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1 Reason for Contribution

We feel the definition is not appropriate and much of the existing text can be changed to the scope based on doc 2007-0004R01. 

2 Summary of Contribution

· We propose a definition for ‘Advertising’ that is general but clear and we propose text to the scope keeping the meaning of, but embellishing, doc 2007-004R01 
3 Detailed Proposal

Change 1:  Definition Change
3.1 Definitions

	Advertising 
	“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”, from the American Marketing Association.
In the definition of ‘advertisement’ AMA uses the word ’advertisements’ in it’s definition.  We at OMA avoid using the word in the definition we want to define.  We also feel this definition is too wordy: sounds as if the ad is being delivered based on user information.  Propose to say:

“The presentation of information (text-based, image-based, etc), persuading consumers to take some action (buy, try, talk about, etc) on an organization’s services or products. 

	
	


Change 2: Major Change but need input to complete
4.
Introduction
Advertising has appeared in media channels such as, radio, TV, internet.  Mobile advertising adds another channel; mobile devices (i.e., mobile phones, PDAs). The market is ready to be reached by mobile advertisements. (refer to NY Times Jan 20th article: “Madison Avenue Calling; Cellphone Subscribers Could Start to Lower Their Bills by Watching Ads” In addition, the technology to enable mobile advertising is maturing but early staged standards will ensure a wide deployment of interoperable advertising systems which will encourage distribution of advertisements to consumers and almost independent of their location. 

Mobile advertising channel takes advantage of all the mobile capabilities, achieving in this way several advertising efficiencies:

-
reaching consumers on a device which is used several times daily.

-
sending consumer-relevant advertisements based on a consumer’s demographics

- updating advertisement content dynamically to keep up with market changes/fluctuations

- allowing customers to redeem advertised content independent of their device

- OTHERS (ask BoF Group)
The following give a macro understanding of the types of usages that need to be addressed.  These use cases will expand in complexity as technology and consumer needs mature.

Use Cases:

List here

From: OMA-MobAd-2007-0005R01-WP_Use_Cases_Proposal
1. Peer-to-peer Messaging Induced Advertising
2. Pull Induced Advertising
3. Push Advertising
First examples of mobile advertising date from 2001 with SMS. But the true growth of this technology started in 2005 with affordable handsets, piqued interest in multimedia content, and the rollout of new network technologies such as 3G and HDSPA.

The field covered by Mobile Advertising is broad and reveals problems to be resolved. There are obvious implications on such things as security, privacy, business and pay models, customization and acceptance of advertising.  These aspects reach still another dimension because the roles of the many actors in 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 becomes clear that the final investment and result of mobile advertising will depend on the entities in the mobile advertising value chain collaborating and potentially creating new business models. 

Until recently mobile advertising was driven by such organizations as the Mobile Marketing Association [MMA],, which gathers principally non-technological companies;  the Mobile Entertainment Forum [MEF], which xxxxxx; and on the Interactive Advertising Bureau [IAB], which xxxxxxx.  But there are technical implications of mobile advertising that intersect where OMA can contribute to promote mobile advertising. 

Some of these issues are, though on the periphery, already being addressed within OMA, such as xxx, xxx and xxx.  The mobile advertisement work OMA produces will reference this work.  It is reasonable, then, to analyze the relationship between the technical and commercial aspects that mobile advertising involves.

This White Paper tries to establish a background framework for the scope of mobile advertising, so that a common understanding can be reached in order to find the areas where technical work needs to be addressed. 
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

Ecrio would like this contribution to be agreed as the Introduction section for the White Paper.
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