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1 Reason for Contribution

This contribution is adding some aspects to an existing use case, and identifies a potential gap related to those aspects.
2 Summary of Contribution

For convenience, we attached some unexplored aspects to an existing use case (there was not sufficient justification for a completely new use case). Advertisers need to be attracted into the MobAd value chain. One of the prerequisites is for them to be convinced that their ads will play as designed/planned by them, in order to achieve the desired effect on the audience. That includes certain formats and/or otherwise look & feel of the ad. In that sense, the Internet Advertising Bureau (IAB) provides standard guidelines for Internet advertising formats (e.g. banners) exactly for that very reason. It is likely that not all devices can present advertisements that are offered in large variety of formats & look & feels, and that may imply not reaching a sufficiently large audience. Mobile Advertising has to ensure that when played on Mobile Devices, the ads formats and look & feel are consistent with the intent of the Advertisers. An alternative scenario has been added to the Content Selection scenario to emphasize this aspect. In addition, a potential gap related to this aspect has been identified.
3 Detailed Proposal

Change 1:
7.8 Content Selection for Mobile Advertising

7.8.1  ASK  \* MERGEFORMAT Short Description

One of the most important advantages of mobile advertising is the high grade of personalization reachable on the ads delivered to the end user. This makes this channel very attractive to advertisers, for as this leverages the penetration and knowledge of the brand(s). This use case shows the need of a specific actor, the Content Selector, which performs the task of selecting the most appropriate ad to be delivered, with help of profitable information about the user. The flows of the use case depend on the type of user information: the user’s profile (stored in the operator /content provider database), the user browsing records, and some other kind of info (metadata about the music stored in user’s device). 
7.8.2 Actors

· User (subscriber): The one consuming the advertisement service. 

· Content selector: Entity which, based on a series of criteria (user profile, browsing / transacting records, ID3 tags from MP3 stored on the device, etc…) selects the most appropriate advertisement content to be delivered to the user. Could be an integrated entity of the Service Provider and / or Operator, or an independent one.

· Advertiser: Entity sending its latest ads to the service provider, as well as some metadata for its classification.

· Service Provider, Operator: Stores data from the user, such as its profile to filter the ads; this data is expected from the Content Selector. Provides the mobile advertising service. 

7.8.3 Actor Specific Issues

· User: is able to create a profile specifying, among other information, what kind of ads he’s accepting / wanting to receive; avoiding thus to receive unwanted content.  

· Service Provider: wishes to provide a good experience to the users of their services, satisfying their needs and preferences.

· Advertiser:  doesn’t need to take into account the final target of its ads, since there is another entity  performing this task. 

· Content Selector: Gathers data from the rest of actors (User, Advertiser, Service Provider) and makes a final decision on the content to be delivered. 

7.8.4 Actor Specific Benefits

· User (subscriber): receives advertisements matching his / her profile and selections; so they are more profitable. The advertisements have the format & look-and-feel that make them consistent with the brand that the user may be familiar with, or may begin to familiarize with.
· Advertiser: Leverages its level of penetration and knowledge sending its ads to the user more likely taking advantage of its products. The MobAd framework ensures that the ad is presented in a format following the original design and consistent with the expectations of the advertiser, in order to have the desired impact.
· Service provider: Offers new services to its clients; obtaining a high level of trust and interest and could attract new clients. 
7.8.5 Pre-conditions

· Service Provider: needs to be coordinated with the Content Selector; and has an agreement with the advertiser.

· Advertiser: has an agreement with the Service Provider and probably, with the Content Selector. This agreement is needed so the advertiser could leave to the Content Selector the decision about the content to be sent to the user. The ad is available in one or more pre-agreed formats (prefereable), or the advertiser has pre-agreed that it can be appropriately transcoded on-the-fly without the need for the advertiser to review it before delivery.
· User (subscriber): Has submitted to the Service Provider (via the Operator or not) its profile with the most significant data about his /her preferences to receive advertisements.

· Content selector: Owns the information needed to decide which ad content is the most suitable and convenient for the user; based on the data available.

7.8.6 Post-conditions

· User (subscriber): has received the advertisement, following his/her preferences, browsing records, etc…

· Content Selector: has sent the most adequate advertisement to the user.

· Advertiser: knows that its advertisements have been sent to the best targets (through the Content Selector); to maximize the penetration and knowledge of the brand. The advertiser is ensured that the format & look-and-feel of the advertisement are consistent with its original design and with the SLA they have in that sense with the Service Provider.
7.8.7 Normal Flow
1. The advertiser sends its last ads offering its products to the service provider database. 

2. The Service Provider makes available to the Content Selector the information about the profile of the user, related to his / her preferences to receive ads; then the Content Selector will be able to decide which ad suits better user preferences. 

3. The Content Selector compares the metadata classifying the ads and the info provided by the Service Provider about the user. 

4. The Content Selector decides which ad is the most suitable to be sent to the user, and provides its response to the Service Provider.

5. The Service Provider sends the advertisement(s) to the user. 
7.8.8 Alternative Flow 1 (cross-selling)

1. Same as Normal Flow step1.

2. The Service Provider accesses to some metrics records of the user’s behaviour in different services (e.g. the browsing history), on a regular basis or once the advertiser has sent new ads.

3. The Service Provider makes available to the Content Selector the records of the user (e.g. the browsing history), as well as the metadata corresponding to the ads added by advertiser.

