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1 Reason for Contribution

To address action item MobAd-2006-A016 to provide Value Chain information for White Paper.
2 Summary of Contribution

Provide some text for Mobile advertising value chain in section 6.
3 Detailed Proposal

6. Mobile Advertising Value Chain 
Eight participants are identified within the Mobile advertising value chain (see Fig.1). However, Mobile Advertising is a developing market. The participants and their clear roles can vary on a case-by-case basis and are still in the process of being established. In fact, some players may operate in more than one role.
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Fig.1 Mobile advertising value chain
Advertiser: Advertisers are the companies, institutions, organizations, or individuals who pay for advertising space or time to present an announcement or persuasive message to the public. Since Mobile advertising can be combined with users’ location and contextual information, it is considered as a more targeted and effective manner. Advertiser collaborates with marketing agencies in the various ways to maximize value in the mobile marketing channel by delivering the right message to the right consumer at the right time. The messages delivered to wireless terminals capture consumers’ attention and build brand awareness.
Advertising Agency: Advertising agencies are the links between the product and the market. Advertising agencies must best understand the advertiser’s requirements and the characters of mobile services. Firstly advertising agencies should know what the advertiser needs to communicate to his target audience. And then an advertising campaign and strategy for the target audience is identified together with the advertiser. Advertising agencies are responsible for implementing the creative design of the mobile advertising campaign to call public attention to the advertiser.
Content Provider: Content providers also play an important role in the value chain. Advertisements are often delivered to customers along with the real contents. Poor contents will not attract consumers to watch or browse so that advertisements cannot reach or create impression to the consumer. More enriching and attractive content along with good advertisement will sponsor and promote the survival and growth of the value chain. The content provider can earn revenue by selling their contents or by placing advertisement in their contents.  
Service Provider: Service Providers are the entities that offer the service such as the streaming media service, the mms service, which the advertising content is based on. Service deployment, commissioning and commercial running are technically depended on the service platform and service enabler such as advertisement enabler and platform, MMS enabler and platform, BCAST enabler and platform etc. Service providers own the service platforms and service enablers, and put them into commercial running, and on the mean time earn back revenues by collecting the service charge from customers. The key issue is how to avoid degrading the user experience while the advertising content is delivered to the user.
Technology Provider: Technology providers play a key role in the advertisement value chain. Technology providers are mainly telecommunication equipment suppliers and application integration solution providers. One or more of these players provide the whole technical solutions to support the running of the value chain. For example, they provide the Advertisement platform including functions of advertiser management, marketing agency management, content and content provider management, advertisement tasks and advertisement resources management, advertisement metric or consumer analysis management etc. They also may provide the whole equipment for bearer network including core network equipment and wireless access network equipment. On the other hand, Technology Provider earn revenue to support their survival and growth from selling these platforms and equipments to the value chain and on the mean time will invent and provide more new technology to the value chain to support the long term running and growth of the value chain in the future.
Device Manufacturer: Device manufacturers are often part of technology provider or partner of technology provider. Device manufacturers make handsets in their own brands or have agreement with operators to make handsets in operator’s brands. Customers buy handsets from Device Manufacturers or Operators and enjoy the wonderful services and plentiful contents brought to them by participants in the value chain. Device manufactures earn revenues by selling these devices.
Operator: As the development of high-speed mobile data access, it is a real opportunity for mobile operators to have new revenue streams if a successful Mobile advertising business model is built. The operators maintain control over the distribution of mobile services and hold plentiful amounts of subscriber data. One of the key issues is how the operators take advantages of these resources. To do this, the operators need to establish partner relationships with the players in the value chain so that they are able to ensuring the mobile services are advertising-enabled and using their subscribers' data more effectively to enable more precise targeted advertising.
User / Subscriber: A Mobile User is the one receives the mobile service and a Subscriber is the one has the billing relationship with the Service Provider. The user experience of mobile advertising is a lot different from traditional advertising service such as TV advertising, outdoor advertising. For example, the mobile user can receive personalized advertisements and easily interact with the advertisement by means of selecting some products by the mobile terminal. Mobile advertising may change consumers' behaviour. Debates about the mobile user's acceptance of the model - "reducing the cost of mobile services in exchange for agreeing to receive mobile advertising" is going on. Anyway, the attitude of the mobile user towards mobile advertising is critical to advertising campaigns.
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: image2][image: image3][image: image4]
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