OMA-WP-MobAd_Framework_Scope_Initiatives-20070215-D
Page 18  V(19)


	[image: image1.jpg]«“+OMa

Open Mobile Alliance




	

	White Paper on Mobile Advertising –Framework, Scope and Initiatives– 

	Draft – 15 Feb 2007

	Open Mobile Alliance

	OMA-WP-MobAd_Framework_Scope_Initiatives-20070215-D

	
	

	

	
	


Use of this document is subject to all of the terms and conditions of the Use Agreement located at http://www.openmobilealliance.org/UseAgreement.html.

Unless this document is clearly designated as an approved specification, this document is a work in process, is not an approved Open Mobile Alliance™ specification, and is subject to revision or removal without notice.

You may use this document or any part of the document for internal or educational purposes only, provided you do not modify, edit or take out of context the information in this document in any manner.  Information contained in this document may be used, at your sole risk, for any purposes.  You may not use this document in any other manner without the prior written permission of the Open Mobile Alliance.  The Open Mobile Alliance authorizes you to copy this document, provided that you retain all copyright and other proprietary notices contained in the original materials on any copies of the materials and that you comply strictly with these terms.  This copyright permission does not constitute an endorsement of the products or services.  The Open Mobile Alliance assumes no responsibility for errors or omissions in this document.

Each Open Mobile Alliance member has agreed to use reasonable endeavors to inform the Open Mobile Alliance in a timely manner of Essential IPR as it becomes aware that the Essential IPR is related to the prepared or published specification.  However, the members do not have an obligation to conduct IPR searches.  The declared Essential IPR is publicly available to members and non-members of the Open Mobile Alliance and may be found on the “OMA IPR Declarations” list at http://www.openmobilealliance.org/ipr.html.  The Open Mobile Alliance has not conducted an independent IPR review of this document and the information contained herein, and makes no representations or warranties regarding third party IPR, including without limitation patents, copyrights or trade secret rights.  This document may contain inventions for which you must obtain licenses from third parties before making, using or selling the inventions.  Defined terms above are set forth in the schedule to the Open Mobile Alliance Application Form.

NO REPRESENTATIONS OR WARRANTIES (WHETHER EXPRESS OR IMPLIED) ARE MADE BY THE OPEN MOBILE ALLIANCE OR ANY OPEN MOBILE ALLIANCE MEMBER OR ITS AFFILIATES REGARDING ANY OF THE IPR’S REPRESENTED ON THE “OMA IPR DECLARATIONS” LIST, INCLUDING, BUT NOT LIMITED TO THE ACCURACY, COMPLETENESS, VALIDITY OR RELEVANCE OF THE INFORMATION OR WHETHER OR NOT SUCH RIGHTS ARE ESSENTIAL OR NON-ESSENTIAL.

THE OPEN MOBILE ALLIANCE IS NOT LIABLE FOR AND HEREBY DISCLAIMS ANY DIRECT, INDIRECT, PUNITIVE, SPECIAL, INCIDENTAL, CONSEQUENTIAL, OR EXEMPLARY DAMAGES ARISING OUT OF OR IN CONNECTION WITH THE USE OF DOCUMENTS AND THE INFORMATION CONTAINED IN THE DOCUMENTS.

© 2007 Open Mobile Alliance Ltd.  All Rights Reserved.
Used with the permission of the Open Mobile Alliance Ltd. under the terms set forth above.

Contents

41.
Scope and Objectives

2.
References
5
3.
Terminology and Conventions
6
3.1
Conventions
6
3.2
Definitions
6
3.3
Abbreviations
6
4.
Introduction
7
5.
Background of Mobile Advertising
8
5.1
External Initiatives
8
6.
Mobile Advertising Value Chain
9
7.
Scenarios
10
Appendix A.
Change History (Informative)
11


Figures

Error! No table of figures entries found.
Tables

Error! No table of figures entries found.
1. Scope and Objectives
The scope of this White Paper is to identify the players of the Mobile Advertising Value Chain and to describe Use Cases that are of interest to the OMA. Besides that this paper aims [initiatives]… 
Will also define what is not in the scope.
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3. Terminology and Conventions

3.1 Conventions

This is an informative document, which is not intended to provide testable requirements to implementations.

