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Privacy has not left the headlines lately

Tech wrap: Sony admits PlayStation
Network privacy breach

3 Tweet a8 £ Recommend B3 22 people recommend this. Be the first of your friends.

Share
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TECHNOLOGY

An unauthorized person stole names
addresses and other personal data
belonging to about 77 million people who
have accounts on Sony's PlayStation
Network, Sony said. The person gained

logins, security questions and more, Sony
said on its U.S. PlayStation blog.

A visitor plays with a Playstation at an exhibition
stand at the Gamescom 2009 fair in Cologne in
this August 22, 2009 file photo. Reuters/ina
Fassbender

Amazon.com's quarterly sales beat
expectations but earnings fell steeply as it
spent heavily on everything from online
multimedia services to its Kindle e-reader.
Net income for the world's largest online
retailer was $201 million, down 32.8 percent from $299 million, a year earlier. Revenue was
$9.86 billion. “This is another investment year.._It's probably not going to be until Q4 that we
see some leverage from that,” Lazard Capital Markets' Colin Sebastian said.

Facebook began offering users in five U.S. cities Deals coupons, offering discounted prices or
access to limited-availability goods. Facebook became the latest Internet heavyweight to jump
into the daily deals market pioneered by Groupon. Last week, Google began marketing a new
daily deals service called Offers to users in Portland, with plans to expand to San Francisco
and New York, and Amazon.com invested $175 million in LivingSocial in December. Facebook
will take a cut of each transaction. though declined to say how much.

Google's Android beat out Apple's 105 in a Nielsen survey of smartphone operating system
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access to people's names, addresses, email
address, birthdates, usernames, passwords,
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Apple's Location Tracking Is An Outrage -

- Where's The Apology?
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Phones aren't perfect

¥ Tweet

Challenge for the entire industry
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Your iPhone has been secretly tracking and storing everywhere you go.

Apple Keeps Quiet on Location Tracking
Controversy

Read that again.
Your iPhone has been secretly tracking and storing everywhere you go.

That's right. Apple built this feature into your iPhone without telling you. By doing so, Apple made it
possible for anyone who gets ahold of your iPhone or Mac (or any other device synced with either) to figure
out exactly where you were when-including police, the government, anyone who sues you, private
investigators, and anyone who steals your iPhone

That is outrageous.

If any other company had done this, America's privacy zealots would be demanding the CEO's resignation
There would be threats. There would be lawsuits. There would, at the very least, be incessant demands for
the company to acknowledge the behavior, explain it, and apologize for it.

And yet, because the company is Apple, there have been none of those things.
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ocial networking a key driver
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Facebook knows
what you look
like... and now
it’s hunting for
photos of you

FACHBOOK has beea accused of
eroding the privacy of milfioas of
British users ‘by stealth' afier it
switched oa facial recogaision tech.
zology without telling

The social networking site has
quistly introduced the new fosture,
which helps members tag picesres,
in the past few days.

By Hayden Smith

use that information i the fture?
p to share dhat data

u fitle bit crocpy
and it makes their skin crad a bit”
The facial rcogniciom software west
ve in Deversher i the US, whene Fa-
cchodk

has beea vague ahout the timescale
But Mr Cluley, from Sophas
raised the alarm afier users realim
the festare was runnin
Oe complained on Twinter: Face
ook switthes on faia recognitio
by defaull, withous tedlin

But thene was 20

change and it runs auto-

matically s> mombers have to opt

ont g el pemioal sesigs.
Sex

Book is ernding the caline privacy
of s users by sealth

If Facebock begias 1o learn what
youlook like, how ane they going to

a..m..n-g.mmnmdm A-ud-nlnndmh‘u@l_

The 24-yoarold won the award ream i

aled i wesks
beforchand. Tt scans the faces of pro-
ple in tagped pictuncs and maiches the
.h.x against other pictuns 50 wers
them usomatically.
Facebook mamtains e sysem
caly sugpests tigs when ther
igh conlieoce’ ttit s cormct,
h 2 said it would o
Fopor -l

the major reasons 1 don't wast pic:
of me o Facchook. I’s too fate now
appose. That i s s’
Last sigh, F concedsd
should have been ‘more clear with
people during the rollout proces:
when it became available o them'
Users can disable the featsre it
their Facsbook privacy setiings

