




1	 The NAI intends to develop and issue guidance in the future 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 
user or household. NAI therefore encourages members, as they deploy these business models, to consider the privacy principles set 
forth in the Code, including notice, choice, control, transparency, and accountability.

2 	 The application and enforcement of the NAI self-regulatory principles across mobile devices (including mobile web browsers and 
mobile applications) are scheduled to begin sometime in 2015. The Code will govern members’ Interest-Based Advertising and Ad 
Delivery and Reporting activities across mobile websites.
	 However, this update to the Code is not intended to govern member companies’ collection and use of data across mobile 
applications. Instead, the Code served as the baseline standard from which the Mobile Application Code was developed. The Mobile 
Application Code was released in 2013 and provides guidelines for members that specify the notice, choice, and other protections 
required of member companies collecting and using data from mobile applications. The Mobile Application Code is available at 
http://www.networkadvertising.org/mobile/NAI_Mobile_Application_Code.pdf.

3	 See Digital Advertising Alliance, Self-Regulatory Principles for Online Behavioral Advertising (DAA OBA Principles), available at 
http://www.aboutads.info/resource/download/seven-principles-07-01-09.pdf; see also Digital Advertising Alliance, Self-Regulatory 
Principles for Multi-Site Data (DAA Multi-Site Data Principles), available at http://www.aboutads.info/resource/download/Multi-Site-
Data-Principles.pdf. 
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4	 The NAI Code does not impose any direct obligations on non-NAI companies, but does promote actions by NAI members 
companies to increase trust in the ecosystem. For instance, members have an obligation to work with reliable sources and to take 
steps to require those websites with which they have a contract and engage in Interest-Based Advertising to post notice regarding the 
Interest-Based Advertising activity. However, the Code does not impose direct obligations on non-NAI member companies and the NAI 
compliance program does not review the practices of non-members.

5	  Federal Trade Commission, Protecting Consumer Privacy in an Era of Rapid Change, Recommendations for Businesses and 
Policymakers (March 2012) (FTC Final Privacy Report), available at http://www.ftc.gov/os/2012/03/120326privacyreport.pdf; White 
House, Consumer Data Privacy in a Networked World: A Framework for Protecting Privacy and Promoting Innovation in the Global 
Digital Economy (February 2012) (White House Privacy Report), available at http://www.whitehouse.gov/sites/default/files/privacy-final.pdf.
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6	 Certain practices, such as the provisioning of offline data for use in targeted online advertising, are not directly covered by this 
Code. Some member companies have committed to applying NAI principles to these practices in order to further promote consumer 
privacy. NAI will enforce the relevant NAI Code provisions on such members. NAI will apply any future updates to the Code that cover 
provisioning of offline data for use in targeted advertising to all NAI members.

7  	 See FTC Final Privacy Report, supra note 5, at 42.

8  	 See FTC Final Privacy Report, supra note 5, at 41; DAA OBA Principles, supra note 3, at 10-11 (defining OBA to exclude first party 
activity, ad delivery and ad reporting, and contextual advertising).

9	  The DAA Online Interest-Based Advertising Accountability Program has also indicated that it considers Retargeting to be cov-
ered by the DAA Self-Regulatory Principles for Online Behavioral Advertising (DAA OBA Principles). See http://www.bbb.org/us/stor-
age/113/Documents/23andMe-Decision-20131115.pdf.
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