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Abstract  
Administrators can develop more precise corporate strategies by taking into consideration customers' 

perceptions. In order to examine the platform's optimal advertising effort and the paid App's optimal item 

quality with the income sharing agreement in the decentralised and coordinated frameworks, separately, this 

paper uses the optimal control hypothesis. It uses the reference cost and altruism of the paid App as the state 

factors. The outcomes demonstrate that: (1) The reference cost increases with the level of client dedication, 

although it has less bearing on clients who require dependability. (2) The paid App is hesitant to cover any 

platform advertising expenditures when the income sharing share is equal to or higher than 2/3. (3) To facilitate 

the decentralised framework's organisation and achieve the integrated framework's ideal goal, we suggest a 

reciprocal endowment agreement. (4) Most importantly, we show that the premium App and platform can both 

profit from the agreement given a few mild conditions. 

Due to its financial viability, advanced advertising, which is a disconnected component of it, has become the 

subject of most general discussion. The communication between the buyer and the seller has changed in the 

electronic age. People are getting more and more web savvy, and as a result, the web is starting to emerge as a 

key media asset. In this essay, an effort has been made to illustrate the effectiveness of advanced advertising in 

terms of generating awareness, curiosity, and inclination while providing information about the products and 

motivating the purchase. Additionally depicted is the type of commercials that are most popular. According to 

the review, consumers find advanced advertising to be interesting and helpful. 
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I. Introduction 
A renowned and more barely defined definition of advertising is "any compensated structure for non-

individual show and advancement of thoughts, labour, and things" and "any human contact designed to persuade 

or affect purchasers in their buy decisions." 

Advertising operates at the nexus where culture and economy intersect; its primary function is to 

motivate consumers to make purchases of goods and services. To accomplish this, it employs culturally-

modifying methods such as setting goals and creating new desires for goods. The economy, population, culture, 

politics, and the body of laws in general are the key ecological factors that have an impact on advertising. 

Advertising in and of itself is a social good that gradually shapes social attitudes, defines social roles, 

and affects social characteristics. Due to the influence of these factors, advertising created and supported a 

particular profile in twentieth-century western industrialised society with the aim of stimulating the use of goods 

produced by emerging and developing industries. 

In current many years publicists from the industrialised countries have progressively identified global 

business sectors, extending the utilisation of unknown things and attaining far reaching societal modification. 

This study examines the current state of advertising in India in light of these developments, as well as the entry 

of foreign businesses and advertising agencies, as well as the methods employed to target the Indian market. 

Over the past year, 204 billion portable apps have been downloaded from the Apple App Store and 

Google Play, and consumers have spent $120 billion overall on apps in 2019. Customers use apps for an average 

of h per day, which shows that apps have integrated themselves into people's everyday calendars. The prominent 

role of the portable platform as a two-sided market in connecting Apps and users is inseparable from the rapid 

growth of the App industry. In a store network with an income sharing agreement, the portable platform 
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becomes an app retailer, and the app developer becomes an app supplier. For instance, iOS developers provide 

the Apple Store 30% of their revenue, and the 360 platform claims that app developers should give the platform 

50% of their deal revenue. 

The evolution of apps primarily takes place in two forms: a free version with advertising and a paid 

version. Paid apps may be more beneficial, provide better client information, and contain less advertisements 

than free apps. But ultimately, customers decide whether to purchase the commercial version after experiencing 

the features and nature of the free version. The generosity created by the prior free version's nature has 

consequently become a crucial motivator for customers to buy. Additionally, as advertising advancement 

increases, so does the level of generosity. A successful marketing strategy can boost consumer demand while 

also creating a positive image of the product, all of which contribute to maximising the organization's 

advantages. 

As a result of its growth, publicists are now seen as a more desirable source for attracting customers. 

This condensed time period makes use of the Internet and World Wide Web to disseminate marketing messages 

and attract customers. Web advertising differs from traditional advertising in that consumers can easily tap on 

the deals and communicate with retailers for questions, additional information, and in any case, making the 

request. Web advertising also offers sponsors the benefit of focusing precisely and precisely on the target 

audience. Internet advertising examples include contextually relevant ads for web crawler results pages, 

banners, websites, interstitial promotions, online ordered advertising, and more. An ad server transmits a large 

number of these types of promotions. Web advertising has grown incredibly quickly and is expected to consume 

a sizable portion of advertisers' media budgets. The benefits of online advertising include its scalability, better 

demographics, targeted messages, and cost-effectiveness. Following and estimation in great detail, with the 

imagination serving as the final touch. 

