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1 Reason for Contribution

This contribution is adding some aspects to the Recording and Collection of Advertising Metrics use case.
2 Summary of Contribution

For convenience, we attached some changes to an existing use case (a completely new use case was not justified). The issue handled is the need to use large amounts of collected information reporting user reaction from the entire audience (if possible) in order to be able to certify and publish the size of the audience. Such statistics reports can be used by Service Providers (in order to offer a better service, as a feedback mechanism; and in order to convince more advertisers to join the value chain) and by advertisers to refine their campaigns.
A new bullet item is proposed for the normal flow, and a new gap related to it.
3 Detailed Proposal

Change 1:
x.y Recording and Collection of Advertising Metrics

x.y.1               Short Description

Sarah agrees to receive advertising as part of a number of services she subscribes to on her mobile device.  In order to determine the effectiveness of the advertising, bill the advertisers, and tailor the advertising to Sarah’s interests, Sarah’s service provider would like to gather information about which ads Sarah actually views, which of those ads she actually clicks on, etc.  Sarah’s service provider would also like to obtain information about which services Sarah uses most often so that the right numbers of ads targeted for each service can be sent to Sarah’s mobile device (e.g., she might receive an ad for a nearby currency exchange while she is using her currency converter application).

x.y.2               Primary Actors

	Actor
	Description

	Sarah
	A user who subscribes to MMS, IM, Music Download and PoC services

	Michael
	Friend of Sarah, who also subscribes to an MMS service

	Michelle
	Friend of Sarah, who also subscribes to an IM service

	Service Provider
	The service provider (e.g. mobile operator, off-deck portal) that offers the services that Sarah subscribes to

	Advertisers
	Merchants who would like to advertise their products and services to mobile subscribers 


x.y.3               Actor Specific Benefits

	Actor
	Benefit

	Sarah
	Enjoys her services at a reduced price, and receives advertisements for products and services that interest her

	Service Provider
	Obtains additional revenue from its MMS, IM and PoC services through the billing of advertisers. May offer a better service and additional revenue, because of the use of  metering capabilities. May consider charging for certified statistics report, or use them as a tool to attract more advertisers.

	Advertisers
	Are able to market their products and services effectively to mobile subscribers through the use of ads that are targeted to interested recipients and matched with the services that the recipients use most often. May use certified statistics reports to refine ad campaign.


x.y.4               Pre-conditions

· Sarah subscribes to a number of services, including MMS, PoC, Music Download and IM. 

· Sarah agrees to receive advertising in exchange for lower service subscription rates. 

· Sarah agrees to allow her device to report ad metric and application usage information to her service provider, and her service provider agrees to keep this information private.

x.y.5               Post-conditions

· Sarah receives advertisements along with her MMS, IM, Music Download and PoC service. 

· Sarah’s service provider receives data on Sarah’s ad viewing, ad responses, and application usage and uses this information for advertiser billing and better targeting of the ad campaigns.

x.y.6               Normal Flow

1.       Sarah receives an MMS message from her friend Michael.  Attached to the message is an ad for a new seafood restaurant with a link that allows the recipient to obtain a discount coupon.  Since Sarah does not like seafood, she chooses not to click on the link.  Sarah’s device records an ad impression for the seafood restaurant ad.

2.       Sarah starts an IM conversation with her friend Michelle.  During the conversation, she is presented with an ad for an upcoming U2 concert in her city.  Sarah is a big U2 fan, so she clicks on a link in the ad and purchases tickets for the concert.  Sarah’s device logs both an ad impression and a click for the U2 concert ad.

3.       At a later time, Sarah’s mobile device is contacted by an ad metrics collection server operated by her service provider.  The server collects information about Sarah’s viewing and consumption of advertisements since the last time her device was contacted, including the seafood restaurant and U2 concert ads.  The ad metrics collection server also contacts other servers in the network to determine the actual purchases that occurred as a result of the ads, including Sarah’s purchase of the U2 concert tickets.  Her service provider uses this data to calculate the bills for the advertisers of the seafood restaurant and the U2 concert.

4.       From these ad metrics and others collected from Sarah’s device, her service provider determines that Sarah uses her Music Download application much more frequently than her other applications, and that she often responds to entertainment-related ads.  Sarah’s service provider adjusts the mix of ads sent to Sarah accordingly.  

5.       While using her Music Download application, Sarah receives ads for new MP3 songs that she might like to purchase.  Because she receives these ads while she is already browsing for new music, it is very convenient for Sarah to respond to the ads.

