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The Assodiation of Business Information Companies





Information Policy Committee
Policy Principles

Behavioral Targeting
General Principles
The Information Age has given publishers new tools to enhance the delivery of digital information and content. In response to user demands for access to more pertinent information, American Business Media members have increasingly turned to targeting technologies  to enhance their customers’ experience through customized delivery of information, including both the content those publishers develop and the advertisements necessary to support their business models. 

Recently, some consumer organizations and policymakers have expressed concern about “targeted” advertising, though the use of such targeting technologies has long benefited business information users.  Just as in the print world, business information providers seek to offer the most relevant and timely digital content and advertising – to meet customer needs and expectations.  Online advertising enables publishers to offer greater value to users by, in part, supporting the creation and availability of content for free or at prices far below those that publishers would otherwise need to charge. Publishers continue to focus on serving customer needs, and recent advances in online targeting technology have meant that publishers can now also provide new benefits to their users by delivering advertising about products and services that most directly matches each individual user’s interests.

Business publishers provide customers with a variety of news and market information specifically related to their particular trade or industry. Business information customers  have different expectations than do consumers regarding the delivery of crucial content and targeted advertising, for various reasons, including 1) the business information customer’s need  for timely, relevant business-related communications, including advertising and marketing information related to his or her specific field and professional responsibilities; 2) the benefit and efficiency of not receiving irrelevant materials; and 3) diminished privacy concern with use of information generated in a trusted business or professional capacity, particularly in dealing with a trusted information source.  

The innovations and benefits that these evolving technologies bring to business information users should not be stymied by premature or unnecessary regulation. Policymakers should not regulate in such a way as to preclude the use of technologies and should focus instead on the need for users to understand how and why publishers are adopting these enhancements (i.e., to benefit those users).

More generally, regulators should recognize that reasonable privacy expectations of users depend upon the particular context.  Whether perceived privacy harm results from collection and/or use of certain information may depend upon the circumstances, such as the user, the information collected, the provider or collector, and the surrounding disclosures and agreements.  Content providers may or may not be in direct control or even fully aware of all information collection practices employed by third parties on their sites. The distinction between collection and use practices for ads whose placement is controlled directly by the content provider, and such practices for ads placed through third parties, should be considered in policymaking. Wholesale regulation of technologies used to target content and advertising in the digital world could restrict the availability of valuable business information channels.  For these reasons, regulators should not take a “one size fits all” view of the privacy needs of Internet users.  The Federal Trade Commission’s proposed principles, while self-regulatory in nature, could force a change in the future practices of business information providers in a manner that lessens or even eliminates many of the current benefits that users derive from targeted content and advertising.
ABM remains sensitive to concerns that behavioral tracking technologies, when used for targeted advertising, could impact personal privacy.   All businesses, including ABM members, should continue to respect the privacy concerns of their customers and prospects, online and in more traditional venues. Business information providers that inform their customers and provide choice secure a more trusted relationship with their customers and the public at large. At the same time, users must continue to assume the responsibility of staying informed and taking action to exercise the choices offered to them by online information providers.

Specific Objectives
Policymakers must recognize that targeting technologies used in behavioral advertising serve multiple purposes and address varied needs, many of which directly benefit online users.  Overbroad or inappropriate regulation of targeted advertising – particularly focused on still-evolving technologies – would severely limit the ability of business information providers to serve the needs of their growing online customer base.  Moreover, in policymaking designed to protect user privacy, government should take care to act only on empirically verified, not merely theoretical, privacy concerns.  
In order to allay concerns that behavioral tracking technologies, when used for targeted advertising, could impact personal privacy, ABM encourages its members to 1) remain transparent about their practices for collecting and using personally identifiable information, and 2) allow user choice.

Specifically, ABM endorses the following policy principles:
· ABM Members should remain transparent about their practices for collecting and using personally identifiable information, providing notification of what information is being collected and how it will be used, and providing customers with a clear choice.  ABM members should continue to adhere to all applicable privacy laws in the countries in which they conduct business and should adopt and implement privacy and advertising guidelines for the protection of customer information in accordance with those laws.
· ABM recommends that its members – to the extent possible – provide a mechanism by which users can locate third-party advertisers to obtain their privacy guidelines. Any new action or framework on the subject must recognize the responsibility for disclosure and choice by the entity that collects and uses personally identifiable information.
· Digital advertising is a constantly evolving field, and should be provided flexibility to grow, while ensuring that privacy concerns of users are properly considered. 

· Behavioral targeting is used differently across spaces by different information providers and should not be unduly burdened by a “one size fits all” regulatory approach.  Rather, any regulation should accommodate the needs of the diversity of digital publishers and their customers, as well as other users.

· Regulatory or legislative actions should not hinder the ability of information providers to offer, or users to receive, targeted content and advertising by mandating general restrictions on the use of behavioral and other targeting technologies. 
· Any policy relating to the use of targeting technologies must recognize that, because of their increased need and desire for crucial business-related content about a particular field, business information users have different expectations regarding the delivery of targeted content and advertising, including diminished privacy concerns about the use of their information in a business or professional capacity. 

· ABM does not support a general requirement of affirmative opt-in consent for online data collection. Such a requirement is not necessary, for example, when: 1) the user is dealing directly with the party collecting the information; 2) the information is not sensitive in nature; or 3) the targeting is purely contextual in nature, collected information is directly related to user information provided by the user and the proposed targeting is directly related to the purposes for which the information is collected. Imposing such a general, opt-in requirement on business to business publishers could unnecessarily impede users’ ability to gain quick and easy access to information in the online world and deprive publishers of necessary resources to continue providing the highest value of content to users. 

