, the buyer, dont éver have to take over title (@)
s BeRTeL0 443 o1 ownership of a proparty if you dont want it S
VA Home Loan Howaver, when taking advantage of renting to own, since the purchase price &5 agresd
Center upon when yau move in, in some cases you can take advantage of the increase in value
Use VA Bensfits of the house while you are “holding™ that property.
for VA Home
Loans. $0 down, Another banefit to this arrangement is you can sometimes get a lower monthly payment Z ;U
barrow up 1o than if you financed through a bank. Like | mentioned previously, part of your payment (@] D
3:3‘7_&‘1_3;.’“, _— may be applied toward the future purchase price of the home. (@} (<D
Earning equity fast Is another benefit of a lease-option purchase, By rénting a house g )
Zeto Down th c
Payment Loans at offers you the option to purchase it 3t any time or at the end of the agresment, o)
80X, FHAMHUD, you @am equity without having to worry about 3 huge mortgage.
Ser;inu Ask # For example, if you purchase a home for S100K ysing a lease-option agreement, and
that property Increases o valise roughly 5 percent every year, that's S5K profit over your
purchase price every year. At the end of 5 years, that piece of property could be worth
Rt Flee¥ 1ef S125K. In as little as 5 years, you can earmn 525K in equity on that home, That's not
chump change.

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 10
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business

Business Model

Support for
spreading the web

Google Services

Architecture of Value Creation

)

You
« Web Standards (HTML5) « Search A E Q<J
. | * Chrome « YouTube { O =
g/ |+ ChromeOS j » Docs T <
« Android a| ¢ Picasa o @
.. w
< =
@)
>
supports generates
" Experience User & Traffic L Q Q<J
: N 3 © =
; | { 2 S
= supports J & =
@)
. >
Awareness "IIIIIIIIIIIII User Data
supports supports Z Py
o @
<
(@ o)
D 5
4 3rd Party Websites Organic %
n Google AdSense Google AdWords
spend money for advertising
Advertisers
Data vs. Privacy WS 2011/2012, Chair of Mobile Busmessremviurmereransecunty 11




mobile N\ Business Model
business Revenue Model (1)

A Main Revenue Source: Advertising

Google: % of Total Revenue (FY08)

anea

uonisodolid

uoneald
anea

|I9PON
anuanay

@ Advertising @ Licensing and Other Source: Arnold 2009

A ad
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mobile N\ Business Model

business Revenue Model (2)

A Pay-Per-Click (PPC) 35

A Google charges bid amount of auction %: ’
winner N

Q5

A AdWords Auction s °

A Bid x Quality score

A Quality score = Click-Through Rate x
Landing Page Quality x Landing page
Load Time x Geographical
Considerations x Ad Copy Relevance

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile N\ Business Model
business Revenue Model (3)

AdSense Revenue Sharing

anea

uonisodolid

AWebsite owners integrate Google
advertisements into their own website

AEvery time the advertisement is displayed
or clicked, Google charges the advertiser

AThis revenue is shared between advertisers
and Google

anea

uoneald

|[9POIN
anuanay
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mobile N\ AdSense Proces£

business
&%a Google publish C{]
Advertiser o Google
2 Search
9)]
-
Advertiser Area GMOSEH;EJSIQ Google Area
N 0
> O
V<
=. D
- D
Q C
4]
Website 0 Q ‘ O gle
Owner

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 15 F



mobile N\ Personal Data:
business User Identification
A Google User Account &;)

A Cookies (anonymised after 18 month)
A From own services

A From foreign websites connected to Google
Analystics

A IP (anonymised after 9 month)
A Unique identifier in

A Browser

A OS, Mobile Device

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 16
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mobile N\ Personal Data:

business Data Collection

A Behaviour Dat ;‘_f
enaviour pala J

A Notebook usage (Chrome OS)

A Mobile device usage (Android)

A Online Communication (e.g. Gmail, Google Voice)

A Physical movement data (e.g. Maps, GPS)

A Online Browsing (e.g. Google Analystics, Web Search)

