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tl;dr

• Online advertising platforms provide 
information on how many of their users match 
certain targeting criteria

• How many female Facebook users in Geneva 
City used to live in France and use an iPhone 8 
(Plus) on 4G to access FB?  Answer: 1,200.

• This type of information can be used to 
monitor online gender gaps, income 
inequalities, migration and more

• Supported by FB, LI, IG, Google, VK, …



https://www.facebook.com/adsmanager/creation/

Facebook’s Advertising Platform

https://www.facebook.com/adsmanager/creation/


Gender Gaps on Facebook
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www.digitalgendergaps.org
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Modeling Internet Access Gender Gaps

“Using Facebook ad data to track the global digital gender gap”,
M. Fatehkia, R. Kashyap, I. Weber, World Development, 2018



Device Type as Proxy for Income
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Examples of Targetable Devices



Philippines: Regional Income Inequalities



Most predictive features:
%-age high end devices (r=.83)
FB penetration (r=.81)

Adj. R^2 = .72

Philippines: Regional Income Inequalities



Brazil: State-Level Ground Truth (2016)



Brazil: State-Level Predictions



GDP per capita USD ~44k

GDP per capita between 
USD 8k and 11k

GDP per capita USD ~20k

Average GDP nominal per capita for Rio de Janeiro city: ~USD 13K

Sub-City Income Monitoring



Access Type as Proxy for Development





Targetable Access Types



Migration Monitoring



LinkedIn’s Advertising Platform

https://www.linkedin.com/ad/accounts



Gender Gaps on LinkedIn
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Gender Skill Gaps on LinkedIn



Gender Skill Gaps on LinkedIn



Google’s Advertising Platform

https://ads.google.com/aw/campaigns/new/display



Gender Employment Interests



Gender Employment Interests



Summary: Advertising Audience Estimates

+ Global reach with over 2 billion users

+ FB, LinkedIn, Google, Twitter, Snapchat, Instagram, vKontakte, …

+ Real-time estimates

+ Uses anonymous and aggregate data

+ Disaggregation by gender, age, location, country of origin, …

+ Includes non-traditional attributes such as interests and skills

- Proprietary black box on how attributes are inferred

- Needs modeling for bias correction, don’t use at face value

- Needs periodic adjustments of the models as usage patterns change



Key Partners
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Thanks!

Want to collaborate? Get in touch:
iweber@hbku.edu.qa
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