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Personalization Is Expected
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What percentage of ads that you see while browsing 
online are relevant to your wants and needs?
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When I am online, I am aware that my browsing 
information may be collected by a third party for 
advertising purposes.
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Only 24% comfortable with advertisers 
using my browsing history to serve me 
relevant ads, as long as that information 
cannot be tied to my name or any other 
personal information. 
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The Disconnect: More Relevance, Less Tracking?

72% find online advertising 
intrusive and annoying when 
the products and services 
being advertised are not 
relevant to my wants and 
needs. 



Three Typical Consumer Points of View 

• Hates Advertising, Period
“This is why I surf with Firefox using Adblock Plus, Flashblock, and No 
Script. I HATE HATE HATE ads! I don't care what you are selling, don't 
care how great it is, and I do NOT want your ad in my face.” (from Slashdot)

• Specter of Big Brother
“If it [Facebook] were an NSA-funded initiative to track evolving 
enthusiasms, it would be a stroke of diabolical genius.” (From Slate)

• Track Away
“I see it like this - I get content for free. Somebody has to pay those 
people to create, host and maintain that content. I know the ads are not 
going away. So long as the ads are there I prefer them to be relevant to 
my needs. So sure, track away.” (from Slashdot)
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Forward Perspective on Behavioral Advertising 

• Consumer Education
– all commercial beneficiaries should be accountable in providing 

education, notice and choice to consumers, where appropriate
• Sliding Scale Proactive Notice

– sliding scale for notice and choice should be employed based on 
practices and privacy implications

• Accountability 
– Websites where tracking and targeting is initiated, collected or 

used, as well as ad networks serving behavioral advertising, should 
all participate in providing privacy information and options to 
consumers
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Sliding Scale for Notice and Choice 
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Source: Microsoft Corporation



Proactive Notice and Choice in Advertising 
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Late Breaking Developments Google
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Don’t give visitors and customers any reason to worry 
about data collection and use practices.  

• Go beyond the privacy statement
– Matter-of-factly incorporate some disclosure of tracking and 

targeting as part of your product or service value proposition. 
• Provide a “what is this” button to explain how your customization 

works.    
– Primary purpose on websites is not to read notices but to transact 

and build experiences
– Opt-out rates are low but address the vocal minority

• Make sure your service providers, agencies, and others are 
following industry standards for privacy notice and disclosure. 
– Many of the serious complaints or issues TRUSTe encounters are 

privacy breaches by marketing vendors. 
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