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1. Scope and Objectives
The scope of this White Paper is to identify the actors who compose the mobile advertising value chain; define their roles; and create use cases to illustrate the interactions between them. This White Paper also will attempt to identify mobile advertising features and services that fall within the scope of OMA’s mission of delivering technical specifications for application and service frameworks, with certifiable interoperability, enabling deployment of rich mobile applications and services. This White Paper will:
· Describe the mobile advertising landscape and value chain 

· Present use cases that should be supported by a standardized mobile advertising framework 

· Identify both OMA and non-OMA standards that could contribute to realizing the use cases 

· Identify gaps in current standards that need to be filled to complete the mobile advertising framework 

· Make recommendations on new OMA standards and changes to existing OMA standards (if any) that are needed to fill these gaps 

Examples of areas that could be addressed in an OMA Mobile Advertising work item are:

· Sending consumer-relevant advertisements based on a consumer’s demographics

· Updating advertisement content dynamically to keep up with current promotions and product and service offerings

· Allowing customers to render and redeem advertisement content 

· Receiving the same advertisement in a wide range of device types

· Capturing user data for focused advertisement campaigns
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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 
	Advertising is a controlled form of delivering messages (text-based, image-based, etc), used by an identified sponsor in an effort to influence and persuade individuals/consumers to take some action (buy, try, talk about, etc) in relation to the sponsor’s products, services.

	Off-Deck Portal
	A portal that provides content and services from an entity other than the operator of the network through which the portal is accessed (the network operator may offer its own “deck” of content and services).


3.3 Abbreviations

	CPA
	Cost per Action; charging method in advertising, in which an advertiser only pays for the ad when an action has occurred.

	CPM
	Cost per Mile; charging method in advertising, based on the number of (thousand) times that an advertisement is shown to the viewers.

	OMA
	Open Mobile Alliance


4. Introduction

Advertising has appeared in media channels such as radio, TV, internet. Mobile advertising adds another channel: mobile devices (i.e., mobile phones, PDAs). The market is ready to be reached by mobile advertisements. (refer to NY Times Jan 20th article: “Madison Avenue Calling; Cellphone Subscribers Could Start to Lower Their Bills by Watching Ads” In addition, the technology to enable mobile advertising is maturing but early staged standards will ensure a wide deployment of interoperable advertising systems which will encourage distribution of advertisements to consumers and almost independent of their location.

Mobile advertising channel takes advantage of all the mobile capabilities, achieving in this way several advertising efficiencies:

· Allows for reaching a target group anytime and anywhere.

· Allows for sending advertisements a more accurate way due to personalization and customization.

The following give a macro understanding of the types of usages that need to be addressed. These use cases will expand in complexity as technology and consumer needs mature. Refer to section 7 below.
First examples of mobile advertising date from 2001, through SMS. But the true growth of this technology started in 2005 with low tier handsets, piqued interest in multimedia content, and the rollout of new network technologies.

The field covered by Mobile advertising is broad and reveals important problems to be resolved. There are obvious implications on such things as security, privacy, business and pay models, customization, user implication and acceptance of advertising. These aspects reach still another dimension because the roles of the many actors in 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 is clear that the final investment and result of mobile advertising will depend on the entities in the mobile advertising value chain collaborating and potentially creating new business models. Mobile advertising is driven by such organizations as Mobile Marketing Association [MMA], Mobile Entertainment Forum [MEF] and Interactive Advertising Bureau [IAB].

But there is technical work needed to realize mobile advertising while avoiding silos and potential technical barriers, and this is where OMA can contribute. 

This White Paper tries to establish a background framework of mobile advertising, so that a common understanding can be reached in order to find the areas where, non-siloed, technical work can be addressed. 

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 focusing 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.

5. Background of Mobile Advertising
Until recently, many global mobile operator companies did not allow advertising on their mobile networks. However, many operators now see an opportunity in mobile advertising as a way to make up for declining voice revenue. Most advertisements, though, are sent and seen via on-deck pages which are controlled by mobile operators and where mobile users can check out weather reports, top news headlines and sport activities and find quick links for content downloads. This kind of Web surfing accounts for about 80% of total mobile Web surfing, but this is changing now and mobile operators are opening up and allow off-deck Web surfing too, which allows the users to go outside the operators’ web sites.