 

II. Literature Review 
One is to focus on the practical store network coordination tool, and the other is to discuss the platform and 

app's best practices. 

 

II.1. Supply Chain Coordination  

The writing on the retail network focuses on implementing various tools to strengthen channel 

coordination and, finally, work on the framework's productivity. The amount rebate, income sharing agreement, 

respective interest or cost-sharing agreement, value markdown, and two-section taxes are all related 

coordination components. Though a few publications address a special model setting in discrete opportunity to 

achieve channel coordination, the most of the material is based on static model assumptions. Using the optimal 

control hypothesis and production network coordination, we create a reciprocal sponsorship arrangement in this 

paper's persistent time dynamic model setting to achieve channel coordination between the platform and the 

sponsored App. 

Achieving production network coordination has been made possible by the amazing corporate and 

scholarly interest in the dynamic pleasant advertising programme. The ward demand model established by 

Nerlove and Arrow serves as the driving force behind a key component of the exploration stream. In this model, 

the job of advertising, which animates a progression of important investigation, includes the choices of cost, 

quality, and the advertising in a store network, or in a level contest setting, will ultimately affect the item 

generosity's influence on demand. 

A few people focus on useful advertising models that take the reference cost into account. Most 

customers have a reference cost for a certain item, and when the actual cost of the item is less than the reference 

value, the customers will feel rewarded, which promotes the sale of the item, especially the reference cost 

impact. The estimation process is at the heart of the reference cost model. Zhang et al. address the problem of 

beneficial advertising in store network coordination with the reference cost in connection with this paper. In any 

case, they have not explicitly said that, in principle, the two-way appropriation technique can benefit both the 

producer and the retailer based on the specific conditions. Lu et al. only focus on the reference cost and ignore 

the distinctive effects of generosity. The coordination of the production network is not examined, and the model 

is not constructed in accordance with the income sharing agreement. 

In order to obtain the best interest in the item nature of the paid App and the best advertising effort of 

the platform in promoting the paid App, we foster a perpetual time dynamic model driven by the item generosity 

and the reference cost of customers, taking into account the impacts of the reference cost and the altruism. In 

contrast, our methodology takes into account the agreement for sharing profits between the platform and the 

premium App. Importantly, we make the supposition that, under a few mild conditions, the platform and the 

premium App can both profit from the respective sponsorship arrangement. 
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II.2. Optimal Strategies of App and Platform  

Research on the generation of business decisions via portable platforms and apps has drawn growing 

attention as a result of the flexible Internet's rapid development. Sun et al. use the effects of visits and openness 

to choose the best arrangement of blending promos shown to customers. The meaning of the APIs provided by 

computerised platforms to the original Apps and App copycatting is examined by Xue et al. Guo et al. conduct a 

financial analysis of the premium content and advertising in game Apps' prize advertising section. The ideal 

security level of the monopolistic web-based platform under the substance and advertising model is examined 

by Nan et al. In spite of unconnected and App channels, Tao et al. study the best methods for item estimation 

and delivery for a local vendor. However, the aforementioned written works all start off from a single point of 

view, ignoring the relationship between the platform and App. 

Wang et al. suggest a reciprocal investment contract that compels the platform and App to fund each 

other's advertising costs in order to capture the interest link between the platform and App under the particular 

environment. Ji et al. use the rate of in-App promotion impressions as a control variable while discussing in-App 

advertising method. Their findings indicate that a combined plan of revenue sharing and advertising expense 

sharing should be implemented simultaneously in order to arrange the framework. Liu and Liu expand the 

model to include a single platform and several Apps, and they take into account the possibility that Apps can 

share and display advertisements among one another. Likewise, Wang et al. study the intelligent connection 

between the live decorations and the associations of the platform according to the perspective of compensation 

system. 

Further examination of the business system options for premium Apps is definitely warranted. Avanade 

et al. focus on how the platform should define the ideal level of income sharing and how the App engineer 

should choose the interest in quality and the selling price of the App when confronting the various gamble views 

of App engineers. The aforementioned approach is further expanded into a single standard platform and 

numerous important Apps. In addition to providing the states of offering free and paid renditions, Chen et al. 

nurture an enlightening system for app makers. In order to decipher the ideal advertising income sharing 

arrangement, Hao et al. take into account the techniques of jointly providing in-App promotions and premium 

Apps. Their findings suggest that the platform owner should fund app developers through advertising channels, 

which serves to maximize the advantages of both the platform and the app. However, the static model 

parameters are what all of the aforementioned investigations on the premium Apps are built on. 