A (Realtime) Location -based data (Android, Maps)
A Language specific data (e.g. Translator)
A Social context data (e.g. Google Plus, Google Voice)

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 17
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mobile N\ Personal Data:
business Data Processing (1) (T

f

A From the collected data, Google extracts f* 3
relevant user attributes for advertising '
A Interests (e.g. music, shopping), location patterns,

search behaviour, gender, age, etc.
Personal Data (e.g.
location patterns)

Raw .
Data Profiles

Non-Personal Data
(e.g. traffic data)

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 18 F
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business

Google Ads Preferences Manager

Your categories

Below you can edit the interests and inferred demographics that Google has associated with your cookie:

Category
Business & Industrial
Business & Industrial - Advertising & Marketing

Business & Industrial - Business Senmvices

Business & Industrial - Business Semvices - ... - Merchant Services & Payment Systems

Business & Industrial - Chemicals Industry

Business & Industrial - ... - Renewable & Alternative Energy

Business & Industrial - Transportation & Logistics - Import & Export
Computers & Electronics

Computers & Electronics - Programming

Computers & Electronics - Programming - Java

Games - Computer & Video Games - Shooter Games

Internet & Telecom

Internet & Telecom - __. - Search Engine Optimization & Marketing
Internet & Telecom - Web Senvices - Web Design & Development
Internet & Telecom - Web Senvices - Web Hosting & Domain Registration
News - Newspapers

Online Communities - Photo & Video Sharing - Photo & Image Sharing
Shopping

Sports

Sports - Team Sports - Baseball

Add categories | Google does not associate sensitive interest categories with your ads preferences

Personal data

Data Processing (2)

Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remove
Remaove
Remove
Remove

Remove

)
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mobile N\ Personal data
business Data Usage
A Targeting of Advertising (e.g. Adwords, PN

Adsense, Youtube, Gmall, etc.)
A Improving existing products and services

A Forecasting new demand of users and
development of new products and services
for economic growth

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 20
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business

A Collected personal data

A
A
A

IS transferred to Third Parties
Is disclosed to individuals (e.g. photos on Google Plus)

IS used for surveillance (

A Location Profiling,

A Internet tracing (e.g. IP) or

A GPS tracking

used for any other kind activities (e.g.
manipulation/influencing of individuals)

é

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security

Some Privacy Risks

)

21
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mobile N\ _ |
business Privacy Protection
()

A Google Dashboard ii;
Lx>

Data v

A Opt-out of Ad Personalisation

A Encrypted Search

A Google Analytics Opt-out

A Search Personalisation Optout

A Control for Google Latitude

A Off the record of GMail chats

A Street View Blurring

A Unlisted and Private Videos on YouTube
A Web History Controls

A é

s. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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business

Google Dashboard

Dashboard

..'i Account

(2

—
—

Name: s

Email address: . [@googlemail.com
Websites authorized to access the account

Me on the Web

Your profile does not yet link to other sites. Try adding links to your profile.

Profile

About me 1 entry
Name: . 5
Profile URL: https://profiles. google.comé®, - &

+1's: 2

Most recent: Apple iPad B4GB 3G fiir 3B4€ » Mirste.., ..

A &

AdSense

Manage account
Edit personal information

Change password

Google privacy policy

Privacy and security help

Set up search alerts for your data

How to manage your online identity

How to remove unwanted content
About Me on the Web

Edit profile
Manage sharing of contact info

Profile privacy policy

About access and privacy of profiles

A ad

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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Data v

business

A Case Studies Structure
A Google

A Facebook

A Apple

A Amazon

A Conclusion
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mobile N\
business

r

A

)

Facebook Inc.

