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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 Selection for Mobile Advertising” use case (contribution OMA-MobAd-2007-0020R02-INP_Content_Selection_use_case.zip) 
2 Summary of Contribution

The contribution completes the GAP Analysis referred to the  “Content Selection for Mobile Advertising” use case (contribution OMA-MobAd-2007-0020R02-INP_Content_Selection_use_case.zip

).
Four kind of sources are considered to select an ad to a particular user, or group of them: static user profile (i.e. subscription), dynamic information (e.g. Location), cross-selling (i.e. user behaviour), user content (i.e. tagging), ensuring the proper format & look & feel for the ad before delivery (e.g. size). A gap analysis trying to identify the lack of standards is presented. 

3 Detailed Proposal

8.6 Gap Analysis – ¡Error! No se encuentra el origen de la referencia. Use Case (Section ¡Error! No se encuentra el origen de la referencia.)
The Content Selection for Mobile Advertising use case describes all the information sources that can be used to target a particular advertisement to a user, in order to personalize the ads, that will derive to a higher consumer acceptance of the advertising services.

One kind of source is based on profile of the user, either static or dynamic. As described above, the enhancement of user profile with advertising information has been considered as a general gap in the advertising standards (Editor’s note: put reference). Some detailed information is provided here:

In the case of a static profile, the OMA PAG WG is defining an XML user profile within the XDM Enabler by witch a particular user might expose its preferences. This user profile may include (not limited to) gender, birth date and hobbies, but it could be extended with any other elements from any other namespaces. This profile is tipically used through search queries to discover communication partners (e.g. chat) or through requests to obtain information about a specific user. Is needed to match this profile and its usage with the advertisement requirements to potentially create some extensions, or define the profile’s usage by the advertising framework. Other user profile mechanisms are not precluded.

For the case of a dynamic user profile (i.e. user behaviour), the ad selection might be achieved using the metering information described in the use case “Recording and Collection of Advertising Metrics” (Editor’s note: put reference), in which information about what applications the subscriber uses more often, and which ads causes more impact in it, is delivered. The storage of the information per subscriber base is needed in this case.

Other sources to target the ads are dynamic user information (e.g. presence or location), or the categorization of the content that the user has on its device (e.g. by ID3 tags). No gap has been identified to manage and use this information.
In all the cases, after defining the context of the subscribers, using one or more of the defined sources, there is a lack of standard ways to categorize an ad in order to automatically match it with a particular user or group of them. As described in the general gap analysis section (Editor’s note: put reference) the definition of advertising metadata and its usage is a key point for the successful of this market.
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 provide a 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. 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.
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 discuss this contribution and agree it to be reflected in the WP.
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