6.       In combining Sarah’s ad metric data with that from other subscribers, her service provider notices that the seafood restaurant ad is not generating many responses.  The ad campaign is modified so that the ads are sent around dinnertime and are targeted to users who are in close proximity to the restaurant.  These changes produce a much greater response rate to the ad.
7.
Sarah’s ad metric data is combined in different ways with data from other subscribers also to achieve statistics about the size of audience for the ad, while preserving the subscribers’ anonymity. Such statistics reports can be certified and published and therefore serve as a valuable metric for all actors in the value chain (e.g. advertiser, service provider/operator).
x.y.7               Alternate Flow

· In Step 3, Sarah’s device automatically contacts her service provider’s ad metrics collection server on a periodic basis.

End Change 1
Change 2:
8.2 Recording and Collection of Advertising Metrics Use Case
The major functional elements needed to support this use case are

1. The ability to record information about which applications a subscriber uses most often

2. The ability to collect information about which ads a subscriber sees (ad impressions), which ads the subscriber clicks on, purchases resulting from ads, etc.

3. The ability to match advertisements with closely related applications, so that users receive ads appropriate to the context of the application they are currently using

4. The ability to combine in different ways information collected from the entire audience for an ad (group statistics), in order to be able to create reports that assert the reach of the ad. Such capability is dependent on data related to the delivery of and reaction to an individual ad to an individual subscriber, which needs to contain information that can be used to later correlate it with other data collected for other subscribers. Statistics reports may be certified and published, while preserving user anonymity is identified as a gap. This capability may have an impact on what information is collected and when it is collected, in order to allow later correlation. How the correlation is done, once the information is collected, including information allowing correlation to be performed is out-of-scope for the gap identified. Also, how reports are created, certified and published is out-of-scope for the gap identified.
The OMA Device Management (DM) WG is currently working on a Diagnostics and Monitoring (DiagMon) enabler [DM-DiagMon] that can be used to realize some of the above functional elements.  The DiagMon enabler builds on the OMA DM protocol, security framework and data model to enable the remote detection and repair of problems and faults on a mobile device.  The scope of DiagMon includes performance monitoring, in particular the reporting of Key Performance Indicators (KPIs), such as the number of call drops and the Received Signal Strength Indicator (RSSI) measurements, which have been collected on the mobile device.  The DM working group is planning to extend the set of KPIs to include application-related information such as which apps a subscriber uses, when and for how long, their location during app use, etc. (see document OMA-DM-2006-0078 for more information).

The DiagMon application monitoring functionality could clearly be used to implement the first functional element listed above.   To implement the second element, the set of DiagMon performance indicators could be extended to capture ad metrics as part of an OMA advertising work item, or a new DM Management Object (MO) could be defined specifically to contain advertising metrics.  

Regarding the third element listed, the matching of ads with related applications could take advantage of the ad metadata that was mentioned in the gap analysis for the personalized video ads use case.  It would also be necessary to associate profile information with applications so that the appropriate ads for each application can be chosen.

The Advertiser [implicitly the Ad content provider or the operator] could use an OMA-DCD channel (a.k.a. Ad-Channel[s]) for delivering Ads to the terminal. Ads could be delivered to a terminal in-band i.e. interleaved in a content channel or out-of-band on special Ad-channel[s]. DCD provides functionalities like DECA [DCD Enabled Client Application] registration via the CAR interface and data exchange via the CADE interface. This could be utilized by the Ad client [Ads client being a DECA] to register for Ad channel in the following ways:

· Voluntary mode, wherein the user picks ad channel[s] voluntarily from a set of ad-channels listed by the operator.

· Compulsory mode, wherein the operator subscribes the user automatically to ad-channels. The user in this case would have an SLA with the said operator.

The channel and the metadata per channel for Ads could be worked out in the scope of Mob-Ad. DCD has ongoing work to support usage tracking per channel. In this the server could collect usage of channel items via a usage-record. The server could send a DCD Notify message to the terminal, requesting for a usage-report. Alternatively, the server could provision the client with a report-interval in the channel configuration in which the client shall update the report with the server. The terminal shall update the metrics on the point to point DCD-3 interface. 

DCD client is application agnostic and hence the exact schema of the Ad metrics and application usage needs to be defined. This work could be carried out as a task in Mob-Ad group.


The Ad store and lifetime could be realized using the HTTP cache mechanism. The default lifetime shall be based on time. This time an Ad shall exist in cache could be decided by a cache sub-header in the deliver headers. This could be extended by an lifetime attributes for ads e.g.:

Number of times an ad is seen

· If an ad is clicked [e.g. http://] or dialed-to [e.g. tel:] could be a signal towards its removal from cache

· Ad presented ‘N’ times before the user in application[s] signals it towards a removal from cache
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 Change 1 proposed to the existing Recording and Collection of Advertising Metrics use case (in the whitepaper). If that is agreed, a further recommendation is to add an additional identified gap to the whitepaper Gap Analysis section related to this use case (Change 2).
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