ARCTIC MONKEYS

SUCK IT AND SEE

THE NEW ALBUM - OUT NOW - LP/CD/DOWNLOAD

SITI

specificmedia’



ST specific



eanaaly w8 Sam—

e ey
——— L

s"| specific

X envinn s,

e e —————"
Y N fount g Pote
T Sy N v

L ———
o i T s B

o oa
¥
PPN Frmpag -
- Jp PR

R gy

TR ¢ G Vs

e N T
gfon, Bacg 1 V ¥

i Ve Ay ey
e e , KW e d é'e o
\.N.»,.\ "2y a o
g " . .

i . l.' -

N

s 0¥ Soud

- wa— T

® .
——— R
-
3 A .y .-

; P sl
) - v Aoy
™ .-

e w
-
©




An example of complexity

BALL STATE UNIVERSITY @ x

PERSONAL INFORMATION CATAGORIES ¢T3 PERSONAL INFORMATION CATAGORIES ¢TB
=D i weca) prerEEES) =D
o Fvces @ D @
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Using a quantitative approach doesn't work
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a3
Drowning in numbers DO

In France, based on a surve
and Market Audit revealed
against brands utilising trac

y of 36,000 people, ETO
70% of participants are

king data to send them
personalised communications.
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But no alignment with reality O
A

This is the number of visitors (1 in 700,000) clicking &
on the Digital Advertising Alliance ad icon that allows o

consumers to opt out of behavioural advertising

0.0001%
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In fact very far from reality DO

And only 5% of those that do click

opt out of advertising. 5% of 0.000

80 on to actually &)
1% is, well, a very o

small amount of people!

5% of 0.0001%
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Instead ¢ listen and observe
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| like this welcome and personalization Q

|22 |~ | Google Reader (521) | @ What does “Green" mean? Amazon.couk Recom... % | | % v B v 0 @ v Pagev Safetyv Tooksv @~
amazon.co. uk Hello Chris Worrell. We have r for you. (Not Chris?) Kindle 3G: Books in 60 seconds. £152.00
5
wGRESH AW Y LUk  Today's Deals = Gift Cards = Gifts & Wish Lists Your Account | Help

\.Gp All Departments LR W All Departments @ -\__.I Basket Wish List

. )
.“ Your Amazon.co.uk Page You Made ] ~'Ricommended For You Rate These ftems Improve Your Recommendations Your Profile [ Learn More F
hd .
[ | Chris, Welcome to Your Amazon.co.uk (if you're not Chris Worrell, Bick here.)
b *
- *
Today's Recommendations For You o

L] s
I-ﬂak!adiiw.sa.mfl.e.o: i:e.m.s :e-cgn:mel:d.eg ‘q Waue elllzhere to see all recommendations. Page

LOOK INSIDE! LOOK INSIDE! LOOK INSIDE! LOOK INSIDE!

LOOK INSIDE!

Readin;
Freud

Sis” >
T = N
Transit Maps of the World Reading Freud: A Chronol... Raise High the Roof Beam, Down and Out in Paris and Kitchen Craft Italian Collection Back Pain & Posture Ten Writing for Journalists (Media...
(Paperback) by Mark Ovenden (Paperback) by Jean-Michel Carpent... (Paperback) by J. Londo... (Paperback) by George  Pasta Drying S... Minute... DVD ~ Rod Rodrigo (Paperback) by Wynford Hicks
Yoirfoindr (3) £10.89 Quinodoz Salinger Orwell Yool (2) £13.73 Foirfoids (4) £10.89 Fodrfofds (4) £18.03
Fix this recommendation Fofrdchok (1) £20.85 Fofodoiok (1) £7.19 kool (51) £5.21 Fix this recommendation Fix this recommendation Fix this recommendation