)

Founded on 4th February 2004 by Mark Zuckerberg as TheFacebook
at the Havard University

oFaceboolds mission is to give people the power to share and
make the world more open and connected 0 (Facebook)

Core competence in the provision of social networking services
A Complementary services like messages and games were added later

Core business revenues generated by advertising, especially
banner ads
A Facebook has the highest share of banner ads in the U.S. (September 2010)

Some Figures

A Revenue until September 2010: 1.2 billion (FR 2011) .I:acebook
A Earnings until September 2010: 355 mil. (FR 2011)

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 25 F
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business  Google in a Two-sided Market (T
5 5
F
Product §' i
Offerings
0 2 5

N
(e}
— W N N
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mobile 3\ Business Model
business Value Proposition (1)
35
A Benefit for Users 56
A Free social network services complemented by o
A SocialShoppingMarketplace
A Apps, Open Graph (Connect) % s:cf
A Facebook Places, Video chat, Calendar %- @
A é >
A Sharing content and stay connected with your _
friends S D
@ 3
5

facebook

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile X\ Business Model [T
business Value Proposition (2) (T
A Value for Advertisers 35
A Advertising based on %:
AUser demographics, e.g. N
A Age, gender, location, 0 5
A Connections, relationship status, birthday, §_ =3
AEducation |l evel, workplacs |
ASearched Keywords
AUser behavior coIIectegz,_cftr
buttons 2 3
9]

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 28



mobile N\ Business Model (T
business Value Proposition (3) [T

faCEbOOk : Home Profile Find friends Account v

Kelly Carter

wall Info Photos +

Create an Advert
What's on your mind?

Play Bingo at X
Attach: [@ = [ €1 8v m 888ladies
| . . £8,888
PRy Profe R R ACKPOT

@ Kelly listed Daniel Carter as her brother, - Commaent - Like

25\ Kelly is now friends with Rosy Rizzo and 2 other people. Register to 888Ladies Bingo
and Get £5 Free + £20 Free

Information ’ .%, A on your 1st deposit, Join
- ‘ : NO'I\'!

Relationship Status:

Write something about yourself,

Engaged
Birthday: Cambridge Wedding x
24 February 1983 Dresses

&) Daniel Carter likes this.

Current location:

Cambridge, United Kingdom Write a comment...

Hometown:

Cambridge, United Kingdom

fencs s’ Kelly Carter golden EGGS! roesdipiphil b ke

443 friends See Al 22 April at 15:33 * Comment - Like Louise Brides & Maids in
Cambridge!

& Like

W e
AN Yimm wh 1AM L cNalabe

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 29
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business

Support for connecting
content and data beyond
OpenGraph (Like Button)
Facebook Connect
Facebook Analytics
Graph APIs

To To o Do P>

supports

Third Party apps

collects

provides

User Data

supports

|

Business Model

Architecture of Value Creation

Facebook Advertising

Advertising Types

Advertisers

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security

Facebook Services
re A Apps & Games E Q<J
o] o =
ﬁ A calendar o C
A Marketplace 8 @
Q A Video Chat ==
“— A Micro-Payments o
=
generates
0 5
User & Traffic 3 © =
3 Lo
collects 3 @)
-
User data
supports § (;DU
=
w5
c
D
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business

A Main source: Advertising (2009 - 2011)

Advertising $738

Facebook credits $39
Total $777
Advertising % of 95%

total revenue

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security

Business Model
Revenue Model (1)

$1,860 $3,800
$140 $470

$2,000 $4,270
93% 89%

Source: Based on Learmonth, 2011

uoneaid uonisodolid

|[9POIN
anuanay

anea

anea
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mobile N\ Business Model
business Revenue Model (2)
A Pay-Per-Click (PPC) Model 35
A Facebook gets the bid amount of the auction 3,
winner (advertiser) - if an ad is clicked by a S
user
¥
2 ®
A Auctioning of Advertising Space 5
A Bid x Click -Through -Rate x Quality
A Quality = OpenGraphResults x Country x Ad § g
Relevance to profile x Page Quality = =

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile N\ Business Model
business Revenue Model (3)
A Pay-Per-Impression (PPI) 35
A Facebook gets a predefined amount per E °
thousand impressions S
) _ O 5
A Auction S 5
A Bid x actual impressions x Quality score S
A Quality = OpenGraph Results x Country x Ad
Relevance to profile x Page Quality § g
5

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile N\ Personal data
business User Identification

A Facebook account ?
LD

A Name, username, eMail, IDs, etc.