There are a number of mobile advertising platforms available on the market and their key capabilities and functionalities focus on connecting advertisers and publishers to reach mobile consumers. The result is these platforms intelligently predict and influence consumer behavior by including the ability to tie ads to user interests according to their choices and incorporate key variables such as age, gender, geographic location and ad response history. Furtheremore, this would enable interactive advertisements, as it is the case with a trial in Nordic countries, where mobile users can interact with TV shows via Mobile TV and contribute by uploading photos and video clips. 
Other fundamental capabilities where the current focus of the mobile advertising industry is around, are search advertising capability and off-deck Web access. Search advertising is mainly driven by real Web and not necessarily mobile web, which in a way emphasises the need to work with existing search engines. We are seeing cases and a number of deals signed where different mobile operators are working with different search engines and search applications to promote search advertising. On the other side, there are some ideas and initiatives by some big global mobile operators to create a mobile phone search engine that could challenge existing Web-based search engines. 
Overall, year 2006 was a busy year with many mobile ad platforms trials, but 2007 is expected to be a pivotal year for Mobile Advertising. The trials in 2006 were mainly performed with the mobile device limitations in mind and not with the opportunities and benefits that mobile advertising offers. What is still missing or still hasn’t been achieved is a consistent advertisement platform that would be embraced by mobile users. This means to bring the advertising to mobile devices in a way that mobile users would accept and enable them to avoid ‘walled gardens’. This is a challenge and this is where OMA can step in to standardise this type of platform.

In addition, a still remaining issue is finding out how effective the mobile advertising is and whether this is changing consumer behaviour. However, some efforts are being made and some software management is being added to track the advertising effectiveness. It is believed that mobile advertising could not be particularly effective until marketers could regularly and easily buy space for video clips and until sound and motion is added.

To summarize, it is believed that it would be very beneficial to have a common understanding within the industry on how to provide targeted advertisements to mobile users within the barriers of their acceptance.
5.1 External Initiatives
Besides OMA, there are other standards organizations in mobile industry. Specifically, in the mobile advertising space there are organizations with whom OMA may be interested to liaise. The liaisons might be created in order to:

· Ensure the work being done is well known and generally accepted

· Receive feedback and guidance

· Align the objectives and goals of every organization and of every actor.

· Avoid overlapping work with other organizations.

The following organizations are those with whom OMA might also maintain information exchanges. Each organization’s work regarding mobile advertising is provided.

· Mobile Marketing Association [MMA]
MMA stimulates the growth of mobile marketing and its associated technologies; clears obstacles to market development; establishes standards and best practices for sustainable growth; and evangelizes the mobile channel for use by brands and third party content providers.
· Mobile Entertainment Forum [MEF]
MEF drives the mobile entertainment industry's evolution and its commercial potential reducing entry barriers to innovative entertainment market; offers a platform for the mobile entertainment industry to raise its public profile by promoting its offerings and facilitates the development of commercial standards and best practices.

· Interacting Advertising Bureau [IAB] 

IAB proves and promotes the effectiveness of interactive advertising; grows the advertising marketplace and ensures secure transactions in interactive advertising processes; set committees, task forces and councils for discussing industry-specific issues.

5.2 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 enabler’s 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 [GSSM]
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 customization 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 synchronize 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 – Rich Media Environment [RME]
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 synchronization…). 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 [RME].

9. OMA WID 92 – Smartcard Web Server [SCWS]
a. Description: This work item (see [SCWS]) intends to enable smart card issuers to offer static or dynamic web pages. One operator centric example could be pages generated by applications running in the smart card (e.g. SIM), enabling local access to content (e.g. questionnaires, FAQs) or security-oriented services requiring keys stored in the smart card. All these services will be accessible via the WAP/xHTML browser.

b. Relationship: A Mobile Advertising framework might include web-oriented advertisements thus having a potential dependency on the SCWS. Also, Mobile Advertising work might define requirements on the expected granularity for advertisements selection mechanisms; this could lead to a potential impact on future versions of the SCWS.

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
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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Figure 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 [BCAST] 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.
7. 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.
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8. Scenarios
The following use cases contained in this section illustrate the practical application that Mobile Advertising methods may have in real life and the benefits they could contribute to whole set of actors of the value chain.

Its conception takes advantage of the new range of capacities incorporated to last generation networks and supported as well by modern devices. These use cases represent brand new innovative scenarios of potential application to real services. Operators would be able to offer users an assorted wide range of sharpest attractive advertising services, available the short / medium term, in which a promotion of some service or product is being made.