3.2 Definitions

	Advertising 
	“The placement of advertisements and persuasive messages, in time and/or space purchased in any of the mass media by business firms, non-profit organisations, government agencies, and individuals who seek to inform and/or persuade members of a particular target market or audience about their products, services, organisations, or ideas”, from the American Marketing Association.

	
	

	
	


3.3 Abbreviations

	OMA
	Open Mobile Alliance

	xxx
	xxx

	
	


4. Introduction







Traditional advertising has appeared in each media channel: Radio, TV, internet… and now mobile world. 

Mobile Advertising is a technique to advertise to mobile and nomadic users.. It consists of the delivery of advertisements to mobile devices such as mobile phones or PDA’s and it represents a revolutionary promotion method for brands that pursue to make known their products and/or services to a wide public.

By delivering ads to such personal devices, one could easily imagine how targeted and interactive those ads could be, to promote and sell products and services to the users. Indeed, the Mobile Advertising channel takes advantage of all the mobile capabilities, archiving this way an outstanding effectiveness:

· Allows reaching the target group of customers anytime and anywhere.

· Allows sending advertisements to users in a more accurate way by personalization and customization of contents.

The possibilities offered by the Mobile Advertising are wide and assorted, having the potential to establish communication with the customer with innovative and attractive contents they even might not be aware of. The Mobile Advertising outlines new opportunities to improve the user’s experience by obtaining significant benefits such as access to richer media as well as contents and receiving more compelling services.

In addition the Mobile Advertising ecosystem promotes itself the use of the mobile techniques. It attracts other new business to embrace the use of the mobile channel and encourages them to take part of the mobile value chain contributing this way to the growth of the so-called Mobile Universe.

First examples of mobile advertising date from 2001, through SMS sent to the user. But the true growth of this technique has started in 2005, with the advent of cheaper handsets, the increase of usage and interest in multimedia content, and the rollout of new network technologies such as 3G and HDSPA.

The field covered by Mobile Advertising is very broad and reveals important problems to be resolved. There are obvious implications on security, privacy, business and pay models, customization, user implication and acceptance of the advertising, etc… these aspects reach still another dimension because the roles of the different actors on mobile advertising are still undefined. For example, whether the business models will follow in some extent the ones from the Internet, will give different weights to network operators and search engines. It comes clear that the final investment and result of mobile advertising will depend on the value chain collaboration, and the new business models to be devised. 

Until recently, all this public works trying to endorse Mobile Advertising were conducted by the Mobile Marketing Association [MMA], which gathers principally non-technological companies. The work included fora to exchange ideas, and the publication of some documents for best practices, etc. There are some other organizations with previous works and / or studies on Mobile advertising, such as the Mobile Entertainment Forum [MEF] or the Interactive Advertising Bureau [IAB].

But there are also technological implications which will drive the development of mobile advertising. In fact, there are some issues specific to mobile devices that could be hindering the development of advertising, and here is where OMA knowledge could play a key role in collaboration with other associations. 

Some of these issues are being addressed deeply within OMA, which could be seen as a reference, and has developed many enablers to standardize these technological aspects. Other issues might need new initiatives to be solved. It is, thus, reasonable, to analyze the relationship between the technological and commercial aspects that Mobile Advertising involves.

This White Paper tries to establish a background framework of the Mobile Advertising scope and initiatives, so that a common understanding of the state of the art can be reached in order to impulse other technical works. 
4.1 Advertising Regulators

In the advertising world there are a few regulators that may place restrictions on advertising content. One well-known regulator is the Advertising Standards Authority (ASA) in Great Britain. It is a self-regulatory body focussing on rules for the advertising industry, published as a set of codes in order to protect consumers.

These codes do span from suitability of content to verification of misleading material.

ASA was a founding member of the European Advertising Standards Alliance (EASA), which brings together multi national advertising regulatory bodies.

These advertising regulators usually liaise with the local government and process complaints that have been received.

If a complaint leads to a ruling of the advertising regulator, several restrictions can be given to the advertising content producer, as well as for the distributor of the content. They rank from warnings, censoring to even ban of material.

Mobile Advertising is a medium that will deliver advertisement content to the user and therefore will have to interact with these advertising authorities.

Unlike TV live broadcasting, the mobile advertising content is in most of the cases prefabricated by advertising companies. As a good practice, those companies will comply with the regulatory codes of the advertising regulators. In some rare case however, once approved content in one country by one regulator may become not suitable for another countries advertising regulator, due to local laws and ethics.

