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1 Reason for Contribution

This contribution addresses:
MobAd-2007-A014: To create a use case in relation to Interactivity.
MobAd-2007-A019: To create an input to address the billing models inside the interactive use case.
2 Summary of Contribution

This contribution proposes a use case based on Interactive Mobile Advertising for the White Paper ‘Mobile Advertising, Framework, Scope and Initiatives’.

3 Detailed Proposal

6. Scenarios

6.X.1 Interactive Mobile Advertising

6.X.1  ASK  \* MERGEFORMAT Short Description

While the user is consuming a content (e.g. music video), some advertisement appears sharing the screen. The user is able to interact with the advertisement by means of selecting some products (e.g. tickets for a concert).

This use case might apply either to broadcast or point to point advertisements, but a return channel (user to advertiser) is needed in both cases.
6.X.2 Actors

User: of mobile services and consumer of the advertisements.

Service Provider: entity providing the mobile advertising service.

Advertiser:  content provider (brand) that sends the advertisements to the users.

6.X.2.1 Actor Specific Issues

User: is able to interact directly with the advertiser. 
Service Provider: wishes to provide a good experience for users of their services, satisfying user’s necessities at every moment and  his/her preferences when possible.

Advertiser:  is able to interact directly with the final user, metering the impact of the particular advertisement. 
6.X.2.2 Actor Specific Benefits

User: could have a better mobile experience.

Service Provider: offers new attractive services to their clients.

Advertiser:  May cause a big impact to the user, and then obtain an important redemption.
6.X.3 Pre-conditions

User: Has a client that supports the interactive advertisement.

Service Provider:  Is able to meter the use of the advertisement.

Advertiser: Is able to provide interactive advertisements.

6.X.4 Post-conditions

User: has received a message and interacts with it.

Service Provider:  Has measured the impact of the advertisement.

Advertiser: Has being in direct contact with the user, and has potentially offered his products or services.

6.X.5 Normal Flow
1) The user is watching a music video of a concert in the Vienna’s Opera.

An interactive advertisement appears sharing the screen with the video: it presents the free spaces of the theatre for the next concert with a text: “to book one ticket, click on the theatre’s area that you like”.

2) The user interacts with the advertisement by clicking the second floor area of the theatre. 

3) The advertiser receives the requests, books the ticket and charges the user.

4) The service provider charges the advertiser by CPA
.

5) The advertisement disappears from the user’s screen and the video fits into the whole screen.
6.X.6 Alternative Flow 1 (User doesn’t interact)

In this case, the user doesn’t interact with the advertisement:

4) The user doesn’t interact with the advertisement.

5) Some predetermined seconds later, the advertisement disappears from the user’s screen.

6) The advertised isn’t charged by the services provider as no action has been performed by the user regarding the advertisement received.

6.X.6 Alternative Flow 2 (Different billing method)

2) The advertiser and services provider agreed to use CPM
 as the billing method. Therefore, each appearance on a user’s screen has a cost for the advertiser, regardless of the subsequent user actions.  

3) The user could answer to the ad received and book a ticket, or decline the offer. 

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 recommendation is to discuss this contribution within the MobAd BoF and to see if it is possible to agree on a first set of use cases to be included in the White Paper. This concerns both the presentation format and the content of the use cases themselves.










� CPA: Cost per Action; charging method in advertising, in which an advertiser only pays for the ad when an action has occurred.


� CPM: Cost per Mile; charging method in advertising, based on the number of (thousand) times that an advertisement is shown to the viewers.





NO REPRESENTATIONS OR WARRANTIES (WHETHER EXPRESS OR IMPLIED) ARE MADE BY THE OPEN MOBILE ALLIANCE OR ANY OPEN MOBILE ALLIANCE MEMBER OR ITS AFFILIATES REGARDING ANY OF THE IPR’S REPRESENTED ON THE “OMA IPR DECLARATIONS” LIST, INCLUDING, BUT NOT LIMITED TO THE ACCURACY, COMPLETENESS, VALIDITY OR RELEVANCE OF THE INFORMATION OR WHETHER OR NOT SUCH RIGHTS ARE ESSENTIAL OR NON-ESSENTIAL.

THE OPEN MOBILE ALLIANCE IS NOT LIABLE FOR AND HEREBY DISCLAIMS ANY DIRECT, INDIRECT, PUNITIVE, SPECIAL, INCIDENTAL, CONSEQUENTIAL, OR EXEMPLARY DAMAGES ARISING OUT OF OR IN CONNECTION WITH THE USE OF DOCUMENTS AND THE INFORMATION CONTAINED IN THE DOCUMENTS.

USE OF THIS DOCUMENT BY NON-OMA MEMBERS IS SUBJECT TO ALL OF THE TERMS AND CONDITIONS OF THE USE AGREEMENT (located at http://www.openmobilealliance.org/UseAgreement.html) AND IF YOU HAVE NOT AGREED TO THE TERMS OF THE USE AGREEMENT, YOU DO NOT HAVE THE RIGHT TO USE, COPY OR DISTRIBUTE THIS DOCUMENT.

THIS DOCUMENT IS PROVIDED ON AN "AS IS" "AS AVAILABLE" AND "WITH ALL FAULTS" BASIS.

© 2006 Open Mobile Alliance Ltd.  All Rights Reserved.
Page 1 (of 3)
Used with the permission of the Open Mobile Alliance Ltd. under the terms as stated in this document.
[OMA-Template-InputContribution-20060101-I]

© 2006 Open Mobile Alliance Ltd.  All Rights Reserved.
Page 3 (of 3)
Used with the permission of the Open Mobile Alliance Ltd. under the terms as stated in this document.
[OMA-Template-InputContribution-20060101-I]

