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Here's the thing, as someone who sees themself both in ad tech & as a privacy
advocate: Advertisers who seek personalized targeting will focus on platforms with
the most personal data: Facebook & Google. But | don't believe the status quo of
ad targeting is the only future of it.

So the loss of audience targeting is another major negative for the open web as opposed to walled gardens who are
mostly not affected - silence from privacy advocates. 6/

— Paul Bannister (@pbannist) January 5, 2021
The idea that advertisers will walk away from platforms that don't provide personalized targeting simply doesn't hold up.
Advertisers buy posters and billboards and TV ads and lots of other things that don't promise the accuracy of web
advertising...

Further, the promise of that accuracy has mostly been false. Year after year after year we see that ad products that promise
perfect accuracy and tracking don't work, are giving false results, are proving entirely ineffective, or have unexpected
negative brand impact...

Also, the one thing we've learned for sure about advertising on the web is that advertisers will try all sorts of things and look
towards outcomes. This includes bad things that fail... https://t.co/MYkZtfdgQQ

The biggest story in tech no one\u2019s talking about is Uber discovering they\u2019d been defrauded out of $100M
- or 2/3 of their ad spend.

And all bc Sleeping Giants kept bugging them to block their ads on Breitbart. pic.twitter.com/SiS3MndewS

— Nandini Jammi (@nandoodles) January 3, 2021

This includes things that don't work at all, but still end up costing millions of dollars. https://t.co/5KPc4fJNcm

Do Ads Work? An Inquiry.

In March 2017, @sapna reported that @chase was running ads across 400k sites when they were alerted they were
running on hate speech. So they hand-picked 5k sites & deleted the other 395k.
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They found NO change in performance. https://t.co/MzSIxjX7y3 pic.twitter.com/0QAIKAOVbcF

— Nandini Jammi (@nandoodles) January 4, 2021

And it includes a ton of ad tech that makes claims to personalization that simply don't hold up in reality.
https://t.co/rndP1drQYk

A Moz author crunchs numbers: while more ads could have been seen by humans we can only be absolutely sure of
8%. https://t.co/8QPBiNaCwg

— Aram Zucker-Scharff (@Chronotope) January 11, 2017

Everyone in advertising should know by now that many of the promises of advertising vendors don't hold up...
https://t.co/FcUbmQTqgb0

When you try and purchase inventory 70% or more ends up going to these fraudsters, bullshit artists and bad ad tech
vendors - https://t.co/1ir50OONMFT, https://t.co/t9JVjlaxyb

— Aram Zucker-Scharff (@Chronotope) December 26, 2018

But the pricing mechanisms of the status quo makes no room for an alternative version of the web. We've no basis to
understand what the market could like like in a web where intrusive user tracking becomes impossible on a technical level.
https://t.co/1sWrpeV33Y

And putting all of these questions aside brings an even bigger one forward: do publishers benefit from a web that, through
invasive tracking and targeting, generates societies that distrust journalism and make it hard to separate fact from fiction? |
think not.

Perhaps that's too esoteric a future to consider. Perhaps we can only see the future in dollars and cents. That's the way
Facebook sees it. That's the way the people who have shaped the face of web advertising up to now see it.
https://t.co/WeAudmCpFw

At the end of the day you can't both believe in our current form of capitalism and not believe in Facebook...

So | guess | am one of the few people out there who will tell you this but: understanding ad tech has made me a
socialist! There's more to society than cheap ads!

— Aram Zucker-Scharff (@Chronotope) August 4, 2020
But | don't think the future of the web has to be, or should be, defined on dollars and cents alone. | think a healthier

web--one that respects what users want & how they seek to interact w/it, publishers, & advertisers--will create a better
environment for publishers to thrive.
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$1.3 bil was spent on influencer marketing in 2018. It's hard to believe that publishers can't remake themselves in a private
web to change from delivering individual humans to be something else to advertisers. Especially if the ground shifts to make
the web force that change.

(Source: https://t.co/CIkgFg3kLA )

| can't imagine a world where advertisers decide their only venue for digital advertising is FB and Google. That they're just
going to leave the rest of the web up for grabs. | wouldn't be here if | didn't think the rest of the web was valuable for
advertisers, users & publishers

And if it has value, then it can be priced competitively. And if it can be priced competitively than | have to believe the parts of
the web where users can regain control over their personal data can present a competitive argument for advertisers to
Facebook and Google.

Beyond that, it is hard to imagine the situation for Publishers in regard to trust and monetization could become more dire by
respecting users' interest in a more private web. https://t.co/jbVGYMnjWx
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Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones, tablets and other internet-connected devices,
and includes all the various formats of advertising on those platforms,
excludes mobile messaging (SMS, MMS and P2P messaging); Facebook
includes Instagram; Google includes YouTube, net ad revenues after
companies pay traffic acquisition costs (TAC) to partner sites; *Facebook
and Google

Source: eMarketer, Feb 2019
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Finally, | think the difference between publishers & other businesses is they have an ideological core to work on behalf of
readers, to do journalism, to make the world more clear & honest. It's hard to see how the current regime of individual user
tracking aligns w/that mission.
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At the end of the day it is hard to imagine surveillance capitalism as compatible w/journalism. The future of ad tech is
entwined with the future of journalism. If that's the case, how can we deliver journalism into the future on a system w/which it
is incompatible?

Perhaps there's an immediate financial disadvantage to the privacy-first web. But | think on a longer timeline, a more private
web as the baseline standard will not eliminate advertising or chase advertising dollars away. And it will make it easier to be
a successful journalist.

At the end of the day, a more private world lets publishers have more control over their own data & be better advocates on
behalf of their readers to advertisers & ad tech systems. More control means more opportunity to figure out new approaches
and new models. Sounds fun to me!
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