A famous example is the Australian Tourist Bureau ad from 2006 that contained the catch phrase “Where the bloody hell are you?” While most advertising regulators did approve the ad, ASA ruled the word “bloody” as unsuitable and it took Australian government officials to get the restriction reversed.

4.1.1 Impact of Unsuitable Advertising Content

The following section will outline the various impacts on mobile operators, terminal vendors and consumers.

4.1.1.1 Impact for Mobile Operators

Mobile operators will deliver advertising content to consumers and therefore become part of the food chain to process the advertising content.

It would be unpractical for mobile operators to actually screen the advertising content in order to apply published advertising codes, given the size of the mobile community and the variety of content producers.

On the other hand, mobile operators have to protect their integrity and ethics.

One possible solution would be to allow only advertising content delivered to the mobile device from contractually bound advertising providers. This practice may become over time quite difficult to manage, as even by mistake unsuitable content may be distributed into the network.

Common practice would be for the operator to pro-actively join the advertising authorities.

4.1.1.2 Impact to Mobile Terminal Vendors

In some cases mobile terminal vendors will also be concerned about advertising content that may be targeted towards their mobile terminals. It can be envisioned that advertising campaigns would undermine the advertising standards that vendors operate under. This could lead to complaints at the regulatory authorities.

4.1.1.3 Impact to Consumers

Consumers may also have their own ethical guidelines and may chose to limit the advertising content that is processed in the mobile terminal.

A popular example is the introduction of the V-Chip in the United States. This technology allows the consumer to restrict TV broadcasted content on their TV set by age groups. Commonly know as TV ratings, such as TV-MA for Mature content, TV-PG for Parental Guidance.

In any case, if unsuitable advertising content is rendered on the mobile device, it could also lead to complaints to the regulatory authorities.

4.1.2 Possible OMA Technical Solution

OMA does provide several enablers that are identified in this WP to enable mobile advertising on mobile devices.

It could be envisioned that OMA provides a standard that would act as a “customs declaration” for advertising content, which would have to be delivered in conjunction with a mobile ad, prior to distribution to mobile devices. This would act in a similar way as mime-types or DRM mechanisms are utilized currently in OMA enablers.

4.1.3 Benefits

A light-weight technical solution provided by OMA might safe guard the various entities in the mobile advertising community and will give an interoperable way to exchange testable advertising regulator restrictions.
5. Background of Mobile Advertising
State of the mobile market advertising industry 
5.1 External Initiatives
An overview of the existing external initiatives .
Internal initiatives
Mobile Advertising is related to various OMA activities. The nature of the relationship varies from dependencies on certain OMA enablers, to potential impact that standardization work on Mobile Advertising may have on existing OMA enablers. At the BoF stage, OMA work that is potentially related to Mobile Advertising is identified based on the BoF’s scope, goals and use cases, as compared at high-level to OMA group charters and OMA WIDs. This section enumerates the OMA enablers that are in-scope for Mobile Advertising, includes a short description of the identified enablers and states the potential nature of the relationship between Mobile Advertising and each identified OMA enabler. An in-depth analysis at the enablers requirements, architecture and/or technical specifications level and/or a gap analysis are outside the scope of this section. A large number of OMA enablers may become dependencies for the Mobile Advertising framework, but not all of them will be impacted by the Mobile Advertising framework. At this stage, the following OMA Work Items seem to be a reasonable subset to be further explored:
1. OMA WID 110 – Dynamic Content Delivery (DCD)
a. Description: This work item will introduce a service enabler that provides a mechanism for a server to deliver automatically, on a periodic basis as prescribed by the user/operator/service provider preferences, personalized content to a handset. This mechanism will be agnostic to network technology and will operate autonomously in the background.   The content will be such that the user can navigate it, initiate requests for more detailed content, subscribe to additional content channels, and launch secondary applications. 
b. Relationship: Mobile Advertising can be considered a form of content and requires delivery. A Mobile Advertising framework may be dependent on DCD mechanisms, and may impact them (e.g. in the area of “interactive” advertisements).
2. OMA WID 093 – Broadcast (BCAST)
a. Description: The goal of the proposed work item is to define an end-to-end framework for mobile broadcast. The term "Mobile Broadcast" refers to a broad range of broadcast services, which jointly leverage the unidirectional one-to-many broadcast paradigm and the bi-directional unicast paradigm in a mobile environment. Such services can be consumed, among other things, on mobile handheld devices. Simultaneous availability of uni-directional broadcast and bi-directional links enable new types of possibly interactive services (e.g. service discovery, charging, and content protection). 
b. Relationship: Mobile Advertising may rely on services offered by BCAST, and may impact BCAST evolution (e.g. inserting advertisements into broadcast content, via the BCAST Service Guide).
3. OMA WID 136 – General Service Subscription Management