Fix this recommendation Fix this recommendation Fix this recommendation
From Your Wish List P Your d
Say Goodnight to I DA 0% DKL
ay Goodnight to Insomnia ook s

Drug-Free Programme Developed
at Harvard Medical School

Rate this item

[E3Ra¢4sac404

[[J pon't use for —
recommendations

\\.—a—-n
MagCulture: New Magazine Design (Paperback) by Jeremy Quiz Show [DVD] [1995] (DVD) ~ Ralph Fiennes

Leslie Items you own (z0)

Items you've rated

Coming Soon for You
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And email reccomendations and reminders are useful Q D%

Chris Worrell, We have recommendations for you

amazoncouk

s
% =
PR Chris Worrell,
.’ .
" Are you locking for something in our Digital Cameragstore? If so, you might be interested in
* these items. o

Ta, -“‘
".l.l... -l‘---“ A
"rrnnne@amAmBR"Umix TZ10 Digital Camera - Red (12.1MP, 12x MJ

Optical Zoom) 3.0 inch LCD
by Panasonic

| Add to Wish List |

RRP: £349.00

price: £221.50

You Save: £127.50 (37%)
Sold by: Pana Stores (South West)

Panasonic Lumix TZ10 Digital Camera - Blue (12.1MP, 12x

Optical Zoom) 3.0 inch LCD
by Panasonic

| Add to Wish List |

RRP: £349.00

price: £234.97

You Save: £114.03 (33%)
Sold by: fotoSENSE_Ltd

Panasonic Lumix TZ10 Digital Camera - Silver (12.1MP, 12x

Optical Zoom) 3.0 inch LCD
by Panasonic

| Add to Wish List |
RRP: £349.00

price: £216.00
You Save: £133.00 (38%)

Panasonic Lumix TZ10 Digital Camera - Black (12.1MP, 12x

Optical Zoom) 3.0 inch LCD
by Panasonic

( Add to wish List |

RRP: £349.00
price: £182.95
You Save: £166.05 (48%)

O

E-mail or print for immediate delivery » Amazon.co.uk Gift Cards
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» Breakdown cover » Car Insurance »* Home Insurance

~direct line

Dear Mr Worrell,

Thank you for obtaining a
breakdown cover quote from
Direct Line recently.

GET A NEW QUOTE
U

.0 EBreakdown insurance policy
+* summary and policy documents

kdown i e FAQs

your ‘qlbte desails s #8't Torget,
this price includes a 10% discount
if you buy online. Click here to
get a new quote and purchase
breakdown insurance.

Alternatively, you can call us on
0845 246 8702 or save a new
quote online. If your personal
details have changed since you
obtained this quote, you will need
to amend these before purchasing
the policy. Calls may be recorded.
Max call charge from a BT landline
is 3p per minute. Calls from other
networks may vary.

Your Breakdown Cover

premium: (1
tax where applicable)

of insurance premium

This price includes your online

discount

- Unigue guote reference: 206147791

- Quote valid until: 18/6/2011

e ;.I;—II—IECF;);:S 1.6I (98 ON)
- Cover type: Vehicle

- Cover level: Recovery

- Policy start date: 21/4/2011
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o Chris J Worrell .
*
» @ EU Research Manager at Specific Media # Studied Politics at University of Sheffield d Lives in ‘.
‘0 Crawley W In a relationship with Linda Liberg @ Knows Francais, Norwegian # From Crawley @

