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1 Reason for Change

This document provides counter-arguments to the rationale presented in Docs 182 and 185 (for making AuxDataTrigger support optional for the terminal).  We challenge the validity of the statements regarding terminal complexity and degraded user experience caused by terminal-based ad insertion.  We then point out key disadvantages in specifying terminal-optional support for this trigger notification message.

1.1 Cited cost and potential problems associated with making AuxDataTrigger NO/TM
The following issues were listed regarding mandatory terminal support for AuxDataTrigger:

1) Smooth and accurate rendering is especially difficult to ensure if user often switches channel when seeing advertisements.

2) Availability of AuxData on the terminal cannot be 100% guaranteed when ads insertion is supposed to take place, which does harm to Service Provider’s business.
3) Additional caches are required to store the AuxData contents.
4) Cache management schemes are required to maintain the caches.
5) Increased processing for synchronization and timing control are also required.
Our responses to each of these points are as follows:

1) No clear problem definition, metric or proof is provided in this assertion.  We see no reason why satisfactory rendering, in meeting both user experience and provider criteria, cannot be provided.  For example, the desired terminal behaviour for real-time streaming main content may be to display the selected ad during the ad avail, assuming the user remains on that channel.  Should the user wish to browse other channels during this interval, specified behaviour may be to a) allow channel surfing, by simply mimicking existing broadcast TV, or b) disallow channel surfing during ad avail – and allow browsing only after ad playout is completed.  For non-real time main content (e.g. clipcast), default terminal behaviour may be to allow channel surfing but upon user return to this channel, a) always play the entire ad from the start, or b) resume ad where it was left off when user began surfing.

In general, it is our belief that specific terminal behaviour/user experience associated with user browsing of other channels during ad rendering should not be prescribed in BCAST specifications.  It may well be that different user experiences are appropriate to suit different markets.  Also, service deployment experience may well show that initial assumptions or solutions are wrong.  The key point is that the auxiliary data solution should not force or preclude any particular solution.
2) It is unclear to us how simple default behaviour would “harm the Service Provider’s business”.  In case the desired ad (or even any one among a set ordered by priority) is not cached and hence unavailable for display during the auxiliary data insertion trigger, a simple solution might be to play a default ad which is assumed to be always present on the device.  Alternatively, if the main program during the ad avail is accompanied by a network-embedded ad, that ad can be played. 
3) While the assertion of 3) may be accurate, it seems rather insignificant.  Doc-582 as presented during Nov-05 Madrid meeting provides estimates of required memory size for ad storage.  It was pointed out that 15 and 30 seconds are typical durations of ads for mobile broadcast services.  For the example of Q2VGA resolution, 0.5 MB is required to store 1 minute of streaming video.  Therefore 16 MB is required for 32 minutes of stored ad content.  This amount of modest memory requirement would contain 64 ads of 30-sec duration, or 128 ads of 15-sec duration.  

4) All downloaded files share limited handset memory.  As far as we are concerned, no complete memory management is currently defined in the OMA SG TS, for example for file download, clipcast or preview data.  Therefore, this issue is not unique to downloaded ads.  Terminal memory management should be either addressed as a general issue for BCAST specifications, or not at all.
5) There is a tradeoff to be made between terminal complexity and network efficiency.  Regardless of the BDS technology, radio bandwidth is a relatively scarce resource to be efficiently utilized.  This is the whole purpose in developing mobile broadcast services. We believe it can be generalized that memory and processor technology advancements will increase at a dramatically higher rate than radio bandwidth increase.  Display of cached ads allows those ads to be distributed once and used multiple times to most efficiently utilize network resources.
1.2 Network-based ad delivery as proven, satisfactory solution?
The following joke has been around in the ad industry for decades: "Half the money I spend on advertising is wasted.  The problem is, I don't know which half."  Rather than simple brand exposure, advertisers are adopting a new mantra: accountability.  Pointing to the success of Internet pioneers like Google, advertisers are seeking similarly efficient kinds of correlation between their products and what consumers are searching for, especially as devices like digital video recorders (DVRs) enable viewers to skip standard TV commercials.  As an example, Visible World, a digital-media company backed by cable TV operator Comcast, is using technology to target commercials to Comcast's 20 million cable households, based on viewer interests or locations.
  Visible World actually enables dynamic advertising delivery in which, for example, a car advert can be targeted to a distinct demographic (male/female/age range/family type) with specific interest rates, financing, etc that are customised to targeted demographic.  The entire advert has a completely different look and feel to the consumer based on these dynamic choices.  "The whole accountability landscape for advertisers is evolving to outcomes like sales, changes in brand awareness, and changes in attitude and behavior.”