A User pictures
A Face recognition

A Cookies

A For own services
A for Third Party websites connected by OpenGraph

A Browser Fingerprinting?

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 34
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mobile N\ Personal data

business Data Collection
A SociakInteraction Data g
A Social connections (Friends List, family relations, etc .) J
A Interests (user profile, fan page likes, clicked ads, gaming,
posts, etc.)

A Education and job related data (user profile information)
A Hobbies (user profile information)
A Communication behaviour (video chat, comments, etc.)
A é

A Location-based data
A Facebook places, FB location tracking, etc.

A User Transactions
A Market-place, user micro -payments to app providers

A Online behaviour data (FB site tracking, OpenGraph(Like
Buttons), etc.)

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 35
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mobile N\ Personal data
business Data Processing (1)

/
A From the collected data, Facebook extracts and categorises ‘%
user attributes relevant for advertising

A Facebook Category Targeting Manager (by Facebook Studio)

Interests
Broad Category: Activities » m ) Baby Boomers
A1 -
le Facebook L™, » Bl O Engaged (< 6months)
Business/Technology v || [ Newlywed (<1 year)
1 '
Family Status » Ji| C Parents (All)
1| [ Parents (child: 0-3yrs)
Interests ’
“'J ("] Parents (child: 13-15yrs)
Y >
oyl "] Parents (child: 16-19yrs)
Music + [ Parents (child: 4-12yrs)
Retail/Shopping » v

0 categories selected - Show Selected

Switch to Precise Interest Targeting

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 36




mobile N\ Personal data
business Data Usage

(\\j’ \. // :\/

>

N/
A &We use the information we receive about you in connection with %

the services and features we provide to you and other users like

your friends, the advertisers that purchase ads on the site, and the

developers that build the games, applications, and websites you

use. For example, we may use the information we receive about

you:

A as part of our efforts to keep Facebook safe and secure;

A to provide you with location features and services, like telling you and your
friends when something is going on nearby;

A to measure or understand the effectiveness of ads you and others see;

A to make suggestions to you and other users on Facebook, such as: suggesting that
your friend use our contact importer because you found friends using it,
suggesting that another user add you as a friend because the user imported the
same email address as you did, or suggesting that your friend tag you in a picture
they have uploaded with you init. 0

(Facebook, 2011)

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 37
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mobile
business

Pages Ads

Create a space to interact with  Reach exactly the people you
your fans, get to know want with ads that let you
potential customers and build a target by age, location,

community. interests

Sponsored Stories

Take advantage of friends
talking to friends with
sponsored stories, a natural

way to amplify word of mouth.

Personal data

Data Usage

Platform

Transform your website into a
social experience with plug-ins
and custom apps.

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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business

A Collected personal data

A
A
A

IS transferred to Third Parties
IS disclosed to individuals (e.g. photos on Facebook)

IS used for surveillance (

A Location Profiling,

A Internet tracing (e.g. IP) or

A GPS tracking
used for any other kind activities (e.g.
manipulation/influencing of individuals)

é

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security

Privacy RIsks

)
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mobile N\

business Facebook Privacy Protection

A Types of Privacy Protection -

A Privacy Protection towards other individuals in
Facebook

A Privacy Protection towards Third Parties

A Privacy Protection towards Facebook itself
Als this possible if &
A an individual is a Facebook member?
A a non Facebook member?

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 40
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mobile N\ Facebook Privacy Protection
business (Individuals /Third Parties)

AR

A How You Connect 1

7
A Manages the visibility and permissions of own profile information, ?
wall and message to people on the friends list. LD

A How Tags Work

A Manages what individuals on a friends list are allowed to do with
shared content.

