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1. Scope

The scope of this White Paper is to identify the players Mobile Advertising Value Chain and to describe Use Cases that are of interest to the OMA. 
2. References

The policy for reference lists is:

1.
OMA documents listed should have at least one approved version – draft-only docs should not be referenced.  Exception exists for documents that will be approved with or after the referenced doc is approved (may be part of same enabler package).  In short – approved docs should not reference unapproved docs.

2.
When a reference is made to an OMA specification, then Open Mobile Alliance with the TM symbol (™) should be used in the description.

3.
The name + version (no date) for OMA specifications are generally sufficient – dates should be used only if there is a specific reason to limit the usage.

4.
For references to WAP Forum docs, dates should not be included as DID's for the old WAP Forum specifications are enough and the reference description should refer to WAP Forum™.

5.
References to other affiliate docs should similarly provide sufficient information to uniquely determine the needed document and should provide the appropriate source information.

6.
The URL for OMA material (new OMA and affiliate) should always be http://www.openmobilealliance.org (an exception is OMNA that is reached through http://www.openmobilealliance.org/tech/omna)

Models to use


[REFLABEL]
<General Model> “Ref Title”, Ref information (source, date, id),
URL:http//<ref-source>/ 


[OMADOC]
<OMA Model> “OMA Document Title”, Open Mobile Alliance™, OMA‑<docname>{‑<version>}, URL:http//www.openmobilealliance.org/ 

If there are no entries in the table – enter ‘none’ to be clear.
DELETE THIS COMMENT

	<RefLabel>
	<ref-description>

	
	

	
	

	
	

	
	<< Add/Remove reference rows as needed! >>


3. Terminology and Conventions

3.1 Conventions

This is an informative document, which is not intended to provide testable requirements to implementations.

3.2 Definitions

	Term 1
	Definition

	Term 2
	Definition

	
	


3.3 Abbreviations

	OMA
	Open Mobile Alliance

	xxx
	xxx

	
	


4. Introduction

<< Provide information to help readers understand why this document is being produced.  For example, this section could be used to:

Provide some background to the issue being covered

Describe nature of the environment that requires a paper be presented

Justify why OMA has a role to present information on the issue

DELETE THIS COMMENT >>

4.1 Mobile Market

Under the pressure of convergence, the business model behind the Mobile Market is evolving from traditionally event based one to a flat feel model, as is common in the Internet world. This requires operators to look for additional sources of income and sponsored messages or advertisements are a natural alternative. The introduction of Mobile Advertising may very well be a key ingredient to this.

Nowadays, the Mobile Advertising market is extremely fragmented. No standards exist and there is no good and uniform end-user experience. In the absence of a well-defined framework, it is questionable whether Mobile Advertising will ever take off as an established source of income. Hence, it is interesting to find out what Mobile Advertising exactly constitutes and how the optimal end-user experience is achieved. 
4.2 Mobile Advertising

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

Giving the recent progress in the converged technologies and mobile devices, Mobile Advertising could provide several benefits as compared 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.

· INTERACTIVITY: 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, a definition of Mobile Advertising is:

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

5. Mobile Advertising Value Chain
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.

· 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 provide the technology in the device side.

· Subscribers: who receive the final service
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.

· NOT 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 don’t allow automatically metering of the impact on the user (redemption).
6. Scenarios
6.1 Peer-to-peer Messaging Induced Advertising
6.1.1 Short Description

Regular peer to peer messages are enriched with advertising content. 

6.1.2 Primary Actors
	Actor
	Description

	UserA
	A user with a messaging client

	UserB
	A user with a messaging client that UserA wants to address via a messaging channel (SMS, MMS, IM, …) and that has a subscription to OperatorB including the agreement to receive advertisements

	OperatorA
	The operator servicing UserA

	OperatorB
	The operator servicing UserB

	ContentSelectors
	The set of parties (Advertisers, Advertising Agencies, Content Providers, Aggregators, Service Providers) involved in selecting the advertising content


6.1.3 Actor Specific Benefits
	Actor
	Benefit

	UserA
	Is able to send UserB a message

	UserB
	Is able to receive messages for a reduced price

	OperatorA
	Is able to bill UserA

	OperatorB
	Is able to bill UserB

	ContentSelectors
	Are able to expose advertising content to UserB


6.1.4 Pre-conditions

· UserA is a registered user of the particular messaging service.

