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what problem are we solving?



HOW CAN PUBLISHERS BE

When third parties reuse a publishers audience
data and remonetise that data elsewhere, not only
do they obtain revenue from the publishers work
but they also devalue how much a publisher can get
for advertising on their own properties.

Working with providers is of course fine, but there
is no reason why, in a competitive market, a
publisher would let a vendor reuse their audience.

OF THEIR AUDIENCE DATA?

+ negotiation

In good relationships, we can negotiate
controllership with the third party

competition

If negotiations fail but the market is
competitive, we can switch to a friendlier
competitor

- the law

when there is no competition, however,
relying on legal forcing functions can prove
effective







WHAT IS GPC?

+ A single user-enabled privacy control

» Conveyed by browsers, who act on behalf of
the user: S
+ Exposed over HTTP for servers 5

- Exposed in JavaScript for Web pages

- Maps to different regulations to implement
single controllership
“Do Not Sell” under the CCPA
. Even stronger under the CPRA
- Art. 7 & 21 (de wenc‘ ng on legal basis)
under the GDPR
. Similar for other jurisdictions




GLOBAL PRIVACY CONTROL PARTNERS
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HOW THE TIMES HAS IMPLEMENTED GPC

We have implemented support for GPC. It should
go into production soon.

It is hard to tell the difference because most of what
changes is the right to reuse the data.

We still have ads. They are still targeted. In CCPA
the “Do Not Sell” button changes.

Having a standard makes things simpler.
{ . /

- CCPA/CPRA jurisdictions
we treat it like a “Do Not Sell” signal

- GDPR jurisdictions (EEA, Brazil, Bermuda,

UAE...)
we ensure that no third-party data controllers
are on the page



SUPPORTING GPC ALIGNS WITH OUR READERS

If users were given a genuine choice, the data economy
would work very different.

6%

Browser Protection Do Not Sell My Data for Ads 76% of Readers: Loss of Control

89% of users think the default setting of 87% of users think we should not be Readers do trust publishers with data but
their browser should prevent data from selling their data to third parties to run they do not trust third parties.

being shared with third parties. ads.

The trust they extend to publishers is not
transitive.




thank you!

Robin Berjon ® NYT VP Data Governance e
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Coalition for App Fairness

Formed by Match Group, Spotify, Epic

Initial focus on Apple “tax”

Broadened to focus on platforms/app stores

47 Current members

* Schibsted, European Publishers Council, News Media
Europe
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Coalition for App Fairness

10 Principles

No developer should be required to use an app
store exclusively, or to use ancillary services of
the app store owner, including payment
systems, or to accept other supplementary
obligations in order to have access to the app
store.

Every developer should have timely access to
the same interoperability interfaces and
technical information as the app store owner
makes available to its own developers.

/

No developer should be blocked from the
platform or discriminated against based on a
developer's business model, how it delivers
content and services, or whether it competes in
any way with the app store owner.

Every developer should always have access to
app stores as long as its app meets fair,
objective and nondiscriminatory standards for
security, privacy, quality, content, and digital
safety.
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Coalition for App Fairness

0

A developer's data should not be used to
compete with the developer.

No app store owner or its platform should
engage in self-preferencing its own apps or
services, or interfere with users’ choice of
preferences or defaults.

No app store owner should prohibit third parties
from offering competing app stores on the app
store owner’s platform, or discourage
developers or consumers from using them.

10

Every developer should always have the right to
communicate directly with its users through its
app for legitimate business purposes.

No developer should be required to pay unfair,
unreasonable or discriminatory fees or revenue
shares, nor be required to sell within its app
anything it doesn’t wish to sell, as a condition to
gain access to the app store.

All app stores will be transparent about their
rules and policies and opportunities for
promotion and marketing, apply these
consistently and objectively, provide notice of
changes, and make available a quick, simple and
fair process to resolve disputes.
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2020 Elections - President
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2020 Elections - Senate

48 + 50 148

35 seats not up for election 30 seats not up for election
Democrats Republicans

‘ Mass.
@R
o
@oe.

() Ga. (special)
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2020 Elections - House

+ 200

Republicans

218

218 » @
Democrats

Vulnerable R

Vulnerable D

37

GOP +4
Democrats will keep control of the House

¢/ ]
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2020 Elections — CA Ballot Initiatives

Prop 24 — California Privacy Rights Act (Approved 55.9% - 44.1%)

Key Provisions:
* Switch language authored by DCN:

* when a publisher passes along the consumer’s opt-out,

downstream partners must revert to role of service
provider, and;

 Publisher is not liable for violations of downstream
partners (barring actual knowledge)

* Cross Context Behavioral Advertising

* Initiative allows consumer control over advertising
targeted across different businesses

* Intentionally does NOT apply to advertising based on
activity across a company’s site(s)
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Q&A

Other Issues?
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