a. Description: The objective of this work item is to specify a general service subscription management function in OSE, that is expected to cover management of all services subscriptions within an operator/service provider’s domain.
b. Relationship: Mobile Advertising covers advertisement based on subscribed and unsubscribed services. It is possible that Mobile Advertising requirements may imply some changes in the service subscription  models, which may have implication on subscription management.
4. OMA WID 138 – Look and Feel Customization (LFC)

a. Description: The main objective of the WI is to allow different entities in a mobile environment such as service providers, network operators, handset manufacturers, enterprises or device owners, to configure the device look and feel according to their own requirements and needs. This would address specific use cases not yet considered in OMA such as device branding (by e.g. operators, manufacturers or enterprises) and user-triggered customisation processes.
b. Relationship: Mobile Advertising may add special requirements with respect to look & feel parameters that need to be exposed.
5. OMA WID 105 – Categorization-based Content Screening (CBCS)
a. Description: The aim of this work item is to specify a categorization-based content screening framework that could be used both in mobile environment and Web based environments.
b. Relationship: Mobile Advertisements may have to be screened (submitted to content-screening rules) before being delivered. In order for a Mobile Advertising framework to be feasible, it needs to recognize and deal with the presence of a CBCS enabler in the environment. In addition to that, the emergence of Mobile Advertising may add new CBCS categories to be managed.
6. OMA WID 125 – Global Permissions Management (GPM)

a. Description: The objective of this work item is to provide the OMA with a Global Permission Management architecture and specifications which will be used to manage permissions to access principals' information from the various OMA enablers. The work item will address permission checking before any principal’s related information is provided to the requesting application, enable the dynamic provisioning of principals’ permission settings and synchronise permission settings between the GPM and other entities, if needed.
b. Relationship: Delivery of Mobile Advertisements may be submitted to privacy and/or preferences checking, before being delivered. In order for a Mobile Advertising framework to be feasible, it needs to recognize and deal with the presence of a GPM enabler in the environment. In addition to that, the emergence of Mobile Advertising may add new attributes, possibly new types of rules to GPM.
7. OMA WID 141 – Mobile Gaming Common Functions (MGCF)
a. Description: This work item will be used to facilitate development of mobile games and provide standardized descriptions of functionality existing in many games and/or functionality provided by many game developers and game servers, and defines a set of desirable game-centric functionalities to be provided by Game Services. These functions are expected to be common to many games. Example of such functions include, amongst other: management of advertisements during games.
b. Relationship: An interesting Service Model could be inserting advertisement during games, and managing such advertisements. Such a model would be dependent on MGCF, but could also bring in new requirements to MGCF.
8. OMA WID 108 – RichMedia Environment
a. Description: The objectives of RichMedia Environment are to define requirements and identify standardized technologies in support of enhanced rich-media services. The latter is understood to encompass the ability to provide applications integrating several kind of media content (audio, video, graphics, images, text, fonts, …) as well as smooth and convenient navigation and content access (no latency, interactivity, online and offline access, streaming, progressive download, frame accurate and multi-stream synchronisation…). Requirements and specifications shall take account of the needs of the identifiable domains within OMA, including MMS and Browsing domains and should not be limited to a specific network or range of terminals.
b. Relationship: Mobile Advertising work may impose certain rich media environment characteristics, hence impact the RME requirements.
In addition to the OMA work identified above, a Mobile Advertising framework may interact and be dependent on  a number of  other OMA enablers   (e.g. Push, MultiMedia Messaging, Presence, Location, Charging, Security, Policy Evaluation, Enforcement and Management, various Device Management Managed Objects, Data Synchronization, Device Rights Management 2.1, XDM,,etc). A complete list and analysis of the impact is beyond the scope of this section, and the list of Work Items that needs to be further explored may be later expanded to include examples listed above or others, as need may be. The BoF will not make definitive statements with respect to which enablers may be impacted, or which may represent dependencies for a Mobile Advertising framework, but will restrict itself to exemplify some possibilities.
6. Mobile Advertising Value Chain
Describes the actors that add value to mobile advertising services.
7. Scenarios

7.1 Peer-to-peer Messaging Induced Advertising

7.1.1 Short Description

Regular peer to peer messages are enriched with advertising content. 