Born on March 4 # Edit Profile

Education and Work

Employers Specific Media

ch Manager * Jan 2011 to pre

Grad School University of Sheffield

Class of 1999 * Politics - Politics

College Hazelwick School

Philosophy

Religious When it's necessary
Views

Political Views Bit of right, Bit of left

Arts and Entertainment

Music

PetShopBoys TheStrokes  V Festival

Books

Magazines

o ; ﬁm m n

* London, United

facebook Home Profile

ind Friends  Account v

Chris J Worrell

@ EU Research Manager at Specific Media # Studied Politics at University of Sheffield  Livesin
Crawley ® In a relationship with Linda Liberg @ Knows Francais, Norwegian # From Crawley B
Born on March 4 ¢ Edit Profile

« Edit Profile

/ Linda Liberg

has poked you.
(& Poke Back
Share: [-] Status Photo #]] Link '3¥ Video == Question
People You May Know See All
What's on your mind? Attinger Jack
guuEREEEERERRRENER N A NE Ny, ,, ‘ ~  1mutual friend
sun® fraa, < & 9 Add as friend

"
Chris J Worrell added 91 new photos to the album New York, New York. ta, .

B wall

e Sponsored Create an Ad
E info *
X nmdon cycle challenge
Photos (44) r eatbloo rg
* Ready for London's

Notes
;‘:l& h¢ biggest charity cyding

Friends

event? 52 miles starting
at the iconic Battersea
power station. Sign up,

rura czua lvas

......
whew yori New York

In a relationship with "ErssssEmmmmEEEE
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Even my CV

Chris Worrell
European Research Manager at Specific Media

Redhill, United Kingdom | Marketing and Advertising

-------.IIIIIIIIIIIIIIIIIIII.I........
ann® LA N
LR ]
a
]

-““‘

.
““" Current * European Research Manager at 5

3 Past = Advertising Insight Manager at Mews International
" - Senior Insight Planner at News International Cf
*. + Insight Planner at News Magazines

p=t

Connections

» The University of Sheffield

'l'llllll_l-.----IIIIIIIIII'I'
141 connections

Websites « Blog

Public Profile http:/fuk.linkedin.com/pub/chris-warrell/7/8b5/86b

|3 Share £ rPoF (=) Print

Summary

A curious, ideas-driven and experienced insight professional with a particular flair for creative
thinking and exploring new ideas and innovative approaches. An intuitive understanding of
consumer trends and their impact on communication strategy developed through working with
some of the UK's leading consumer media brands. Hugely experienced across a broad range
of cutting edge research methodologies and at turning insights into influential, agenda setting
projects that have helped shape the strategies of global brands.

Experience

European Research Manager
Specific Media Cf
Februéry' 2011 - Present [4 months)

Advertising Insight Manager

News International Cf

April 2010 — February 2011 (11 months)

Responsible for providing strategic insights within the commercial arm of News International.

Senior Insight Planner

...
Cf '...
. N

Share profile .l !

Ask for recommendations
Create your profile in another language \ ‘\

Qutclasses its rivals. Find out more>

Follow Mer Benz

Chris's Activity edit

Chris Worrell is now connected to Lilly Gone, Associate
Director at 2CV

Chris Worrell is now connected to Jeremy Radcliffe,
Director, Compete at Kantar Media

See more Activity »

Chris's Connections (141)

Tim Elkington

Director of Research and Strategy at 1AB UK
Dylan Wyn Pugh

Communications Strategist at News International
Ruth Batley

Consultant at NEO:search Partners

See all Connections »

Note: Currently your connections are allowed to view your connections
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And my bank details are online too