The roaming issue deserves special mention. If the actors involved in the use case are located in a host network, the use case requirements and preconditions might change due to charging issues or regulatory problems.
8.1 Peer-to-peer Messaging Induced Advertising

8.1.1 Short Description

Regular peer to peer messages are enriched with advertising content. 

8.1.2 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


8.1.3 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


8.1.4 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.

8.1.5 Post-conditions

· UserA has sent a message to UserB.

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

8.1.6 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. 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.

3. UserA could address N individual UserB´s simultaneously.

4. OperatorA selects an advertisement for UserA and sends it to him. The context (presence, location) of UserA and the fact that he has just sent a message might be used as additional criteria for advertisement selection.

8.2 Pull Induced Advertising

8.2.1 Short Description

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

8.2.2 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


8.2.3 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


8.2.4 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.

8.2.5 Post-conditions

· UserA has received the requested content.

· UserA has received the selected advertisement.

8.2.6 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. 

8.3 Push Advertising

8.3.1 Short Description

Untriggered messages with advertising content are pushed to subscribed users. 

8.3.2 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


8.3.3 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


8.3.4 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. 

8.3.5 Post-conditions

· UserA1…UserAN have received the selected advertisements.

8.3.6 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. 

8.4 Regulatory Interception

8.4.1 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.

8.4.2 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


8.4.3 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


8.4.4 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.

8.4.5 Post-conditions

· User has received only suitable ad content.

8.4.6 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.

8.5 Interactive Mobile Advertising

8.5.1  ASK  \* MERGEFORMAT Short Description

While the user is consuming a content (e.g. music video), some advertisement appears sharing the screen. The user is able to interact with the advertisement by means of selecting some products (e.g. tickets for a concert).

This use case might apply either to broadcast or point to point advertisements, but a return channel (user to advertiser) is needed in both cases.

8.5.2 Actors

User: of mobile services and consumer of the advertisements.

Service Provider: entity providing the mobile advertising service.

Advertiser: content provider (brand) that sends the advertisements to the users.

8.5.3 Actor Specific Issues

User: is able to interact directly with the advertiser. 

Service Provider: wishes to provide a good experience for users of their services, satisfying user’s necessities at every moment and his/her preferences when possible.

Advertiser: is able to interact directly with the final user, metering the impact of the particular advertisement. 

8.5.4 Actor Specific Benefits

User: could have a better mobile experience.

Service Provider: offers new attractive services to their clients.

Advertiser: May cause a big impact to the user, and then obtain an important redemption.
8.5.5 Pre-conditions

User: Has a client that supports the interactive advertisement.

Service Provider: Is able to meter the use of the advertisement.

Advertiser: Is able to provide interactive advertisements.

8.5.6 Post-conditions

User: has received a message and interacts with it.

Service Provider: Has measured the impact of the advertisement.

Advertiser: Has being in direct contact with the user, and has potentially offered his products or services.

8.5.7 Normal Flow

1. The user is watching a music video of a concert in the Vienna’s Opera. An interactive advertisement appears sharing the screen with the video: it presents the free spaces of the theatre for the next concert with a text: “to book one ticket, click on the theatre’s area that you like”.

2. The user interacts with the advertisement by clicking the second floor area of the theatre. 

3. The advertiser receives the requests, books the ticket and charges the user.

4. The service provider charges the advertiser by CPA.

5. The advertisement disappears from the user’s screen and the video fits into the whole screen.

8.5.8 Alternative Flow 1 (User Doesn’t Interact)

In this case, the user doesn’t interact with the advertisement:

1. The user doesn’t interact with the advertisement.

2. Some predetermined seconds later, the advertisement disappears from the user’s screen.

3. The advertised isn’t charged by the services provider as no action has been performed by the user regarding the advertisement received.

8.5.9 Alternative Flow 2 (Different Billing Method)

1. The advertiser and services provider agreed to use CPM as the billing method. Therefore, each appearance on a user’s screen has a cost for the advertiser, regardless of the subsequent user actions. 
2. The user could answer to the ad received and book a ticket, or decline the offer. 

8.6 Idle Screen Advertising

8.6.1 Short Description

Idle screen is used to display advertising content.

Idle screen is referred to in this use case as the screen displayed to the user after the screen has been idle for a given period of time. 

