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Companies create value from data

Data

Value

Preibusch: Big Data, Small Money, No Privacy? (digma, 2013)



High prevalence of voluntary disclosure

Malheiros, Preibusch, Sasse: The impact of perceived effort, fairness, relevance, and sensitivity on personal data disclosure (TRUST 2013)



Measuring the value of privacy

price: € 8.50

data: basics

price: € 8.50

data: basics

price: € 8.00

data: basics + tel.

Jentzsch, Preibusch, Harasser: Study on Monetising privacy. An economic model for pricing personal information (ENISA 2012)



Sign-up or give-up: 2 billion sessions
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Malheiros & Preibusch: Sign-Up or Give-Up: Exploring User Drop-Out in Web Service Registration (SOUPS 2013)



Value of privacy in Web search



Free and payable search options



Paying for privacy in Web search

Sensitive queries:

tweeted less often

​excluded from 
history more often 

Preibusch: The value of privacy in Web search (WEIS 2013)



Significant willingness to pay for privacy
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