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1 Reason for Contribution

This contribution addresses part of the Action Item MobAd-2007-A037: “To provide gap analysis of their own specific use cases”. In particular this contribution present the GAP Analysis for the “Content Subject to Advertisement” use case (contribution OMA-MobAd-2007-0030R01-INP__INP_Content_subject_to_advertisement_Use_Case) 
2 Summary of Contribution

GAP Analysis (from Internet): is a formal study of what a business is doing currently and where it wants to go in the future.

In the scope of the OMA MobAd BoF, the GAP Analysis should compare the current Enablers (already developed or in process)  with the identified Mobile Advertising scenarios, to find issues that are not covered and might be interesting to address in the future.

The contribution presents the GAP Analysis referred to the  “Content Subject to Advertisement” use case (contribution OMA-MobAd-2007-0030R01-INP__INP_Content_subject_to_advertisement_Use_Case), and tries to identify:

· Which technologies are more suitable to enable this advertising use case.

· Which part of this technologies might be completed to enable this advertising use case.

3 Detailed Proposal

8. GAP Analysis

…

The Content Subject to Advertisement [section X.Y
] establishes a relationship between some content purchased by the user and a particular Advertisement that must be “consumed” by the user to finally enjoy the content, in order to ensure that the advertisement is seen by the user.

Some service approaches are being currently used to ensure this functionality, for instance, the service provider might disable the user control commands (e.g. fast forward) to ensure that the advertisement is entirely placed in the screen during a particular amount of time. This approaches slightly address the possible business models drafted with this use case.

Creating some enabler facilities to control the consumption of the advertisements would create logical relationships between advertisements and content that might improve the business models for service providers and advertisers.  For example (but not limited to):  


· The consumption of a particular advertisement might give the user the rights to consume the content only a limited number of times.
· The consumption of a particular advertisement might give the user the rights to forward the content to another user, but the content would be forwarded with the advertisement, thus it enables viral marketing.

The Digital Rights Management (DRM) Enabler seems to cover part of the use case. The current DRM Enablers (v2.1, at the time of this analysis) provide the technology to establish the permissions (play, print, etc) of the user over a particular content.
A permission is fine-grained described in terms of constraints, e.g. one of the following types: Count (specifies the number of times a permission may be granted), timed-count (same as count timer attribute), datetime (specifies the time range, respectively the time limit, for a containing permission.), individual (specifies the individual to which content is bound).
There’s no an standardized way to bound some permissions to a third content (advertisement). This issue is considered as one  GAP of DRM in terms of advertising.
……
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

Is recommended to the group:

1. Identify the better way to present the GAP Analysis in the WP, this is only a draft proposal.

2. Discuss the content of this particular GAP Analysis and agree to include it in the white paper and in further recommendations to OMA.
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