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1 Reason for Contribution

The scope of the Mobile Advertising Framework, Scope and Initiatives white paper includes use cases or scenarios that are to be supported in the context of a Mobile Advertising framework.  This contribution contains two proposed use cases.
2 Summary of Contribution

This document proposes two mobile advertising use cases.  The first use case concerns a subscriber to a mobile broadcast service who receives personalised ads over the broadcast channel that are cached on his device and inserted into the broadcast content.  The second use case describes the collection of advertisement metric data, such as numbers of ad impressions and clicks, from mobile devices and the use of this data for ad targeting, measurement of ad response rates, and billing.
R01 incorporates changes suggested on the 31 Jan MobAd conference call, including use of the OMA RD use case template, 
3 Detailed Proposal

6.1 Personalised Advertisements in a Broadcast Service

6.2 Short Description
John subscribes to a video broadcast service and agrees to receive advertising along with the broadcast content.  However, he would prefer to receive ads only for products and services that are of interest to him.  John’s service provider offers a personalised ad feature that enables the insertion of subscriber-specific ads during ad breaks in the broadcast content.
6.2.1 Primary Actors
	Actor
	Description

	John
	A user who subscribes to a mobile broadcast service

	Broadcast Service Provider
	The service provider that offers the mobile broadcast service that John subscribes to

	Advertisers
	Merchants who would like to advertise their products and services via the mobile broadcast service 


6.2.2 Actor Specific Benefits
	Actor
	Benefit

	John
	Enjoys the mobile broadcast service at a reduced price, and receives advertisements for products and services that interest him

	Broadcast Service Provider
	Obtains additional revenue from the broadcast service through the billing of advertisers

	Advertisers
	Are able to market their products and services effectively to mobile broadcast service subscribers through the use of ads that are targeted to interested recipients


6.2.3 Pre-conditions

· John subscribes to the mobile broadcast service, 
· John agrees to receive advertisements in his mobile broadcast service in exchange for a lower subscription rate
· John completes a profile of his vital statistics (age, gender, residence address, etc.) and interests, which will be used to filter the ads he will view along with the broadcast content.
6.2.4 Post-conditions

· John enjoys broadcast content that includes advertisements which match his interests.
Normal Flow
1. 
2. John’s broadcast service provider reserves a portion of the broadcast channel for advertisement transmission.  Each advertisement is labelled with metadata that characterises the subscribers who would be interested in viewing the advertisement.

3. John’s mobile device monitors the broadcast advertisement transmission.  Using John’s profile and the ad metadata, his device filters the advertisements and caches only those ads which match John’s interests.
4. John begins watching one of the video channels of the broadcast service.  After some time, the program reaches a pre-specified advertisement break.
5. John’s mobile device selects one or more advertisements from the cache and plays them during the advertisement break.  Ad selection depends on a number of factors, e.g. number of times each ad has already been played, time since last play, John’s current context (e.g. time of day, location), etc.

Alternate Flows
· John’s service provider identifies certain (non-personalised) ads that it wants to send to all its subscribers (e.g. announcements of new program offerings).  These ads are inserted into the broadcast content on the network side.

· The advertisements can also be sent point-to-point to each individual subscriber, in which case the personalisation can be done on the network side instead of on John’s device.

· John’s device has a Rich Media client that displays broadcast content in the upper part of the device screen, with a small screen area at the bottom that can be used for advertisement display.  To avoid interruption of the broadcast video content, John chooses to have ads displayed on the bottom of the screen simultaneously with the video content at the top.

6.3 Recording and Collection of Advertising Metrics

6.4 Short Description
Sarah agrees to receive advertising as part of a number of services she subscribes to on her mobile device.  In order to determine the effectiveness of the advertising, bill the advertisers, and tailor the advertising to Sarah’s interests, Sarah’s service provider would like to gather information about which ads Sarah actually views, which of those ads she actually clicks on, etc.  
6.4.1 Primary Actors

	Actor
	Description

	Sarah
	A user who subscribes to MMS, IM and PoC services

	Michael
	Friend of Sarah, who also subscribes to an MMS service

	Michelle
	Friend of Sarah, who also subscribes to an IM service

	Service Provider
	The service provider that offers the services that Sarah subscribes to

	Advertisers
	Merchants who would like to advertise their products and services to mobile subscribers 


6.4.2 Actor Specific Benefits

	Actor
	Benefit

	Sarah
	Enjoys her services at a reduced price, and receives advertisements for products and services that interest her

	Service Provider
	Obtains additional revenue from its MMS, IM and PoC services through the billing of advertisers

	Advertisers
	Are able to market their products and services effectively to mobile subscribers through the use of ads that are targeted to interested recipients


6.4.3 Pre-conditions

· Sarah subscribes to a number of services, including MMS, PoC and IM.
· Sarah agrees to receive advertising in exchange for lower service subscription rates.
· Sarah agrees to allow her device to report ad metric and application usage information to her service provider, and her service provider agrees to keep this information private.
6.4.4 Post-conditions

· Sarah receives advertisements along with her MMS, IM and PoC service.
· Sarah’s service provider receives data on Sarah’s ad viewing, ad responses, and application usage and uses this information for advertiser billing and better targeting of the ad campaigns.
Normal Flow
· 
1. Sarah receives an MMS message from her friend Michael.  Attached to the message is an ad for a new seafood restaurant with a link that allows the recipient to obtain a discount coupon.  Since Sarah does not like seafood, she chooses not to click on the link.  Sarah’s device records an ad impression for the seafood restaurant ad.
2. Sarah starts an IM conversation with her friend Michelle.  During the conversation, she is presented with an ad for an upcoming U2 concert in her city.  Sarah is a big U2 fan, so she clicks on a link in the ad and purchases tickets for the concert.  Sarah’s device logs both an ad impression and a click for the U2 concert ad.
3. At a later time, Sarah’s mobile device is contacted by an ad metrics collection server operated by her service provider.  The server collects information about Sarah’s viewing and consumption of advertisements since the last time her device was contacted, including the seafood restaurant and U2 concert ads.  Her service provider uses this data to calculate the bills for the advertisers of the seafood restaurant and the U2 concert.
4. From these ad metrics and others collected from Sarah’s device, her service provider determines that Sarah uses her IM application much more frequently than her MMS and PoC applications, and that she often responds to entertainment-related ads.  Sarah’s service provider adjusts the mix of ads sent to Sarah accordingly.
5. In combining Sarah’s ad metric data with that from other subscribers, her service provider notices that the seafood restaurant ad is not generating many responses.  The ad campaign is modified so that the ads are sent around dinnertime and are targeted to users who are in close proximity to the restaurant.  These changes produce a much greater response rate to the ad.
Alternate Flows
· In Step 3, Sarah’s device automatically contacts her service provider’s ad metrics collection server on a periodic basis.

· In Step 2, it might also  be necessary to record some ad metric data in the network, in addition to the data recorded on Sarah’s device (for example, while her device knows that she clicked on the concert ticket ad, only a server in the network would know that she actually purchased tickets for the concert).
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

We recommend discussion of these use cases by the MobAd BoF and their inclusion in the Mobile Advertising Framework, Scope and Initiatives white paper.
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