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1. I’ve spent the last month laying the building blocks for making faster progress in next year.  This 
has involved two things : 

 
Being clear about how to approach the data privacy topic and incorporating other platform issues at the 
same time which has led me to organize my work into the following chapters  

- Improving consumer welfare : the view of the consumer/citizen 
- The impact of data regulation to date : a comparison of UK and US legislation and its 

application 
- What motivates advertisers and the ad tech industry, how effective is targeting and what 

data does it require ? 
- The FAANG company business models : can they be successful in a data privacy world? 
- Using data for good : how does society benefit and what type of data and data flows are 

required  
- Technology and AI : the impact on data generation and the implications for privacy policy 
- The way forward I : the role played by network effects, how could competition be enhanced 

and its impact  
- The way forward II : a different model of oversight and regulation 
- The way forward III : a world in which citizens control their data and sell it at will 
- Policy recommendations for legislators  

 
And getting ready to repeat some of the consumer questionnaire in US, UK, Germany which I had 
conducted in October 2020 to see if consumer attitudes and needs are changing at all? 
 

2. From a content pov the two most interesting developments are  
a. Googles move away from targeting of individuals to targeting of cohorts without 

identifying individuals and the response of a significant part of the rest of the industry to 
use other fingerprinting tools to identify and target individuals without use of 3rd party 
cookies.  This raises the prospect of Google (and Apple) being the ad tech industry’s 
biggest protectors of data privacy (!) but more importantly raises the question of how, if 
at all, consumers can use the proliferation of approaches and offers to make the choices 
that suit them.  This highlights two issues which I will explore : can the market become 
more competitive in the absence of more regulation?  And even if it does can consumers 
and businesses as the users of services make informed choices?  I am pleased that David 
Temkin the Director of Product Development , Ads Privacy and User Trust to participate 
in a study group on our return in September 

b. A newfound confidence from governments to “interfere” in the market.  We have seen 
everything from the Australian Government force Google and Facebook to pay 
increased $ to newspaper publishers for content to various governments proceeding 
with “digital taxes”.  But most of these reactions are ad hoc and minor and none 
fundamentally affect the dynamic between platforms and users.  The only significant 
change has occurred in UK where the Government has introduced the Digital Markets 
Unit to regulate platforms in a different way.  And on that front I’m delighted to be able 
to discuss this development with the UK Secretary of State Oliver Dowden on 20th April 

 
And not least, I’m finally confident of our ability to travel to US from June/July and actually spend time 
on campus !!! 


