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1 Reason for Contribution

To revise the input on background information for Mobile Advertising based on the comments and feedback received during the face to face meeting in Amsterdam. However, I did not consider two comments suggesting to delete last sentences in paragraph five and six since they were not very clear to us..
2 Summary of Contribution

Provides some text for the MobAd framework in section 5, Background of Mobile Advertising with the intention to give the latest on the state of the mobile market advertising industry.
3 Detailed Proposal

5. Background of Mobile Advertising 

Until recently, many global mobile operator companies did not allow advertising on their mobile networks. However, many operators now see an opportunity in mobile advertising as a way to make up for declining voice revenue. Most advertisements, though, are sent and seen via on-deck pages which are controlled by mobile operators and 
where mobile users can check out weather reports, top news headlines and sport activities and find quick links for content downloads. This kind of Web surfing accounts for about 80% of total mobile Web surfing, but this is changing now and mobile operators are opening up and allow off-deck Web surfing too, which allows the users to go outside the operators’ web sites.

There are a number of mobile advertising platforms available on the market and their key capabilities and functionalities focus on connecting advertisers and publishers to reach mobile consumers. The result is these platforms intelligently predict and influence consumer behavior by including the ability to tie ads to user interests according to their choices and incorporate key variables such as age, gender, geographic location and ad response history. Furtheremore, this would enable interactive advertisements, as it is the case with a trial in Nordic countries, where mobile users can interact with TV shows via Mobile TV and contribute by uploading photos and video clips.  

Another fundamental capability where the current focus of the mobile advertising industry is around search advertising capability and off-deck Web access. Search advertising is mainly driven by real Web and not necessarily mobile web, which in a way emphasises the need to work with existing search engines. We are seeing cases and a number of deals signed where different mobile operators are working with different search engines and search applications to promote search advertising. On the other side, there are some ideas and initiatives by some big global mobile operators to create a mobile phone search engine that could challenge existing Web-based search engines.     

Overall, year 2006 was a busy year with many mobile ad platforms trials, but 2007 is expected to be a pivotal  year for Mobile Advertising. The trials in 2006 were mainly performed with the mobile device limitations in mind and not with the opportunities and benefits that mobile advertising offers. What is still missing or still hasn’t been achieved is a consistent advertisement platform that would be embraced by mobile users. This means to bring the advertising to mobile devices in a way that mobile users would accept and enable them to avoid ‘walled gardens’. This is a challenge and this is where OMA can step in to standardise this type of platform.
In addition, a still remaining issue is finding out how effective the mobile advertising is and whether this is changing consumer behaviour. However, some efforts are being made and some software management is being added to track the advertising effectiveness. It is believed that mobile advertising could not be particularly effective until marketers could regularly and easily buy space for video clips and until sound and motion is added.
To summarize, it is believed that it would be very beneficial to have a common understanding within the industry on how to provide targeted advertisements to mobile users within the barriers of their acceptance.
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

To be reviewed by the BoF and agree to insert in the framework.[image: image1][image: image2][image: image3]
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