7.1.2 Primary Actors

	Actor
	Description

	UserA
	A user with a messaging client

	UserB
	A user with a messaging client that UserA wants to address via a messaging channel (SMS, MMS, IM, …) and that has a subscription to OperatorB including the agreement to receive advertisements

	OperatorA
	The operator servicing UserA

	OperatorB
	The operator servicing UserB


7.1.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to send UserB a message

	UserB
	Is able to benefit based on SLAs with OperatorB

	OperatorA
	Is able to bill UserA and/or bill Advertising agencies (through one of the alternative flows)

	OperatorB
	Is able to bill UserB and/or bill Advertising agencies


7.1.4 Pre-conditions

· UserA is a registered user of the particular messaging service.

· UserB is a registered user of the particular messaging service and has agreed with his provider to receive advertisements.

· Advertisement selection process is operational whereby messages for UserB form a trigger. 

· Conditions for determination whether ads can be sent are available.

7.1.5 Post-conditions

· UserA has sent a message to UserB.

· UserB has received a message from UserA, including an advertisement.

7.1.6 Normal Flow

1. UserA composes a message for UserB and sends it.

2. OperatorA receives the messages and sends it to UserB.

3. OperatorB receives the message.

4. OperatorB identifies UserB.

5. OperatorB determines whether he may send/attach an advertisement meant for UserB (policy check).

6. OperatorB selects an ad that can be attached to the messages. Note: Advertisement selection is needed and can be based on several criteria, e.g. past behavior/presence. This should be handled in a separate Use Case. 

7. The original message and the selected advertisement are delivered to UserB. Depending on the medium this might be embedded in the message (IMPLICIT) or as a separate message (EXPLICIT).

The following subscenarios might be considered as additional use cases:
1. The advertisement may contain interactive content for UserB (INTERACTIVE).

2. OperatorA selects an advertisement to send to UserB (NOT SUBSCRIPTION BASED).

3. Real time status information (e.g. location, presence) of UserB is used to select an appropriate advertisement delivery (CONTEXT RELATED). Real time status information, e.g. context settings on the mobile device, can be also be used to delay or block advertisements, which might overrule an existing SLA.
4. UserA could address N individual UserB´s simultaneously.
7.2 Pull Induced Advertising

7.2.1 Short Description

Regular content pull is used to expose the requestor to advertising content. 

7.2.2 Primary Actors

	Actor
	Description

	UserA
	A user with a messaging client interested in pulling content and that has a subscription to ServiceProviderA including the agreements (either with ServiceProviderA or ContentProviderA to receive advertisements.

	ContentProviderA
	A content provider servicing UserA

	ServiceProviderA
	The service provider servicing UserA


7.2.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to benefit based on SLAs with ServiceProviderA and/or ContentProviderA

	ContentProviderA
	Is able to bill for the received content and/or bill Advertising Agencies

	ServiceProviderA
	Is able to bill UserA, ContentProviderA and/or bill Advertising Agencies


7.2.4 Pre-conditions

· UserA is subscribed to the content delivery service.
· UserA is authorized to receive the content.

· UserA has agreed with his ServiceProviderA/ContentProviderA to receive advertisements.

· Advertisement selection process is operational whereby pull messages from UserA form a trigger.

7.2.5 Post-conditions

· UserA has received the requested content.

· UserA has received the selected advertisement.

7.2.6 Normal Flow

1. UserA sends a content request.

2. ServiceProviderA receives the request and delivers it to ContentProviderA via the appropriate channels.

3. ContentProviderA identifies the content and delivers it to ServiceProviderA.

4. ServiceProviderA identifies UserA and the requested content.

5. ServiceProviderA selects an advertisement that can be attached to the content. Note: Advertisement selection is needed and can be based on several criteria, e.g. past behavior/presence/content category. This should be handled in a separate Use Case.

