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1 Reason for Contribution

During previous meetings, it was decided that the MobAd would publish two deliverables. The first of them is a White Paper on the Mobile Advertisement framework, scope and initiatives. 

An initial version of this WP has been already proposed. Once the skeleton of the WP has been agreed, group expects some contributions to discuss, and populate the WP. The aim of this contribution is to propose a text for the Introduction section, and discuss it with the group to obtain a stable version.  

2 Summary of Contribution

The introduction section of the White Paper “Mobile Advertising, Framework, Scope and Initiatives” shall give information to readers about:

· background on the issue being covered

· nature of the environment that requires a paper be presented

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

3 Detailed Proposal

4.
Introduction
Traditional advertising, understood as “the placement of advertisements and persuasive messages, in time and/or space purchased in any of the mass media by business firms, non-profit organisations, government agencies, and individuals who seek to inform and/or persuade members of a particular target market or audience about their products, services, organisations, or ideas”, (as the American Marketing Association describes it) has appeared in each media channel: Radio, TV, internet… and now mobile world. 

Hence, Mobile Advertising is a (relatively) new technique to advertise using mobile devices. It consists of the delivery of advertisements to mobile devices such as mobile phones or PDA’s and it represents a revolutionary promotion method for brands that purse to make known their products and/or services to a wide public.

By delivering ads to such personal devices, one could easily imagine how targeted and interactive those ads could be, to promote and sell products and services to the users. Indeed, the Mobile Advertising channel takes advantage of all the mobile capabilities, archiving this way an outstanding effectiveness:

-
Allows reaching the target group of customers anytime and anywhere.

-
Allows sending advertisements to users in a more accurate way by personalization and customization of contents.

The possibilities offered by the Mobile Advertising are wide and assorted, having the potential to establish communication with the customer with innovative and attractive contents they even might not be aware of. The Mobile Advertising outlines new opportunities to improve the user’s experience by obtaining significant benefits such as access to richer media as well as contents and receiving more compelling services.

In addition the Mobile Advertising system promotes itself the use of the mobile techniques. It attracts other new business to embrace the use of the mobile channel and encourages them to take part of the mobile value chain contributing this way to the growth of the so-called Mobile Universe.

First examples of mobile advertising date from 2001, through SMS sent to the user. But the true growth of this technique has started in 2005, with the advent of cheaper handsets, the increase of usage and interest in multimedia content, and the rollout of new network technologies such as 3G and HDSPA. Nowadays, advertisings could be sent to customers using messaging techniques within the context of an existing customer/operator relationship (pull), or as an advertisement attached to content or services that users request (push).

The field covered by Mobile Advertising is very broad and reveals important problems to be resolved. There are obvious implications on security, privacy, business and pay models, customization, user implication and acceptance of the advertising, etc… these aspects reach still another dimension because the roles of the different actors on mobile advertising are still undefined. For example, whether the business models will follow in some extent the ones from the Internet, will give different weights to network operators and search engines. It comes clear that the final investment and result of mobile advertising will depend on the value chain collaboration, and the new business models to be devised. Until recently, all this public works trying to endorse Mobile Advertising were conducted by the Mobile Marketing Association (MMA), which gathers principally non-technological companies. The work included fora to exchange ideas, and the publication of some documents for best practices, etc.

But there are also technological implications which will drive the development of mobile advertising. In fact, there are some issues specific to mobile devices that could be hindering the development of advertising, and here is where OMA knowledge could play a key role in collaboration with other associations. 

Some of these issues have been studied deeply within OMA, which could be seen as a benchmark, and has developed many enablers to standardize these technological aspects. Other issues might need new initiatives to be solved. It is, thus, reasonable, to analyze the relationship between the technological and commercial aspects that Mobile Advertising involves.

This White Paper tries to establish a background framework of the Mobile Advertising scope and initiatives, so that a common understanding of the state of the art can be reached in order to impulse other technical works.

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

Telefónica would like this contribution to be discussed by the MobAd BoF, in order to come up with a satisfying text introducing the White Paper.
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