An Update On The Partnership For Responsible Addressable Media
First announced in August, the Partnership For Responsible Addressable Media (PRAM) is a joint industry initiative to advance and protect critical advertising ecosystem functionality like customization and analytics for digital media and advertising, while safeguarding privacy and improving the consumer experience. 
The initiative includes initial representation from the 4A’s, ANA, IAB, IAB Tech Lab, NAI, WFA, Ford, General Motors, IBM, Procter & Gamble, Unilever, Mastercard, UM, Publicis Media, NBCUniversal, Adobe, LiveRamp, MediaMath and The Trade Desk. In addition to these initial participants, many additional brands, agencies, publishers and ad tech companies are involved in the four working groups supporting the effort. 
These four working groups (Business Practices; Privacy, Policy And Legal; Technical Standards; and Communications & Education) have been meeting regularly since the August announcement to help move PRAM towards the finish line of establishing a solution that is standardized and interoperable for consumers and businesses across browsers, devices and platforms. To date, these groups have:
· Business Practices - This group is identifying the business use cases any identification solution should support .Thus far the group has identified over fifty business practices to consider, with most practices falling into one of three buckets - personalization, operations and measurement. This group will continue to refine the list of business use cases before turning the final list over to the Privacy, Policy and Legal working group. 
· Privacy, Policy And Legal - This group is creating a framework for developing, accessing, and using an addressable media identifier(s). The draft framework addresses permitted uses, consumer transparency, consumer control, oversight, accountability, etc. Once this group incorporates the final list of business practices and finalizes the framework, the process will then likely move to the Technical Standards working group at the IAB Tech Lab. 
· Technical Standards - The IAB Tech Lab has already been working on some of the underpinning of the technical standards that will help to enable PRAM via its ongoing work around Project Rearc. Once the Privacy, Policy and Legal working group has finished its work, the Technical Standards working group will begin looking for ways to build the necessary technical infrastructure. 
· Communications & Education - Of the four working groups, this is the one that has not yet begun to meet as its work will come at the end of the PRAM process. This is the group that will work to get out the message about why PRAM is a vital solution for consumers and business. For agencies interested in participating in the Communications & Education working group, please contact Alison Pepper at apepper@4as.org. 
While the timeline for the above will ultimately be dependent on how quickly the individual working groups wrap-up, the goal for now is to have a solution ready for industry adoption by Q1 of 2021. Given the speed at which Google is moving to end support of third-party cookies in Chrome, and Apple is moving to resume its temporary pause on making IDFA opt-in, the advertising ecosystem will need to move quickly to get behind a unified cross-industry solution. The various working groups continue to meet with Google and Apple to discuss ongoing PRAM progress, and to look for ways to find a solution that works broadly. 
