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Thank you so much for that kind introduction

And thank allof you for taking time out of your busy conference schedule to join
mehere to celebrate my birthday
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Increasingly, Internet companies are pushing each other to prove to consumers that their
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Industry has come to recognize the¢iothe lastouple ofyears, consumers have
become much morgavvyabaut behavioral advertising, online tracking, and big data.
The bookBig Data: A Revolution That Will Transform How We Live, Work and Think
made it into the top 25 beselling books on Amazon within 24 hours of its relese.

And mobile commerce is the newest big data opportuAgyyou are kwell
aware, the FTC hgsungedinto the evetfexpanding sea of the mobile space, both
ramping up our enforcement efforts and researching policies that rise to the dual
challenge of protetg consumer privagywhile allowing the exciting mobile






and conserftin some casee revised rulevill requirethe third parties doing the
additional collectiorto comply with COPPAWe also expanded the definition of
Yersonalnformation”to include add



If a separate disobure is absotely necessary, it mube clear and conspicuqus
oftennot an easy a task the mobile spacehen someds areno larger than a
thumbprint If a particular platform does not provide an opportunity to make clear and
conspicuous disclosures, that platfashould not be used to disseminate advertisements
that require such disclosuresQ RWKHU ZRUGV LI \RX FDQTW GR LW ULJFK
(7TKLV LVQTW W Kodotinguny WotiéL iR &lspgeeh.)

Here are sometber highlights of the revised dobm disclosures guidancéhe
placementf disclosures should be as closehe triggering claim as possible
SUHIHUDEO\ DGYHUWLVHPHQWY VKRXOG EH GHVLJQHG VR \
to find a disclosure.

We also talk abouhe desiability of makingcertain GLVFORVXUHYV 3XQDYRLGD
Design ads in such as way so ttiet consumer haso choice but to see the disclosures.
And we discuss the circumstances under which disclosures through hyperlinks will work,
and circumstances whetgely may not work.

The key, as always, is the net impression of thd'hd.revised guidanagotes
thatLI D GLVFORVXUH LV QRW VHHQ RU XQGHUVWRRG E\ FRQ)\
impression, andZ R Q W $hid bidvfridr@ biing misleadinlj.anadvertiser knows that a
significant proportion of consumers are not noticing or understanding a disdlosuise
necessaryo preventan ad from beingeceptve, the advertiseshould remedy that.

Our revised dot com disclosure guidance is a goadl Feacommend it to all of
you., WKLQN \R XY O @nasstHtiadeMmdnMimurGliared goaif inspiring
consumer confidence in the onliaed mobilemarketplace.

Thereare two other areas where we can work together to inspireegceasumer
trust and confidence in the online and mobile marketep@o Not Track and increased
transparency for data brokers.

Many of you know that | believBo Not Track has the potential to offer
consumers meaningful choices about how their datalliscted and used. And a Do Not

Track standarénabled by browses whetherdeveloped through the W3C elsewhere
2 would be the most edttiveway to provide consumers with granular choithest will
be honoredcross platform3 both online and in the mokilspace.

| urgeall stakeholderso continuetheir efforts to arrive at eobust consensus
basedo Not Trackstandard t@llow consumers to make effective choices about
tracking
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was coinedToday, thesehighly sophisticatedompanies know a lot about consumers
but consumers knowothing abouthem But, as | alluded to earlier, that is changing
The)7& LV LQ WKH SURFHVV RI H[DP W2l GBntIt Yédued RNHUV | S
for information to nine datbrokersandwe will be analyzinghe information submitted
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to beltlter understanddustrypracticeswith aview towardsissuinga report laterttis
year:

In the meantime, it is important that we focus on wayadmease transparenay
this industry.There are data brokers that provide data for marketing to consundrs
there are those that provide information for-moarketing purposehat fall outside the
FCRA.However, sometimes these activities can impact eligibility determinaties.
area of growing concern is digminatory marketing offerd qualifying some consumers
to be eligible for discounts or other benefitased on behavial data and disqualifying
others, all without giving consumers the opportunity to ensure that the information on
which these decisions are based is accurate

| have been engaged in discussions with industry leddeeny of them here in
this room? aboutcreatinga web portal that would educate consumers aboutdabay
brokersuse consumer information for marketing purpo3éss web portalcould also
allow consumers to optut of having theiinformation usedor marketing purposes,
particularly if the éta broler already provides such an apit And data brokers that
provide information about consumers for eligibility decisions should ensure that their
dossiers are accurdty allowingconsumers to access and correct their information.

These tools Do Not Trackanda web portal to increase transparency of data
brokers? arenotrequired as matter of federal lawBut creatinghesetoolsto provide
greater transparency and increase consaord@idencevould be smart business practice.

The biggest thredb today$ expanding and innovative cybetonomy is not the
FTC. It is not Capitol Hill2