4. Same as Normal Flow step 3.

5. Same as Normal Flow step 4.

6. The Service Provider sends the advertisement(s) to the user, using a delivery channel that has not to do with the analysed records (e.g. SMS) 
7.8.9 Alternative Flow 2 (ID3 Tag)
1. The advertiser, an important seller of multimedia content (songs, polytones, video, etc…) sends its last ads to the Service Provider database. 

2. The Service Provider accesses to the ID3 tags from the multimedia files on user’s device, on a regular basis or once the advertiser has sent new ads.

3. The Service Provider makes available to the Content Selector the information contained on the ID3 tags, as well as the metadata corresponding to the ads added by advertiser.

4. Same as Normal Flow step 3.

5. Same as Normal Flow step 4.

6. Same as Normal Flow step 5.
7.8.10 Alternative Flow 3 (Real Time Information: Location)
1. The advertiser, a restaurant located close to the current device location, has sent its advertisements to the Service Provider database. The ads sent also contain some metadata to identify the advertiser location.

2. The Service Provider, via the available mechanisms, retrieves the location of the device, which could be seen as a part of the user’s real time profile.

3. The Service Provider makes available to the Content Selector the information about the device’s location, as well as the metadata corresponding to the ads added by advertiser.

4. Same as Normal Flow 3.

5. Depending on the metadata about the advertiser location, and the current user location, the Content Selector decides which ad is the most suitable to be sent to the user, and provides its response to the Service Provider.

6. Same as Normal Flow step 5.

7.8.11 Alternative Flow 4 – ensuring the proper format & look & feel for the ad before delivery.
    

Note: this alternative is a valid add-on to the normal flow and all other alternative flows, and it fits in detailed sub-steps of step 5 in the normal flow (sub-steps of step 6 in the other alternative flows)..
1. The Service Provider determines the format(s) available for the ad from the advertisers, or whether the ad can be transcoded if needed. Alternatively, this could have been provided already by the Content Selector in the normal flow, step 4.
2. The Service Provider determines the device type of the user in order to ensure the appropriate format and look & feel of the ad. If the target consists of multiple users (multicast or broadcast) it determines the formats that can be accepted by the targeted users.

3. The Service Provider selects the appropriate format for the ad, matching it with the users that it is targeting. This may result in multiple target lists, to match the property of devices that are targeted, while keeping the desired impact of the ad, by supporting a pre-agreed ad format. In case none of the pre-agreed formats can be supported by some devices, the ad may be transcoded if the SLA with the advertiser allows it, otherwise the users with the devices identified as not capable of presenting the ad in the pre-agreed formats are eliminated from the target list.
7.8.11 Operational and Quality of Experience Requirements
1. The service must follow security and privacy global established requirements.

2. The user profile must categorize to the maximum extent the kind of advertisements wanted to be received by the user.

3. The Content Selector intelligence must make the most of the information received from the advertisements and the user data.

4. The roundtrip time experienced by the user during the reception of the ad, and the additional information, shall remain acceptable.

5. The user (subscriber) should be able to request further information about the received product and/or service.
End Change 1
Change 2:
8.x Content Selection needs to guarantee expected impact of ad (use case 7.8 Content Selection)

Sub-steps in the normal flow of this use case (applicable in any of the alternative flows, and generally applicable for most other use cases) have been identified to describe how content selection needs to take into consideration that once identified, a mobile ad needs to be provided in as manner consistent with the original intent of the ad. Advertisers are very particular about the format and look & feel of the ad, since it represents a brand and it was designed with certain goals and impact in mind. There is a huge variety of ads that exist and can be provided on-line. However, the mobile devices add constraints with respect to what can be presented, with the expected effect on those devices. Two technical alternatives exist, and both may need to be supported. One alternative is to limit the number of standard formats for mobile ads to a relatively small number (in the 2-5 range), applicable to each category of ads that can be identified, and ask advertisers to provide ads in those formats for the Mobile Advertising chain. This alternative is preferable because it simplifies the selection and targeting criteria, and it is easy to enforce SLAs between service Provider and Advertisers. It also ensures low-latency performance, hence is preferable since decisions about ad and audience selection sometime need to be made in real-time. The other alternative is to transcode a format (any format) of the ad, into a format that is accepted by any device (or by any category of devices). This relieves the advertiser (or some 3rd party providing the service of formatting for the advertisers) of the need to pre-format the ads to a standard format, instead makes for more cumbersome SLAs between Service Provider and advertisers, since it needs to clarify if transcoding is allowed and in what conditions. It also adds latency into the real-time process of delivery.
The lack of standards in pre-agreed formats for content in general is technically a more generic gap than just the one for mobile advertisements; however, business models for Mobile Advertising are much more dependent on the solution to this problem. It is worthwhile noting that this problem has attracted the interest of different industry forums. The Internet Advertising Bureau is providing standard guidelines for (at least some) Internet ads, and the Mobile Marketing Association (MMA) is planning to providea library of formats for mobile ads. OMA needs to understand and support in its work related to Mobile Advertising, the standards resulting from such external organizations.. In that sense, liaisons with these external organizations may be leveraged by OMA in assessing the maturity of the work, how to support/endorse in its work what these organizations are producing, and whether there are remaining gaps for OMA to address.In a similar trend, OMA could study the issue of standardizing formats of ads for the Mobile Devices. Note that this is mainly an issue with “free Internet” content, which may arrive from anywhere outside the Service Provider’s “walled garden”, rather than with content that originates within the Service Provider’s domain.
End Change 2
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 add the changes proposed to the existing Content Selection use case (in the whitepaper), and to add the identified gap to the whitepaper Gap Analysis section.
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