 

III. Model Development 
This essay examines a system made up of a paid app and a portable platform (we refer to the app as 

"he" and the platform as "her"). The engineers of the paid app sincerely try to improve the item nature of the 

paid app in order to increase downloads. Additionally, the platform will use advertising to promote the paid App 

in an effort to get users eager to purchase the best Apps. We refer to the long-term t as q(t) 0 item nature of the 

paid App and the platform's long-term t as e(t) 0 advancement advertising effort. 

Customers' perceptions will evolve over time as they deal with a wide variety of Apps in the portable 

App store. Each customer, in particular, has a reasonable price range for a particular type of paid App. 

Customers will weigh the continuous cost of the app against the cost to them when deciding whether to pay to 

download an ideal app. The clients' historical value recollection of the purchased App will then affect the 

reference cost. Additionally, the reference pricing is significantly influenced by the premium App's item nature 

as well as the platform's promotional efforts to promote the App. Identify the reference cost of the paid app over 

time t as R (t) 0 and the app's continuous cost as P 0. Particularly, the underlying authority cost of the paid Apps 

or the clients' use of the paid Apps for free for a brief period of time can affect the reference cost. For instance, 

Figure 1's underlying authority cost for paid apps Can be regarded as the reference cost, whereas the continued 

selling price of the premium apps is the limited cost. We anticipate that the reference cost modification cycle for 

the paid app will be as follows: 

 

0, (1) R0 2e (t), R (0) 1q (t)  R (t)]�[P (t) R 

 

Where 1 and 2 equal 0, R0 is the underlying reference cost, and R′(t) is the subordinate with respect to time t. 

The boundary > 0 reflects how the paid app's reference cost changes as a result of the cost comparison. A larger 

indicates that the cost hole has a significant impact on the reference cost, indicating that this group should be 

identified as clients that require consistency. Similar to this, when P > R (t), clients will appropriately 

incorporate the reference cost into their souls, when P R (t), the reference cost will be appropriately discounted, 

and when P = R (t), the reference cost is assumed to be equal to the continuing cost and the cost comparison is 

irrelevant. The two items 1q (t) and 2e (t) separately discuss the effects of the quality of the paid App and the 

platform's advertising on the reference cost's long-term cycle of change. Higher item quality and more 
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advertising effort can raise the paid app's reference price. We anticipate that the continued cost of the paid App, 

P, will be stable because the authority cost has demonstrated specific strength over a significant period of time. 

 

 
Figure: 1. Low-cost Apps 

 

Additionally, both the outstanding features of the paid App, such as a lovely point of interaction, many 

capabilities, solid execution, few bugs, ease of use, and so forth, and the attractive platform advertising allow 

users to develop a certain level of benevolence toward the paid App. The free app's variables include things like 

customer reviews and surveys that are submitted to the app on the platform. Customers submit surveys and 

evaluations, as seen in Apple's App Store, to provide feedback on the experience after using the Apps for a 

while. 

 

IV. Objective of the Study 
 1. To learn the importance of online advertising as a unique tool. 

2. To evaluate the effectiveness of online advertising on consumer behavior. 

3. To determine which types of online advertising are preferred by consumers. 

 

V. Methodology 
This investigation is transparent. The following example, based on 100 respondents, is drawn using the comfort 

testing technique: With the use of a planned survey that includes, in a sense, tightly finished questions, primary 

data has been acquired. The sources of the secondary data collection include literature reviews, websites on the 

internet, prior studies, and so forth. 

 

VI. Data Analysis and Interpretations 
The outcomes and their interpretations are provided below following data analysis. 

 

Variable.1: Internet-User 
Frequency Statistics 

Having accounts on various websites 

N valid  100 

missing  0 

Mean  2.32 

  Frequency 

Valid  strongly agree 17 

agree 48 

Neutral 

disagree 

21 

11 

 

strongly 

disagree 

3 

total 100 
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Figure: 2. Frequency of Internet-user 

 

It is clear from the table above that 25% of people have accounts on multiple websites. 20% of people have 

neutral on the statement, while 20% of people are nonusers, which mean they don't have any online profiles. 

 
Chi-Square  98. 991a 

Df 4 

Asymp. Sig.  . 000 

  

 
The aforementioned table shows that the Chi-Square value is 98. 991 with 4 degrees of freedom, which is 

significant at 0.01 levels. The alternative hypothesis, specifically that "many people have accounts on various 

long-distance informal communication sites and other business/non-business sites," is acknowledged as a result. 