· UserB is a registered user of the particular messaging service and has agreed with his provider to receive advertisements.

· Advertisement selection process is operational whereby messages for UserB form a trigger.

6.1.5 Post-conditions

· UserA has sent a message to UserB.

· UserB has received a message from UserA, including an advertisement.

6.1.6 Normal Flow

1. UserA composes a message for UserB and sends it.

2. OperatorA receives the messages and tries to deliver it to UserB via the appropriate channels.

3. OperatorB intercepts the message.
4. The subscription class of UserB is determined by OperatorB.
5. OperatorB spawns the advertisement selection process and an appropriate advertisement is selected.
6. The original message and the selected advertisement are delivered to UserB. Depending on the medium this might be embedded in the message (IMPLICIT) or as a separate message (EXPLICIT).

Subscenarios:
1. The advertisement contains a link that UserB can follow for further interaction with the content provider (INTERACTIVE).
2. OperatorA selects an advertisement to send to UserB (NOT SUBSCRIPTION BASED).

3. Based on past behaviour, the interests of UserB are used to select an appropriate advertisement (PERSONALIZED).

4. Real time status information of UserB is used to select an appropriate advertisement (CONTEXT RELATED). 

6.2 Peer-to-Many Induced Advertising

6.2.1 Short Description

Regular peer to many messages, e.g. chat, are enriched with advertising content. 

6.2.2 Primary Actors

	Actor
	Description

	UserA
	A user with a messaging client

	UserB1…UserBN
	A set of users with messaging clients that UserA wants to address via a one-to-many messaging channel and that have subscriptions to OperatorB1…OperatorBN including the agreements to receive advertisements

	OperatorA
	The operator servicing UserA

	OperatorB1…OperatorBN
	The operators servicing UserB1…UserBN

	ContentSelectors
	The set of parties (Advertisers, Advertising Agencies, Content Providers, Aggregators, Service Providers) involved in selecting the advertising content


6.2.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to send UserB1…UserBN a message

	UserB1…UserBN
	Are able to receive messages for a reduced price

	OperatorA
	Is able to bill UserA

	OperatorB1…OperatorBN
	Are able to bill UserB1…UserBN

	ContentSelectors
	Are able to expose advertising content to UserB


6.2.4 Pre-conditions

· UserA is a registered user of the particular messaging service.

· UserB1…UserBN are registered users of the particular messaging service and have agreed with their provider to receive advertisements.

· Advertisement selection process is operational whereby messages for UserB form a trigger.

6.2.5 Post-conditions

· UserA has sent a message to UserB1…UserBN.

· UserB1…UserBN have received a message from UserA, including an advertisement.

6.2.6 Normal Flow

1. UserA composes a message for UserB1…UserBN and sends it.
2. OperatorA receives the messages and tries to deliver it to UserB1…UserBN via the appropriate channels.
3. OperatorB1…OperatorBN intercept the message.
4. The subscription classes of UserB1…UserBN are determined by OperatorB1…OperatorBN.
5. OperatorB1…OperatorBN spawn their advertisement selection processes and appropriate advertisements are selected.
6. The original message and the selected advertisements are delivered to UserB1…UserBN. Depending on the medium this might be embedded in the message (IMPLICIT) or as a separate message (EXPLICIT).
Subscenarios

1. The advertisement contains a link that UserB1…UserBN can follow for further interaction with the content provider (INTERACTIVE).