A Apps and Websites

A Manages the access permission of apps, games and
Third Party websites

A Limiting the audience for previous posts

A Manages the access permissions of previous posts
A Blocking Individuals and Apps

A Manages the blocked individuals and apps
A Ads shown by Third Parties

A Manages the access permissions of the advertisers
A Minimalisation of personal data disclosure

\

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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uSIiness

Iwrd vl IIIUIIUHC L
selector — when yq
information with ot

Control Your Def

This setting will apy
doesn't have the in

Facebook Privacy Protection
(Individuals /Third Parties)

How You Connect

Who can look up your profile by name or contact info?

v (A Everyone
st Friends of Friends
2 Friends

Who can send you Facebook messages? W Everyone =

Who can send you friend requests?

Who can post on your Wall? £ Friends v

Who can see Wall posts by others on your profile?

Learn more

Public Friends Custom
.. .:. |§|

4 How You Connect

Control how you connect with people you know. Edit Settings
How Tags Work

Control what happens when friends tag you or your content, Edit Settings
82 Apps and Websites

Control what gets shared with apps, games and websites. Edit Settings

[E Limit the Audience for Past Posts
Limit the audience for posts you shared with more than friends. Manage Past Post Visibility

A ad

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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Data v

business

A Case Studies Structure
A Google

A Facebook

A Apple

A Amazon

A Conclusion

s. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile N\
business

A Foundedon 1st April 1976 by Steve Jobs, Steve Wozniak and Ronald
Wayne as Apple Computer in Los Altos, California

A Until 1985, Apple | and Apple Il dominated the personal computer market. In that
time, its core competence was to design and develop personal computer hard - and
software

A In 2003, Apple entered the music market, introducing the iPod and iTunes Store

A In 2007, Apple has revolutionised the mobile phone market with the iPhone. Other
mobile devices like iPad followed in the next years

Apple Inc.

A Today, Appleds core business is
contents complemented by its 1Ads platform

A Some figures
A Revenue (in 2011): $108.249 billion
A Earnings (in 2011): $25.922 billion (

Source: United States Securities and ExchangeCommission 2011

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 44
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mobile N\
business
Apple
&
R

Content Provision
Content Providers <

Consumption

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security
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mobile 3\ Business Model
business Value Proposition (1)
A Benefit for Users Vs
A Content § ®

A Movies, TV Shows, Music, etc. =

A Hardware Devices N
A iPhone, iPad, Apple TV, iPod 05
A MacBook, iMac, Displays g =

A Software =

A 0S, Office, Mobile Apps, etc.

A Complementary OS integrated services z D
A iCloud, Apps Store, 9 2
A iMail, iCalendar e %

A Music Match

Data vs. Privacy WS 2011/2012, Chair of Mobile Business & Multilateral Security 46
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mobile N\ Business Model
business Value Proposition (2)
A Value for Content Provider/Advertisers § QCE
A Sales Channel incl. 5

A Promotion system S

A Payment system

A Infrastructure (e.g. storage & distribution) % QCE
Aé =@

S
A Advertising Platform (for Advertisers) = D
A iAds Infrastructure % §
A User contacts S

Aé
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mobile N\ Business Model
business Value Proposition (3) 0 App Promaotions

G&Q%_D E iPhone
HOLIDAY |
)

COQ APPS

’ ' ‘: 4 . ot ol N 4 =
B =~ B g T All Categories 3
»_ e - - pvious Apps of the Week
r -y : : . :

one Apps Starter Kit
iPhone Games Starter Kit

. lil]ln

App Store On Facebook
App Store On Twitter
Purchased 2
Redeem

TOP CHARTS

Paid Apps See All >

Blueprint 3D SUPER WHY Alpha Mafia Wars Happy Feet Two:

P30X
Travel Heaith & Fitness Games Boost! Shakedown by... The Penguin App Games
Games Games Entertainment

2. Angry Birds
Games
m" o He
T 3. Camera+
a Photo & Video
4. Fruit Ninja
Major Mayhem iCookbook ~ Junk Jack AirCassette Ninja Throw Foodily Monkey Island Chumkee Games
Games thousands of... Games Music Games Lifestyle Tales 1 Social Networking
Lifestyle Games 5. Flick Home Run !
Games
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mobile N\ Business Model
busmess Architecture of Value Creation

anea

uonisodolid

uoneald
anea

[9POIN
anuanay
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