6. The requested content and the selected advertisements are delivered to UserA. Depending on the medium this might be embedded in the content (IMPLICIT) or as a separate message (EXPLICIT).

The following subscenarios might be considered as additional use cases:
1. The advertisement may contain interactive content for UserA (INTERACTIVE).

2. Real time status information (e.g. location, presence) of UserB is used to select an appropriate advertisement delivery (CONTEXT RELATED). Real time status information, e.g. context settings on the mobile device, can be also be used to delay or block advertisements, which might overrule an existing SLA. 

7.3 Push Advertising

7.3.1 Short Description

Untriggered messages with advertising content are pushed to subscribed users. 

7.3.2 Primary Actors

	Actor
	Description

	UserA1…UserAN
	A set of users with appropriate clients to support push that have a subscription to ServiceProviderA including the agreement to receive advertisements

	ServiceProviderA
	The service provider servicing UserA1…UserAN

	ContentSelectors
	The set of parties (Advertisers, Advertising Agencies, Content Providers, Aggregators, Service Providers) involved in selecting the advertising content


7.3.3 Actor Specific Benefits

	Actor
	Benefit

	UserA1…UserAN
	Are able to benefit on the basis of SLAs with ServiceProviderA 

	ServiceProviderA
	Is able to bill the ContentSelectors

	ContentSelectors
	Are able to expose advertising content to UserA1…UserAN


7.3.4 Pre-conditions

· UserA1…UserAN are subscribed users of the particular push service and have agreed with their provider to receive advertisements.

· Advertisement selection process is operational. 

7.3.5 Post-conditions

· UserA1…UserAN have received the selected advertisements.

7.3.6 Normal Flow

1. ContentSelectors select UserA1…UserAN for receiving an advertisement based on the SLAs. Note: Advertisement selection is needed and can be based on several criteria, e.g. past behavior/presence/content category. This should be handled in a separate Use Case.

2. ContentSelectors push the selected advertisement to ServiceProviderA.

3. ServiceProviderA delivers the selected advertisement to UserA1…UserAN via the push service.

The following subscenarios might be considered as additional use cases:

1. The advertisement may contain interactive content for UserA (INTERACTIVE).
2. Real time status information (e.g. location, presence) of UserB is used to select an appropriate advertisement delivery (CONTEXT RELATED). Real time status information, e.g. context settings on the mobile device, can be also be used to delay or block advertisements, which might overrule an existing SLA. 
7.4 Regulatory Interception

7.4.1 Short Description

A regulator issues a screening/warning/ban for advertising content. 

Regulators may issue restrictions for Advertisers, specific advertising content or age groups.

As an example, in beginning of 2006 the Australian tourism campaign contained the phase “Where the bloody hell are you?” in it. Britain’s advertising regulator banned this for a while, with the reason of “strong language”. The TV regulator adopted the ruling and had the TV commercial censored by bleeping the word “bloody”.

After intervention of the Australian Minister of Tourism, the ban was removed.

7.4.2 Primary Actors

	Actor
	Description

	User
	A user that consumes the advertisement and/or utilize a Restriction

	Advertiser
	An entity producing advertising content and producing a Declaration of Compliance

	Operator
	The operator servicing the User

	Regulator
	Advertising Regulator and publish a Restriction


7.4.3 Actor Specific Benefits

	Actor
	Benefit

	User
	Receives only suitable advertisements

	Advertiser
	Fulfils its obligation of advertisement content restrictions

	Operator
	Is not liable for the content exposure

	Regulator
	Regulation is enforced


7.4.4 Pre-conditions

· Regulator publishes an ad regulation.

· User is a registered user of the mobile advertising service.

· Advertiser delivers content together with an advertising declaration.

· Advertisement selection process is enabled for User.

· Operator aggregates (stores) the ad content for publication.

7.4.5 Post-conditions

· User has received only suitable ad content.

7.4.6 Normal Flow

1. Regulator informs Operator of restriction.

2. Operator receives restriction and verifies existing ad declarations.

a. [Alternate] Advertiser sends new content, together with declaration.

b. Operator accepts / rejects ad due to regulator restriction and declaration.

3. The subscription class of User is determined by Operator.

c. Operator allows / rejects publication of ad to user.

4. Operator spawns the advertisement selection process and an appropriate advertisement is selected.

5. The selected advertisement is delivered to User.
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