2. OperatorA selects an advertisement to send to UserB1…UserBN (NOT SUBSCRIPTION BASED).

3. Based on past behaviour, the interests of UserB1…UserBN are used to select an appropriate advertisement (PERSONALIZED).

4. Real time status information of UserB1…UserBN is used to select appropriate advertisements (CONTEXT RELATED). 
6.3 Pull Induced Advertising

6.3.1 Short Description

Regular content pull is used to expose the requestor to advertising content. 

6.3.2 Primary Actors

	Actor
	Description

	UserA
	A human user with a messaging client interested in pulling content and that has a subscription to OperatorA including the agreements to receive advertisements

	ContentProviderA
	A content provider servicing UserA

	OperatorA
	The operator servicing UserA

	ContentSelectors
	The set of parties (Advertisers, Advertising Agencies, Content Providers, Aggregators, Service Providers) involved in selecting the advertising content


6.3.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to receive content for a reduced price

	ContentProviderA
	Is able to bill for the received content

	OperatorA
	Is able to bill UserA

	ContentSelectors
	Are able to expose advertising content to UserA


6.3.4 Pre-conditions

· UserA is a registered user of the particular messaging service.

· UserA is a authorized to receive the content.

· UserA has agreed with his OperatorA to receive advertisements.

· Advertisement selection process is operational whereby pull messages from UserA form a trigger.

6.3.5 Post-conditions

· UserA has received the requested content.

· UserA has received the selected advertisement.

6.3.6 Normal Flow

1. UserA composes a pull message and sends it.

2. OperatorA receives the messages and delivers it to ContentProviderA via the appropriate channels.

3. ContentProviderA selects the appropriate contents and delivers it to OperatorA.

4. The subscription class of UserA is determined by OperatorA.

5. OperatorA spawns the advertisement selection process and an appropriate advertisement is selected.

6. The requested content and the selected advertisements are delivered to UserB. Depending on the medium this might be embedded in the content (IMPLICIT) or as a separate message (EXPLICIT).

Subscenarios:

1. The advertisement contains a link that UserA can follow for further interaction with the content provider (INTERACTIVE).

2. Based on past behaviour, the interests of UserA are used to select an appropriate advertisement (PERSONALIZED).

3. Real time status information of UserA is used to select an appropriate advertisement (CONTEXT RELATED). 
6.4 Push Advertising

6.4.1 Short Description

Untriggered messages with advertising content are pushed to subscribed users. 

6.4.2 Primary Actors

	Actor
	Description

	UserA1…UserAN
	A set of users with messaging clients that have a subscription to OperatorA including the agreement to receive advertisements

	OperatorA
	The operator servicing UserA1…UserAN

	ContentSelectors
	The set of parties (Advertisers, Advertising Agencies, Content Providers, Aggregators, Service Providers) involved in selecting the advertising content


6.4.3 Actor Specific Benefits

	Actor
	Benefit

	UserA1…UserAN
	Are able to receive services from OperatorA for a reduced price

	OperatorA
	Is able to bill UserA1…UserAN

	ContentSelectors
	Are able to expose advertising content to UserA1…UserAN


6.4.4 Pre-conditions

· UserA1…UserAN is a registered user of the particular messaging service and have agreed with their provider to receive advertisements.

· Advertisement selection process is operational whereby messages from UserA do not form a trigger.

6.4.5 Post-conditions

· UserA1…UserAN have received the selected advertisement.

6.4.6 Normal Flow

1. ContentSelectors select UserA for receiving an advertisement.
2. ContentSelectors push the selected advertisement to OperatorA.

3. OperatorA tries to deliver the selected advertisement to UserA via the appropriate channels.
Subscenarios

1. The advertisement contains a link that UserA can follow for further interaction with the content provider (INTERACTIVE).

2. Based on past behaviour, the interests of UserA is used to select an appropriate advertisement (PERSONALIZED).

3. Real time status information of UserA is used to select appropriate advertisements (CONTEXT RELATED). 
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