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A Consumer Centric Approach

Understanding Privacy



Privacy has not left the headlines lately



Social networking a key driver 



Privacy cannot be seen in black and white terms



Privacy is a complicated web



An example of complexity



Using a quantitative approach doesn't work



Especially as we are cynical about advertising



Drowning in numbers

70%



But no alignment with reality

0.0001%



In fact very far from reality

5%of 0.0001%



Instead ςlisten and observe



AM I CONCERNED ABOUT 

ONLINE PRIVACY?

YES



I like this welcome and personalization



And email reccomendations and reminders are useful



LΩƳ ƘŀǇǇȅ ǘƻ ǎƘŀǊŜ 9±9w¸¢ILbD



Even my CV



And my bank details are online too



AM I CONCERNED ABOUT 

ONLINE PRIVACY?

???



We listened to a small group of consumers in depth



APATHY
Social Networks

Shopping
Email / Credit Card / 
Relationship Status
COMFORTABLE



KNOWLEDGE
²ƘŀǘΩǎ ŀ ŎƻƻƪƛŜΚ

Is it a virus?
Is it a pop up?
Can I eat it?

CONSUMERS NOT SURE



ADVERTISING
5ƻƴΩǘ ƪƴƻǿ ƭƻƎƛǎǘƛŎǎ

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

CONTROL

CLARITY



What are Specific Media doing?

Á Among first Advertising Networks to receive new IAB Quality 
Assurance Certification

Á Rigorous Training

Á Audit

Á Compliance

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

Á Transparency for advertisers through standardisation

http://www.iab.net/


What are Specific Media doing?

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

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

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

άSpecific Media identified 
among most compliant ad 
platforms by DoubleVerify
for 2nd consecutive studyέ

Bloomberg BusinessweekMarch 2011



What are Specific Media doing?

Á First digital media company to be certified under TRUSTe
Data Collection

Á Certification programme for third party data collection

Á Key tool for building and maintaining consumer trust

Á Covers global network

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



What are Specific Media doing?

Á First IAB member to integrate Advertising Option Icon across 
all behaviourally targeted advertising

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

Á Empowers consumers to make informed choices

Á Enriching consumers Internet experience

Á Transparency for clients and consumers

Á Educate and inform consumers

Á Empower the consumer



CHOICE

CONTROL

CLARITY