 

Variable 2: Attention-Grabbing 

 
Frequency Statistics   

pay advertising catches attention    

N Valid  100 

 Missing  0 

Mean  2.17 

  Frequency  

valid Strongly  

Agree 

Agree 

12 

 

32 

 Neutral  26 

 Disagree 

Strongly 

Disagree 

 

23 

 

7 

 

Total  

 

100 

 

17

48

21

11

3
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a gre e Ne utra l d isa gre e strongly  
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Figure: 3. Frequency of Attention-Grabbing 

 

According to the mean frequency table above, 32% of respondents agree with the statement, 26% of respondents 

are neutral, and 7% of respondents disagree. 

 
 pay advertising catches attention 

Chi-Square 98.877a 

Df 4 

Asymp. Sig. .000 

 

As can be seen from the table above, the Chi-Square value is 98.877 with a degree of freedom of 4, which is 

significant at a level of 0.01. This acknowledges the alternative hypothesis, in particular that "Internet 

Advertising Catches Attention. 

 

Variable 3: Awareness 
Frequency Statistics 

source of knowledge about various products and services  

N Valid  100 

Missing  0 

Mean 2.17 

 

 

Valid 

 Frequency 

  

Strongly Agree 

Agree 

22 

40 

Neutral 21 

Disagree 14 

Strongly Disagree 3 

Total 100 
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Figure: 4. Frequency of Awareness 

 

It can be observed from the above table that 40% of respondents agree with the statement, 21% agree but are 

neutral, and 14% disagree. 

 
 Source of Knowledge About Various Products and 

Services 

Chi-Square 46.566a 

Df 3 

Asymp. Sig. -000 

 

It is clear from the preceding table that the Chi-Square value is 64. 655 with Degree of Freedom 4, which is 

significant at a level of 0.01 the alternative hypothesis, specifically that "Online promotions are excellent 

sources of information about various goods and services," is acknowledged as a result. 

 

Variable. 4: Trustworthy 
Frequency Statistics   

In terms of making online purchases   

N Valid  100 

 Missing  0 

Mean  3.68 

  Frequency  

valid Strongly  

Agree 

Neutral  

22 

34 

24 

 Disagree 

Strongly Disagree 

 

17 

3 

 

Total  

 

100 
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40
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Figure: 5. Frequency of Trustworthy 

 

It can be observed from the above table that 34% of respondents agree with the statement, 24% of respondents 

are neutral, and 17% of respondents disagree. 

 
 In Terms of Making Online Purchases 

Chi-Square 36.362a 

Df 4 

Asymp. Sig. -000 

 

It is clear from the preceding table that the Chi-Square value is 36.326 with Degree of Freedom 4, and 

that this value is significant at the 0.01 level. As a result, it is agreed that the alternative hypothesis, especially 

that "pay Advertising is trustworthy," is true. 

 

VII. Conclusion 
Since useful and creative promotions are also preferred, as we have seen with flag and Internet 

marketing, future plans and creative deal ideas should be developed. An excellent way to achieve that is via 

recordings. - It is possible to use interactive flag plans where the customer can print out an item sheet from the 

actual standard, place an order for an item using the actual pennant's got request structure, select the button of 

his choice, and be directed to a specific item marketing page. 

Free is just as effective in online advertising as it is in offline marketing. A simple name hotel drawing 

can encourage viewers to browse advertisements while they become aware of the advertisement by offering a 

gift. Interaction with others Websites are fantastic hotspots for placing advertisements because they stand out 

and are used today. The advertisements on company websites shouldn't be in the form of pop-ups or standard 

since people who visit these sites ignore them. Target Audience: Focusing on the core interest group first. 

Financial professionals won't have the chance or propensity to participate in game-style promotions. However, 

children adore them. Games might be the answer, assuming the target audience is made up of younger people. 

Plan your promotion to appeal to your target audience's preferences. Web-based advertising is incredibly 

beneficial and a great source of new participants and advertisers. Reviews are more highly regarded when 

sounds and music are used in advertisements. Considering factors such as download speed, ease of navigation, 

space name, publicity, and advertising campaigns that increase traffic the impact of such advertising will be felt 

if all such boundaries are taken into account when selecting web-based advertising sites. Web-based advertising 

is one medium that helps to create awareness of the brand being advertised, it can help to paint an image, it can 

help to educate the population, and it also helps to create intelligence and immediate response. None of this can 

be provided by any conventional media. 

 

References 
[1]. Appel, G.; Libai, B.; Muller, E.; Shachar, R. On the monetization of mobile apps. Int. J. Res. Mark. 2019, 

doi:10.1016/j.ijresmar.2019.07.007. 