Product Reviews

A d
*
*

.t
LT L

O
my account  contact  help  wishlist  sitemap returns  sboutus  wiggle bBlog
wqdl®
Cycle Run Swim Triathlon Ladies Pricedrop Sale
Award Winning Global &
ri-Sport Shop
O
o . .
Hello Mr. Chris Worrell  »*" Edit card details he
0" “‘
R4
0 Card details Edit R
@u My Orders 3 "
T View sll orders plaghd Card Number; *+++ *+++ +++ 3395 .
3 .
@ My Details & StartDate: 0211 .
L]
B Upsate your segi Expiry Date: 0216 -
3 -
C-\ My Addressés .
!/‘I Update your 53&'&3 book :
3 L]
L]
My Card Dedails e
L\_jl Update your gard details Card Holder Address .
L n
= L
Personal Descount
@ How much did e Cardholder: Mr.Chris Worrell _:
have you B""a:’ Address: 180 Howlands Court E
Commonwealth Drive 4
My Wish Lists e :
View the items youve West S R
saved for later "‘ est Sussex .
. Postcode:  RH10 6QE .
Refer A Friend f
@ Keep frack of your '¢‘ Country: United Kingdom /ol
L4
referrals and vouchers % Telephone: 07974759550 o
- g
Returns *e, - R . . -
2 Retum an item or order * Please note it will cause delays if g% remove the card information before we have processed any outstanding orders.
*

O I

Review your products

Log Qut |

This site is the property of wiggle ltd & as such is subject to the same terms of service, privacy policy and copyright.
@ wiggle ttd 2011 | Terms of Service & Privacy Policy

@Mfﬂn SECURE Wiggle Ltd. 3 Optima, Mortharbour Spur Portemouth, Hampshire, PO& 3TU
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We listened to a small group of consumers in depth Q ( ) Q
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APATHY

Socilal Networks
Shopping

Email / Credit Card /
Relationship Status

COMFORTABLE




KNOWLEDGE
2 K0 Qa |
IS It a vIrus?

Is It a pop up?
Can | eat It?
CONSUMERS NOT SURE




ADVERTISING
52yVQU (1y259
Coincidence

Would prefer adverts relevant
to them
AWARE AND RELAXED




RETARGETING

Very visible
Negative connotations

Could be over used
Needs to be managed
DEVELOP RULES




EXPECTATIONS

Whilst relaxed, appreciate
control

Want clarity
Like the opportunity to act
PROACTIVITY




CHOICE |

CLARITY

CONTROL
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What are Specific Media doing? Q D%

A Among first Advertising Networks to receive new |IAB Qu(ality A
Assurance Certification a

A Rigorous Training
A Audit
A Compliance

A Ensures SM is following IAB Quality Assurance Guidelines
covering ad placement and context

A Transparency for advertisers through standardisation

Y
iab.
“\D D m specificmedia’



http://www.iab.net/

What are Specific Media doing? Q Og

Figure 1: Ad Networks Non-Compliance (average and standard deviation) %
OSpecific Media identified )
among most compliant ad =

platforms by DoubleVerify
for 2"d consecutive studye

= Top Group
==Mlid Group

|
]
|
|
I
I
I ==Botllom Group
|

Normalized Number of
Campaigns

|
I
I
I

Y 10% 20% 300% 40%: 50% B0%
Non Compliance

BloombergBusinessweelMarch 2011

AThe top ten most compliant advertising networks showed an average non-
compliant incident rate of 2% with a standard deviation of 9% across campaigns

AThe middle thirty performing networks showed an average non-compliant incident
rate of 9% with a standard deviation of 19% across campaigns

AThe ten networks that struggled most with compliance showed an average non-
compliant incident rate of 35% with a standard deviation of 38% across campaigns

o DoubleVerify

Trust in Advertising
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What are Specific Media doing? Q Og

A First digital media company to be certified under TRUSTe

Data Collection 0

O

A Certification programme for third party data collection
A Key tool for building and maintaining consumer trust
A Covers global network

A Indicates internal privacy controls are fully compliant with
TRUSTe standards of transparency, choice and

accountability TRUSTe
=

a
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What are Specific Media doing? Q O%

First IAB member to integrate Advertising Option Icon across

all behaviourally targeted advertising O

Part of the |AB taskforce working to bring the Ad Icon to
Europe and one of the first to be fully IAB Good Practice
Principles compliant

Empowers consumers to make informed choices

ONLINE BEHAVIOURAL

ADVERTISING

Enriching consumers Internet experience

Transparency for clients and consumers

Educate and inform consumers

power the consumer
D §"| specificmedia”
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