
 

 

 

Marc Groman is President and Chief Executive Officer of the Network Advertising 
Initiative (NAI).  
 
For the benefit of those who may not be directly familiar with the NAI – what is the 
NAI and how would you describe the role it plays?  
The Network Advertising Initiative (NAI) is the leading self-regulatory association 
dedicated to responsible data collection and its use for digital advertising. The not-for-
profit NAI was founded in 2001 and its role is to help promote consumer privacy and 
trust in this market by creating and enforcing high standards for responsible data 
collection and use practices online and in mobile environments among its members. The 
NAI accomplishes this through a body of self-regulatory policies – the NAI Self-
Regulatory Code of Conduct – and through a robust compliance and enforcement 
program that helps members meet these high standards, and holds them accountable. If 
I had to describe NAI in one word, it would be “innovative.” NAI members are some of 
the most innovative third-party advertising technology companies in the world and NAI 
must also be innovative. With technologies changing rapidly, meaningful self-regulation 
requires the constant reevaluation of new technologies, new business models, and new 
policy developments. 
 
In your view, what is the relationship between governmental regulation and industry 
self-regulation? 
We believe that flexible self-regulation, backed up by compliance and enforcement is 
better for both consumers and the industry than government regulations or legislation 
that cannot evolve as technology and business models evolve. The NAI helps to protect 
the viability of a system that provides the free, ad-supported, diverse online content 
that consumers have come to expect by helping to ensure responsible data 
management and respect for consumers’ preferences online. We also believe that 
responsible and transparent business and data management practices promote 
consumer trust and confidence. When self-regulation is effective, everyone wins – 
consumers, industry, and even policy makers and regulators.  
 
Considering that technical innovation has the potential to erode any meaningful 
distinction between online/anonymous data and offline/known data, if the NAI were 
just being created today, how might the Code of Conduct be different from what 
exists today? 
That’s a great question. As I mentioned, meaningful self-regulation requires the 
constant reevaluation of new technologies, new business models, and new policy 
developments, a process that the NAI implements through its revision and updates of 
the Code. We think creatively about the application of fair information practice 
principles in our ever-changing digital landscape. I think if we started drafting the Code 
today, it would explicitly cover a wider range of business practices, including the use of 
offline data. That’s not to say that we aren’t constantly evaluating the Code and our 
policies. At NAI, we regularly review current policies and craft new ones so that best 
practices evolve organically and in coordination with our industry. NAI’s Code is 
developed by experts who have an understanding of the inner working of our sector. 
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Self-regulation works because it provides more flexibility than government-imposed 
regulations. 
 
Given that we know consumer behavior can be described as a multi-screen, multi-
environment experience, does that indicate a need for specific industry self-regulatory 
guidance for what is known as Cross Device identification? What might that look like?    
The NAI recognizes that the digital advertising ecosystem is rapidly evolving and 
individual companies are developing new technologies and business models to address 
these changes in the ecosystem. We are exploring how our core principles of notice and 
choice with respect to Internet-Based Advertising (IBA) and placing substantive 
restrictions on NAI member companies' collection, use, and transfer of data used for IBA 
via the Code apply in different contexts while remaining technology and business model 
neutral. We are also examining technical, legal, and policy issues so that we produce 
logical and practical policies that can be implemented and honored at scale by the full 
range of NAI member companies. As member companies deploy new business models, 
NAI encourages these members to consider the privacy principles set forth in the Code, 
including notice, choice, control, transparency, and accountability. 
Today, the NAI Code does not cover the activity of linking devices, based on the 
assumption that the devices belong to the same user or household, for the purposes of 
fraud prevention, attribution, delivering advertisements or providing advertising-related 
services to different. We must address this going forward. This is where the industry is 
headed and where regulators and policymakers are watching. I anticipate that this year 
the NAI will develop and issue guidance regarding the application of the Code, including 
the application of the opt-out mechanism, to the collection of data across devices 
and/or the linking of multiple devices used or likely used by the same individual or 
household.  
 
Would you like to talk about some of the successes/achievements of the NAI in 2014? 
We’ve had an incredible year. NAI’s Beyond Cookies Working Group published a draft 
policy document that would provide guidance for NAI members on the use of non-
cookie technologies for interest-based advertising (IBA) and making them compliant 
with the NAI Code, especially the principles of transparency, control, and accountability. 
Central to the proposed beyond cookies framework is the development of a new opt-
out page that can facilitate the policy requirements contained in the draft guidance 
document. We are building that new opt-out page now.  
 
We completed a review of nearly 100 member companies for our 2014 compliance 
program. As you know, participation in the NAI Compliance Review is mandatory for all 
NAI members. The NAI compliance process relies on a variety of reviews and 
assessments by NAI staff, including the use of an automated technical tool that monitors 
the functioning of member opt-out mechanisms, as well as an evaluation of members’ 
public-facing materials like privacy policies. NAI staff spent hundreds of hours reviewing 
member responses to detailed annual review questionnaires about compliance with the 
NAI Code of Conduct. We’ll issue a report in the coming weeks that I’ll share with 
policymakers and regulators.   



 

 

 

 
Last year we also developed a new compliance technical monitoring tool. The 
compliance tool provides a more comprehensive view of the online activities of our 
members by looking at opt-outs, relevant data collection practices, and privacy policies. 
The new software as a “game changer” for the self-regulatory industry in the use of 
technology to monitor compliance.  
 
Finally, building on the success of our 2014 member summit, we are busy preparing for 
the 2015 NAI Member Summit: “Changing the Game” which will be held on May 21, 
2015 in New York City. This will be the third annual Summit, an event that attracts 
leaders in the industry who care about innovation, state-of-the-art digital advertising, 
high standards, and best practices for the third-party online ecosystem.  
 


