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The Generative Web



New oil
engine







Ad wars







World Wide Web Consortium 
“Leading the Web to its full potential.” 

Voluntary consensus standards: cooperative solutions for open, 

interoperable platform improvement. The Art of Consensus.

Royalty-free patent policy. Web for all.

478 members as of October 2018, including technology builders 

and users; for-profit companies, academics, non-profits, and 

government agencies.

https://www.w3.org/Guide/


World Wide Web Consortium 

Standards work well for

● Shared technical problem

● Good enough technical solution

● Ecosystem interest in common resolution

W3C provides the forum and process: community  and membership 

develop the specifications.
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What Improvements can find consensus?
● Performance and load-time improvements

● Privacy-sensitive measurement

● Reliable state- and consent-management beyond cookies

● Ad-display interoperability, including labeling and accessibility

● Glossary for talking about these topics among different parts of the ecosystem



Performance and Load-Time
● Because advertising comes from many places and back-ends

○ Redundant loading of scripts 

○ Security concerns

○ Latency (blank page or blank spaces)  

○ High data usage

● Everyone wants better performance and faster loads

● Opportunities for Improvement

○ Common script libraries or subset?

○ Sandboxing?

○ “Ad element”? 



Measurement
● Web offers more individualized measurement than broadcast

○ Advertisers want to know who’s seen their ads, attribution for clicks and purchases

○ Publishers want to prove they’ve shown ads, audience, viewing time

○ Users may like “personalization,” dislike “tracking”

● Both privacy and economic value at stake

● Opportunities for Improvement

○ Anonymous “Ad ID”? 

○ Harmonization among tracking protection and blocking regimes? 



State- and Consent-Management
● Growing requirements to obtain and record user consent

○ GDPR: affirmative consent as legal basis for processing of personal information

■ Demonstrable, freely given

■ May be withdrawn at any time

○ California Consumer Privacy Act: requires viable opt-out (opportunity to demonstrate non-consent)

○ Cookies are increasingly unreliable to manage state

■ Clearing and customer annoyance

■ Tracking Protection and ITP

● There must be a better way than all these cookie banners! 

● Opportunities for Improvement

○ Common options or script libraries?

○ Harmonization among tracking protection and blocking regimes? 

○ Browser-based consent storage? 



Other areas for exploration
● Vocabularies for ad metadata

● Labeling, e.g. for accessibility 

● Glossary for talking about these topics among different parts of the ecosystem



https://www.w3.org/community/web-adv/
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