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1 Reason for Contribution

It was identified in the face-to-face meeting in Madrid, Spain, that the advertising community has some regulators that may or may not impact the MobAd White Paper.

2 Summary of Contribution

This proposal is an informative section and a Use Case developed around Advertising Regulators.

3 Detailed Proposal

The detailed proposal is given below.

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

This proposal should become part of the WP. It is requested to accept the informative section, as well as the Use Case to be accepted into the WP.

4. Introduction

4.1 Advertising Regulators

In the advertising world there are a few regulators that may place restrictions on advertising content. One well-known regulator is the Advertising Standards Authority (ASA) in Great Britain. It is a self-regulatory body focussing on rules for the advertising industry, published as a set of codes in order to protect consumers.

These codes do span from suitability of content to verification of misleading material.

ASA was a founding member of the European Advertising Standards Alliance (EASA), which brings together multi national advertising regulatory bodies.

These advertising regulators usually liaise with the local government and process complaints that have been received.

If a complaint leads to a ruling of the advertising regulator, several restrictions can be given to the advertising content producer, as well as for the distributor of the content. They rank from warnings, censoring to even ban of material.

Mobile Advertising is a medium that will deliver advertisement content to the user and therefore will have to interact with these advertising authorities.

Unlike TV live broadcasting, the mobile advertising content is in most of the cases prefabricated by advertising companies. As a good practice, those companies will comply with the regulatory codes of the advertising regulators. In some rare case however, once approved content in one country by one regulator may become not suitable for another countries advertising regulator, due to local laws and ethics.

A famous example is the Australian Tourist Bureau ad from 2006 that contained the catch phrase “Where the bloody hell are you?” While most advertising regulators did approve the ad, ASA ruled the word “bloody” as unsuitable and it took Australian government officials to get the restriction reversed.

4.1.1 Impact of Unsuitable Advertising Content

The following section will outline the various impacts on mobile operators, terminal vendors and consumers.

4.1.1.1 Impact for Mobile Operators

Mobile operators will deliver advertising content to consumers and therefore become part of the food chain to process the advertising content.

It would be unpractical for mobile operators to actually screen the advertising content in order to apply published advertising codes, given the size of the mobile community and the variety of content producers.

On the other hand, mobile operators have to protect their integrity and ethics.

One possible solution would be to allow only advertising content delivered to the mobile device from contractually bound advertising providers. This practice may become over time quite difficult to manage, as even by mistake unsuitable content may be distributed into the network.

Common practice would be for the operator to pro-actively join the advertising authorities.

4.1.1.2 Impact to Mobile Terminal Vendors

In some cases mobile terminal vendors will also be concerned about advertising content that may be targeted towards their mobile terminals. It can be envisioned that advertising campaigns would undermine the advertising standards that vendors operate under. This could lead to complaints at the regulatory authorities.

4.1.1.3 Impact to Consumers

Consumers may also have their own ethical guidelines and may chose to limit the advertising content that is processed in the mobile terminal.

A popular example is the introduction of the V-Chip in the United States. This technology allows the consumer to restrict TV broadcasted content on their TV set by age groups. Commonly know as TV ratings, such as TV-MA for Mature content, TV-PG for Parental Guidance.

In any case, if unsuitable advertising content is rendered on the mobile device, it could also lead to complaints to the regulatory authorities.

4.1.2 Possible OMA Technical Solution

OMA does provide several enablers that are identified in this WP to enable mobile advertising on mobile devices.

On the other hand it is fair to assume that OMA will not provide / publish technical standards for content screening this is out of scope.

Alternatively it could be envisioned that OMA provides a standard that would act as a “customs declaration” for advertising content, which would have to be delivered in conjunction with a mobile ad, prior to distribution to mobile devices. This would act in a similar way as mime-types or DRM mechanisms are utilized currently in OMA enablers.

4.1.3 Benefits

A light-weight technical solution provided by OMA might safe guard the various entities in the mobile advertising community and will give an interoperable way to exchange testable advertising regulator restrictions.

5. Use Cases

5.1 Regulatory Interception

5.1.1 Short Description

A regulator issues a screening/warning/ban for advertising content. 

Regulators may issue restrictions for Advertisers, specific advertising content or age groups.

As an example, in beginning of 2006 the Australian tourism campaign contained the phase “Where the bloody hell are you?” in it. Britain’s advertising regulator banned this for a while, with the reason of “strong language”. The TV regulator adopted the ruling and had the TV commercial censored by bleeping the word “bloody”.

After intervention of the Australian Minister of Tourism, the ban was removed.

5.1.2 Primary Actors

	Actor
	Description

	User
	A user that consumes the advertisement

	Advertiser
	An entity producing advertising content

	Declaration
	Declaration of Compliance, usually delivered by the Advertiser

	Operator
	The operator servicing the User

	Regulator
	Advertising Regulator

	Restriction
	Restriction published by the Regulator, or in some cases by Operator, User etc.


5.1.3 Actor Specific Benefits

	Actor
	Benefit

	User
	Receives only suitable advertisements

	Advertiser
	Fulfils its obligation of advertisement content restrictions

	Operator
	Is not liable for the content exposure

	Regulator
	Regulation is enforced


5.1.4 Pre-conditions

· Regulator publishes an ad regulation.

· User is a registered user of the mobile advertising service.

· Advertiser delivers content together with an advertising declaration.

· Advertisement selection process is enabled for User.

· Operator aggregates (stores) the ad content for publication.

5.1.5 Post-conditions

· User has received only suitable ad content.

5.1.6 Normal Flow

1. Regulator informs Operator of restriction.

2. Operator receives restriction and verifies existing ad declarations.

a. [Alternate] Advertiser sends new content, together with declaration.

b. Operator accepts / rejects ad due to regulator restriction and declaration.

3. The subscription class of User is determined by Operator.

a. Operator allows / rejects publication of ad to user.

4. Operator spawns the advertisement selection process and an appropriate advertisement is selected.

5. The selected advertisement is delivered to User.
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