While we believe there is a role for traditional network-delivered ads, we believe that this is an increasingly outdated advertising model, due to former technology limitations (e.g., storage and processing limitations of TV set-top boxes), and being recognized by advertisers.  Terminal-based ad delivery allows service providers to break that barrier from the onset of standards-based mobile broadcast services.  In addition, as pointed out previously, network-delivered ads can be wasteful of relatively scarce radio bandwidth.  
Consider also the opportunities that arise through the use of terminal-based ad delivery.  Is it reasonable to assume that a Vodafone broadcast service would want to run adverts for a competitor such as Orange or O2?  On the contrary – mobile broadcast operators may wish to run their own customer retention advertisements that would promote new content, new services, new devices, etc.  Such playouts are much simpler to implement using terminal-based delivery rather than relying on operators to set up their own broadcast facilities to enable advert switches.
1.3 Disadvantages of optional terminal support for AuxDataTrigger
Last but not least, we believe there are key disadvantages in specifying optional terminal support for auxiliary data trigger notifications, in the potential to seriously impair practical introduction of broadcast services with ad caching/insertion functionality:
1) For broadcast service provider who wish to deploy such capability across a multitude of handsets, getting all manufactures to consistently support a TO feature is risky and difficult.
2) If a mix of AuxDataTrigger capable and incapable terminals is deployed by the above service provider, the only way to achieve basic ad rendering capability on all devices is to employ network-based ad insertion (possibly accompanied by transmission of auxiliary data notification messages).  This wastes network transmission resources in the network having to always embed ads with main content.
3) Lack of roaming support: enabling visited service provider to insert ads using auxdata trigger for roaming terminals.
4) Inability to fully utilize the radio resources for notification messages because AuxDataTrigger incapable terminals have to ignore those notification messages. 
1.4 Conclusion
In consideration of the rebuttal to the arguments presented in Docs 182 and 185, and the downsides of optionality of terminal support for AuxDataTrigger, we propose that AuxDataTrigger be specified as NO/TM in the BCAST Service Guide TS.
2 Impact on Backward Compatibility

None
3 Impact on Other Specifications

None
4 Intellectual Property Rights

Members and their Affiliates (collectively, "Members") agree to use their reasonable endeavours to inform timely the Open Mobile Alliance of Essential IPR as they become aware that the Essential IPR is related to the prepared or published Specification.  This obligation does not imply an obligation on Members to conduct IPR searches.  This duty is contained in the Open Mobile Alliance application form to which each Member's attention is drawn.  Members shall submit to the General Manager of Operations of OMA the IPR Statement and the IPR Licensing Declaration.  These forms are available from OMA or online at the OMA website at www.openmobilealliance.org.

5 Recommendation

Review and discuss the rationale provided in this CR and accept the proposed change and update the Service Guide TS accordingly.

6 Detailed Change Proposal

Change 1:  Specify E1 AuxDataTrigger of the Notification Message to be NO/TM.












� Stefanie Olsen, “Google-like technologies could revolutionize TV, other media”, CNET News.com�April 29, 2004.


� Quote by Chuck Fruit, Senior Vice President of Integrated Marketing, Coca-Cola.
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