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Project Description:
In recent years, targeted advertising has been source of a growing number of privacy complaints from Internet users [1].
At the heart of the problem lies the opacity of the targeted advertising mechanisms: users do not understand what data
advertisers have about them and how this data is being used to select the ads they are being shown. This lack of
transparency has begun to catch the attention of policy makers and government regulators, which are increasingly
introducing laws requiring transparency [2].
The project consists in building a tool that provides explanations for why a user has been targeted with a particular ad that
does not need the collaboration of the advertising platform. The key idea is to crowdsource the transparency task to
users. The project consists in building a collaborative tool where users donate in a privacy-preserving manner data about
the ads they receive. The platform needs to aggregate data from multiple users (using machine learning) to infer
(statistically) why a user received a particular ad. Intuitively, the tool will group together all users that received the same
ad, and look at the most common demographics and interests of users in the group. The key challenge is to identify the
limits of what we can statistically infer from such a platform.
Throughout the project the student will be able to familiarize himself with the online targeted advertising ecosystems, learn
to collect data from online services and apply machine learning and statistics concepts on real-world data.
Requirements:
Strong coding skills and strong background in statistics and data mining.
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