
 

 

 

Mike Zaneis is the Executive Vice President and General Counsel of the Interactive 
Advertising Bureau (IAB).  
 
For the benefit of those who may not be directly familiar with the IAB – what is the 
IAB and how would you describe the role it plays?  
IAB is an advocate for more than 700 companies involved in the sale of digital 
advertising. As the industry’s leading trade association, we work with our members to 
develop technical standards that bring efficiencies to the supply chain, conduct training 
for thousands of advertising professionals, and represent the industry on key public 
policy issues. 
 
How does IAB celebrate/think about Data Privacy Day? 
Data privacy is important to the IAB and our industry 365 days out of the year. When we 
first opened our Washington, DC office in 2007, we realized that data was the new 
currency of the digital economy, and that we needed to proactively address consumer 
privacy expectations. In 2009, we officially launched the internet’s first comprehensive 
consumer privacy self regulatory program in the Digital Advertising Alliance (DAA), 
revolutionizing transparency of data collection methods and empowering consumers to 
exercise control over this data. Over time we have advanced this program by expanding 
it to all methods of data collection, including on mobile devices. At IAB we also work to 
create commonsense data laws and regulations that adequately protect consumers. To 
us, Data Privacy Day is one day out of the year where the rest of the world can think like 
we always think. 
 
In 2014, we’ve seen some movement toward “data localization” (i.e., countries 
requiring companies to maintain data about its citizens within the borders of that 
country). In your view, what might that mean to IAB members who might otherwise 
be thinking of the data as “borderless”?   
Localization requirements are indeed popping up in a number of countries, usually those 
with developing economies. Such restrictions are usually proposed with an eye on job 
creation, not consumer privacy. We have worked with the office of the United States 
Trade Representative (USTR) to educate these foreign governments that their emerging 
markets lack the internal infrastructure to support these services and that their 
economies will thrive if they instead integrate into the global economy. The Internet 
becomes a far less powerful tool when it is contained in narrow silos.   
 
What are your thoughts on legislative and/or regulatory action in 2014? What can we 
expect in 2015? 
2014 was a very quiet year for privacy legislation. Most of the work was done at the 
regulatory level, with a number of Federal reports on “Big Data” being published. I think 
that the fruitless “Do Not Track” debate sucked the oxygen out of the privacy debate for 
a couple of years, but with the issue now largely dead, we are moving on to more 
productive discussions. I see a number of areas of bipartisan support for privacy and 
security legislation in 2015. The President has called for enactment of a national data 
breach notification standard, further restrictions on the use of student data, and strong 
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new information in the area of cyber security. Each of these issues has strong merit and 
with the right leadership in Washington we could see movement on all three proposals. 
 
The drumbeat signaling the demise of the cookie for tracking and targeting purposes 
continues. How does the IAB see this – is this overblown and the cookie will always be 
part of the mix or will it be relegated to the dustbin of outmoded marketing tactics 
and replaced by something else? Mobile data? 
Attacking any type of technology on the grounds of consumer protection is dangerous 
and often leads to counterproductive results. For example, years ago advocates decried 
flash cookies as an evil technology and the industry responded by outlawing their use 
for OBA purposes. Next, advocates decried the use of cookies for remembering 
consumer opt outs, because when a consumer clears their cookies they are 
inadvertently clearing their opt out. Ironically, the use of flash cookies could have 
hardened the consumer’s opt out request, but this option had been taken off the table. 
We have learned from these past shortcomings and no longer focus on specific 
technologies. Through the DAA we have established a set of privacy principles that meet 
consumers’ expectations no matter what the technology. 
 
As far as the future of cookies is concerned, it will be the development of the industry 
and possible new technologies that determine when and if the cookie eventually 
crumbles. The best example of this is the growth of mobile platforms and the need to 
have non-cookie based tracking in this environment. 
 
Considering that technical innovation has the potential to erode any meaningful 
distinction between online/anonymous data and offline/known data what might be 
some of the impacts or concerns regulators might have? 
The online and offline worlds have been converging for more than a decade now and I 
think it is safe to say that they are pretty much integrated at this point. That being said, 
there are many digital business models that don’t need to have personally identifiable 
data to work effectively. We see many companies that explicitly avoid the collection or 
use of such data. When we talk about what privacy expectations should be met, the key 
is to look at actual business practices, not theoretical ones. 
 
Big data seems to have moved beyond a concept stage buzzword and into the realm of 
reality. How does the IAB think about/define big data and are there “rules of the road” 
the IAB member must be aware of? 
I have yet to see a meaningful, consensus definition of “big data.” I’ve read the 
marketing material for IAB members over the past 8 years and they all claim to have the 
biggest and best datasets in the worlds, so is this “big data”? More recently, “big data” 
seems to imply that the data is being used for anonymous, research purposes. I think it 
has become an overused buzzword to capture the fact that data is the most important 
currency in a global digital economy. We simply tell our members to look at their 
practices and try to meet their consumers’ privacy expectations. There simply is no one-
size fits all model, although the DAA presents a pretty good starting point for anyone in 
the digital advertising space. 



 

 

 

 
Given that we know consumer behavior can be described as a multi-screen, multi-
environment experience, does that make life easier or present challenges to the IAB 
members’ compliance with the Code of Conduct? 
The real challenge of the move to a multi-device environment lies on the business side. 
It has become more difficult to authenticate a user across their desktop, phone, tablet, 
and even television screen, but the industry is embracing this as an opportunity to 
engage consumers in new, more innovative ways.  The key is to build in privacy by 
design as the technologies develop. Here again, the DAA has future-proofed self 
regulation by establishing the principles that apply to our industry no matter what 
technologies are employed. 
 
There’s very little debate that the online consumer experience takes place and often 
starts in the mobile environment. Has the ad-supported industry embraced the 
challenge of providing unique experiences that respect consumer privacy particularly 
around issues like location data for targeting? 
This is exactly why the DAA updated its code in 2012 to cover mobile platforms. We 
have proactively adopted the principles that will continue to meet consumers’ privacy 
expectations no matter how they engage with media. 
 
Given that most of the wearable innovations are happening around heath and activity 
trackers and the use of that data generated by devices and apps may have not only 
health applications but also be very useful in marketing, how does the IAB view these 
new, non-traditional sources of data? 
The principles of transparency and consumer choice remain applicable to all new 
environments. Just as we did when mobile began to grow and there were specific 
technical differences between the mobile and desktop environment, we will be looking 
at wearables to determine if there are areas where the DAA code needs to adjust.   
 
Any predictions for the future of industry self-regulation vs. governmental regulation 
in the U.S.? 
There is a very real opportunity to enact narrowly tailored federal legislation in a 
number of areas where actual harm has been established, with breach notification and 
cybersecurity being the two most likely vehicles. However, broad consumer privacy 
issues will continue to be effectively handled by self regulation as we are unlikely to see 
a comprehensive privacy law enacted anytime soon. 
 


