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1 Reason for Contribution

This contribution has been created to establish a detailed scope about the MobAd BoF group and its work.
R01 addresses the comments received during its presentation on the November 27th 2006 Conference Call and in the e-mail reflector.
2 Summary of Contribution

Document OMA-MobAd-2006-0001-INP_MobAd_Problem_Statement_and_Open_Questions presented a problem statement about the Mobile Advertising framework and asked some open questions to fix the MobAd BoF scope and further work.

Once this questions has been discussed within the group, this document reflects a set of detailed points that will drive the work of the MobAd group.

3 Detailed Proposal

1. SCOPE

1.1. Mobile Advertising definition

Advertising is a form of personal or non-personal delivery of messages, in orther to present and promote ideas, goods or services, provided by an identified sponsor. When talking about Mobile Advertising, the target of these messages are mobile and nomadic users.

Giving the recent progress in the converged technologies and mobile devices, the Mobile Advertising could provide several benefits to other advertising techniques. These benefits could be classified into:

· PERSONALIZATION: either in the delivery (using location, presence, etc), the content (using profiling, subscriptions, etc), or both.

· INTERACTIVTY: allowing the users to interact with the received content, and allowing the advertiser to know how the user has interacted with the advertisement (metering).

Thus, within the scope of the MobAd BoF, a definition of Mobile Advertising is:

Mobile Advertising: Set of techniques that enable the delivery of advertisements to a user, optionally leveraging different capabilities of the networks and devices to obtain personalized and interactive advertisements.
1.2. Mobile Advertising issues

The Mobile Advertising (and therefore the MobAd BoF) should deal with different issues to obtain a good service experience:

· Personalization:  Give the target groups exactly the messages they desire.

· User behaviour: Take advantage of the user behaviour by sending related items.

· Security: Access/Authorization control. Avoid spam/malicious/undesired content delivery.

· Adaptation: Ensure a good user experience through transcoding, location, presence, etc.

· Identification: The real user identity might hidden from content provider.

· Localization: Use mobile localization technologies to offer localized advertisement.

· Interactivity: Leverage the return channel to make interactive advertisement.

· Advanced charging methods: Different business models could be provided.

· Metering: Obtain information about the service use and the redemption of each advertise.

· Presence: dealing with personal states (e.g.”unavailable”) 

· Content Managing: manage the advertisement content to adapt for an accurate delivery.

1.3. Classification of Mobile Advertising

For the shake of clarity, the MobAd BoF will differentiate between this kinds of advertisements:

· From the service objective point of view, two categories can be differentiated:
· EXPLICIT (or PUSHED Advertisement): The advertisement is sent directly to the user, by means of any content delivery (e.g. MMS, SMS, etc).

· IMPLICIT (or PULLED Advertisement): The advertisement is embedded in a service, which main goal is different than advertising (e.g. a web banner, search engine based advertisements, etc).

· From the customer/provider relationship point of view, two categories can be differentiated:

· SUBSCRIPTION BASED: The advertisements are sent in the context of a previous established customer/provider relationship. This relationship may involve that the provider has access to some kind of User Profile information.

· NO SUBSCRIPTION BASED: There are no previous customer/provider relationship.

· From the personalization point of view, two categories can be differentiated:

· PERSONALIZED (POINT TO POINT ADVERTISEMENTS ): The advertisement is targeted for a particular customer.

· PERSONALIZED (POINT TO MULTIPOINT ADVERTISEMENTS ): The advertisement is targeted for a close group of customers.

· NON PERSONALIZED (BROADCASTED ADVERTISEMENTS): The advertisement is broadcasted to an open group of customers.

· From the information used to target the advertisement, two categories can be differentiated:

· CONTEXT-RELATED: The advertisement is sent to a certain subscriber (or a group of them) based on some context information extracted from the user environment (e.g. the user is shopping)

· NON CONTEXT-RELATED: The advertisement is sent to a certain subscriber (or a group of them)

· From the interactivity point of view, two categories can be differentiated:

· INTERACTIVE: The advertisement allows the user to interact with it. The interactive advertisements may produce a measurable event by the provider that potentially might be used to automatically meter the impact in the user (redemption).

· NON INTERACTIVE: The advertisement is just a content that the user can only see (and perhaps store). These advertisements doesn’t allow to automatically meter the impact in the user (redemption).

1.4. The Mobile Advertising

The Mobile Advertising value chain will change depending on the kind of service deployed. But the MobAd BoF considers that the following actors may provide value added to any Mobile Advertisement service:

· Advertisers: who want to promote a brand or service.

· Advertising Agencies: who design the campaigns for the Mobile Advertisers.

· Content providers: who own the main content delivered to the user (e.g. web pages, text messages, etc).

· Aggregators: who combine the advertisement with the content provider data (e.g. search engines, web portals, etc).

· Service providers: who provide the technology and the platforms for the service provision, including the service management tasks.
· Operators: who provide the needed infrastructure to the service providers to deploy the service, as well as the user/subscriber data needed to the service provision.

· Device vendors: who provides the technology in the device side.

· User: who receives the final service.

1.5. Work to do

The main objective of the MobAd BoF will be the discussion of what use cases are to be covered in the Mobile Advertising framework and how the current Enablers could help, to recommend if applies further works to the TP. This use cases must consider the whole Mobile Advertising value chain, and should deal with some of the Mobile Advertising issues presented, as quality of experience requirements.

To reflect the group discussions, there are two reports planned during the lifespan of the BoF:

1. “Mobile Advertising framework, scope and initiatives”: It may has proper definitions of the Mobile Advertising framework, a set of use cases and some state of the art. To be finished in the early February.

2. “Gap Analysis”: It may has a description of a set of enablers, standard and technologies that could help to the deployment of the described use cases. To be finished in the early March.

The documents will be presented with the White Paper format and template, defining an index for each one and filling the sections with the group conclusions.

Some reports will be made to the TP and other involved groups. These will reflect the discussion and conclusions of the group and will be in form of slides.

2. EXTERNAL IMPACT

The MobAd BoF has determined a set of organizations that might be affected, or interested in the work of the group. These are:

· MMA (Mobile Marketing Association): global organization chartered to stimulate the growth of mobile marketing and its associated technologies, clear obstacles to market development, establish standards and best practices for sustainable growth and evangelize the mobile channel for use by brands and content providers.

· MEF (Mobile Entertainment Forum): global trade association representing all participants in the mobile entertainment value chain interested in driving the industry's evolution and commercial potential through collaboration, consultation and promotional activities.

· GSMA (GSM Association): Global trade association formed by network operators, manufacturers and suppliers. The primary goals of the GSMA are to ensure mobile phones and wireless services work globally and are easily accessible, enhancing their value to individual customers and national economies, while creating new business opportunities for its members.

Since a BoF can’t make liaisons requests, the group will ask to the TP to make this liaisons. The main objective of the liaisons is to present the work and to ask for feedback on the further results that the group will provide.

This liaisons must be created as soon as the scope of the group has been established.
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

The MobAd group is asked to discuss and agree the points presented in this document, and to take it into account during its lifespan.
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