[2].  Arora, S.; ter Hofstede, F.; Mahajan, V. The Implications of Offering Free Versions for the Performance of Paid Mobile Apps. J. 

Mark. 2017, 81, 62–78, doi:10.1509/jm.15.0205.  

22

34

24

17

3

0

5

10

15

20

25

30

35

40

strongly  
a gre e

a gre e Ne utra l d isa gre e strongly  
d isa gre e

Frequency



A Comparative study of paid advertising and organic marketing for service-based industries 

DOI: 10.35629/8028-1002037078                                    www.ijbmi.org                                                  78 | Page 

[3]. Avinadav, T.; Chernonog, T.; Perlman, Y. The effect of risk sensitivity on a supply chain of mobile applications under a 

consignment contract with revenue sharing and quality investment. Int. J. Prod. Econ. 2015, 168, 31–40, 

doi:10.1016/j.ijpe.2015.05.036. 
[4].  Bush, Harris (2018), Advertiser Perceptions of the Internet as a Marketing Communication Tool, Journal of Advertising Research, 

March-April 17-27.  

[5]. Chakraborty, T.; Chauhan, S.S.; Vidyarthi, N. Coordination and competition in a common retailer channel: Wholesale price versus 
revenue-sharing mechanisms. Int. J. Prod. Econ. 2015, 166, 103–118, doi:10.1016/j.ijpe.2015.04.010.  

[6]. De Giovanni, P. Digital Supply Chain through Dynamic Inventory and Smart Contracts. Mathematics 2019, 7, 1235, 

doi:10.3390/math7121235.  
[7].  Feng, Z.; Tan, C. Pricing, green degree and coordination decisions in a green supply chain with loss aversion. Mathematics 2019, 7, 

239, doi:10.3390/math7030239 

[8]. Flores, Laurent (2018), „20 ans de Communication de Marque : Au travers des périodes de crise et de croissance, uneanalysefranco-
américaine de l‟évolution des critèresd‟efficacitépublicitaire‟, IREP, October, Paris 

[9]. Guchhait, R.; Pareek, S.; Sarkar, B. How Does a Radio Frequency Identification Optimize the Profit in an Unreliable Supply Chain 

Management? Mathematics 2019, 7, 490, doi:10.3390/math7060490.  
[10].  Harvey B, (2017), The Expanded ARF model: bridge to accountable advertising future, Journal of Advertising Research, March-

April 11-19. 

[11]. Higie, R. A. & Sewall, M. A. (2019). Using Recall and Brand Preference to Evaluate Advertising Effectiveness, Journal of 
Advertising Reseach, 31, 2, 56-63.  

[12].  Hsu, C.L.; Lin, J.C.C. What drives purchase intention for paid mobile apps?–An expectation confirmation model with perceived 

value. Electron. Commer R A 2015, 14, 46–57, doi:10.1016/j.elerap.2014.11.003.  
[13]. Internet Advertising Bureau (IAB) - IAB online advertising effectiveness study - October 2017.  

[14]. Jupiter Communications - Online Advertising Through 2013, Online Growth a Catalyst for Changes in Traditional Business. 

[15]. Lu, L.; Gou, Q.; Tang, W.; Zhang, J. Joint pricing and advertising strategy with reference price effect. Int J. Prod. Res. 2016, 54, 
5250–5270, doi:10.1080/00207543.2016.1165878. 

[16]. Nerlove, M.; Arrow, K.J. Optimal advertising policy under dynamic conditions. Economica 2012, 129–142, doi:10.2307/2551549.  

[17]. Sukpanich, N. & Chen, L. (2018). Measuring the Effectiveness of Web Advertising. [Online] http://www. isworld. org/ais. ac. 
98/proceedings/track06/sukpanich2. pdf.  

[18]. Wang, R.B.; Gou, Q.L.; Choi, T.M.; Liang, L. Advertising Strategies for Mobile Platforms With “Apps”. IEEE Trans. Syst. Man 

cybernetics Syst. 2016, 48, 767–778, doi:10.1109/Tsmc.2016.2616369. 
[19]. Zhang, J.H.; Xie, J.X.; Chen, B.T. Cooperative Advertising with Bilateral Participation. Decis. Sci 2013, 44, 193–203, 

doi:10.1111/j.1540-5915.2012.00382.x.  

[20]. Zhang, Q. , Wolf, C. G. , Daijavad, S. &Touma, M. (2018). Talking to Customers on the Web: A Comparison of Three Voice 
Alternatives, in Proceedings of the ACM Conference on Computer-Supported Cooperative Work, Seattle, WA USA, November 14-

18, 1998, pp. 109-117 


