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Friday, April 11 ,2008 

Ms. Jessica Rich 
Federal Trade Commission 
Room H·135 (AnnexN) 
600 Pennsylvania Avenue, NW 
Washington, DC 20580 

Via Electronic Mail and Overnight Delivery 

Ms. Rich: 

Thank you for the opportunity tocomment onthe Federal Trade Commission's ("FTC") proposed OnfineBehavioral Advertising ­
Moving the Discussion FOlWard toPossibleSelf-RegulatoryPrinciples. We applaudthe efforts ofthe FTCinrecognizing the 
importance and benefitsofbehavioral marketing toconsumers and look forward toparticipating inthe process ofpotentially creating 
self-regulatory principles. 

AboutAdShuffle: 

Our company, AdShuffle, was created in 2005 and is an innovative ad serving solution foradvertisers and publishers. AdShuffle's 
unique interface integrates both advertiser and publisher solutions within the same system to provide real-time custom reporting, 
creative landing page optimization and remarketing, as well as advanced inventory management and forecasting . 

AdShuffle realizes that online advertising gives more precise and immediate results than any other type ofadvertising, thereby allowing 
advertisers tomore effective spend their advertising dollars and ultimately lower cost toconsumers. When companies are able to 
maximize and streamline their advertising budgets, they are able to lower costs for consumers. Inorder todo this, companiesmust be 
able tostudy the behavioral patterns of their potential customers ina safe, secure, and well-protected environment. 

FTCProposed Principles: 

(1) Transparency and consumercontrol - Given the wide range of companies using behavioral marketing toprovide the best 
products and services for their customers, we would liketoencourage the FTCtocontinue working with industry on 
reasonabletransparency policies that are not too prescriptive. Consumers enjoy the benefits ofbehavioral marketing 
strategies, which can act asafilter foralready flooded inboxes and WebPages. By understanding what the consumer wants 
and needs, aconsumer can have advertisements served tothem that will provide direct benefits and allow quicker access to 
the products and services they desire. As a result, the consumer will not be digging through a mass of mostly irrelevant 
advertisements and e-mails. 

(2)	 Reasonable security and limited data retention - Weappreciate that the proposed principle differentiates the different types of 
data that acompany collectsand retains. We further encourage the FTCtodifferentiatebetween infonnation collected that 
poses little risk tothe consumer versus infonnation that could hann the consumer if breeched orsold/released. We 
respectfully request that the FTCpay careful consideration tothis issue and work with industry onnot onlydefining the tenns, 
butdeveloping reasonable data retention regulations that protect small businesses thatutilize this type ofmarketing. 

(3) Affinnativelyexpress consent formaterial changestoexisting privacy promises - Disclosure isacommon tool in 
communicating with consumers, and we support ensuring our consumers stay well·informed on how acompanyprotects their 
privacy. Again, we encourage the FTCto remain mindful ofthe difference between infonnative disclosure ofupdates in 
privacy policies and disclosures that willoverburden the consumer. Also, we strongly urgethe FTCtoconsider electronic 
notifications as sufficientforinfonning consumers of updated privacy policies. 

(4) Affinnativelyexpress consent to (or prohibition against) using sensitive datafor behavioral advertising - We encourage the 
FTC to work with industry on narrowing the scope ofthis verybroad proposed principle. Many consumers appreciate the ease 
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offinding a product orservice advertised to them based ontheirsearch terms. Manyfind communities and resources they 
would not have easilyfound had they not beenoffered the advertising option based on their search. While we understand the 
concern, there are consumers thatappreciate and welcome this service. and it would be unfairnot to considerthese 
individuals' needs. We need to be considerate of and balance the needsof all intemet consumers. 

(5) Gall fO( additional information: using tracking data for purposes other than behaviooll advertising- Rerteratingan eanier poin~ 

we believe the definition ofbehavioral advertising has tobe clarified first Once the definition is clear, we must bear in mind 
things the custOfner appreciates andprefers. We commend the FTCfor recognizing that many secondaryuses ofdata benefit 
the consumer ina variety of ways. 

Conclusion 

Onceagain, we appreciate the opportunrty to comment on the COfnmission's proposal and commend you forcontinued effor1s in 
addressing privacy concerns for consumers. We look foIward to WOl!;ing with the COfnmission inpreparing principles that protect the 
public wIliiealso allowing theconsumer to receive the best posaible products and services from the businesses that serve them. 

Thank you for your consideration ofourcomments. Should you have any questions 0( need addrtional infannation, piease do not 
hesitate to contact Terra Gray McClelland. AdShuffle. viae-mail at terra.mcclellandfaadshuttle.com. 

Your; respectfully, 

Andrea McKee 
President 
AdShuftle 