An example for idle screen can be the one displayed after the handset have successfully completed an activation process once turned on, and before any user or network initiated user activities have started. 

8.6.2 Primary Actors

	Actor
	Description

	UserA
	A user with a dedicated idle-screen client 

	ServiceProviderA
	The Service provider servicing UserA

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


8.6.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to receive non-intrusive advertising messages in his idle time, and optionally benefit based on SLAs with ServiceProviderA

	ServiceProviderA
	Is able to bill ContentSelectors and potentially compensate UserA

	ContentSelectors
	Are able to expose advertising content to UserA


8.6.4 Pre-conditions

UserA handsets includes a client application enabling to receive and display advertising (as well as optionally non-advertising info) while in idle state 

8.6.5 Post-conditions

UserA received and displayed advertising on his handset while in idle state.

8.6.6 Normal Flow

1. Advertising messages are (periodically) pulled or pushed from ContentSelectors to UserA device by ServiceProviderA, and stored by a dedicated client application

2. When the handset is in idle state, messages are displayed by the client application on the device screen in a non-intrusive way. 

The following subscenarios might be considered as additional use cases:

1. Advertising can be interactive

2. Advertising is displayed on the idle screen interleaved or in parallel with non-advertising information

3. Advertising may be displayed on the idle screen after a user has invoked a request for more details about a non-advertising info, and before the requested details have been displayed

4. Advertising is associated with the non-advertising info (by subject for example)

8.7 Content Subject to Advertising

8.7.1 Short Description

Nike decides to sponsor a certain soccer video by putting a promotional advertising at the beginning of the content.

A user downloads the soccer video and is only able to see it if and only if he/she consume the whole previous Nike’s advertisement.

8.7.2 Primary Actors

	Actor
	Description

	UserA
	A user with access to some content.

	ServiceProviderA
	The Service provider servicing UserA.

	Advertiser
	The brand that wants to promote itself.


8.7.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to receive content with some discounts, even free content.

	ServiceProviderA
	Is able to offer more attractive prices to the users, therefore will increase its sales. 

	Advertiser
	Ensure that the advertisement is viewed by the users


8.7.4 Pre-conditions

· The Advertiser has agreed to subsidize the content.

· The user has agreed to see some advertisement to get cheaper content. 

8.7.5 Post-conditions

The user has consumed the advertisement and is able to consume the content.

8.7.6 Normal flow

1. A user browses an operator portal and sees some free soccer video subsidized by Nike.

2. The user decides to download the content and consume it.

3. A Nike’s video advertisement appears in the screen.

4. The user stops the Nike’s video and tries to jump to the soccer video.

5. A warning message appears in the device to state that to see the soccer video is mandatory to see the previous advertisement.

6. The Nike’s video advertisement appears in the screen again.

7. Once the advertisement has finished the user may consume the downloaded soccer video as many times as he/she want without having to see the ad again.

8.7.7 Alternative flow

In this case the consumption of the advertisement gives the user the rights to see the soccer video a limited number of times.

1.-6. Same as normal flow.

7. Once the advertisement has finished the user may consume the downloaded soccer video a limited number of times.

8. After viewing the video the established number of times, the user needs to consume another advertisement to obtain more views.

8.8 Content Selection for Mobile Advertising

8.8.1  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). 

8.8.2 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. 

8.8.3 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. 

8.8.4 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.

8.8.5 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 (preferable), 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.

8.8.6 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.
8.8.7 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. 

8.8.8 Alternative Flow 1 (Cross-selling)

1. Same as Normal Flow step1.

2. The Service Provider accesses to some metrics records of the user’s behavior 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 analyzed records (e.g. SMS) 

8.8.9 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.

8.8.10 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.

8.8.11 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.

8.9 Telescoping Advertisement
8.9.1 Definition

The Cable & Telecommunications Association for Marketing (CTAM) has defined a telescoping advertisement as follows: 
Telescoping Advertisement – Video ad unit(s) associated with or accessible from video commercials, display ads or overlays, which provides more in-depth product information.

Source: CTAM On Demand Consortium, Ad Unit Definitions, December 2006.

8.9.2 Short Description

On digital television platforms today such as BSkyB in the United Kingdom or DirecTV in the United States, programming often features a “red button” or other graphic which may appear on screen. This can occur either during a television programme or during an advertisement break. Using the remote control, the selection of the red button or other relevant selection mechanism takes the viewer “away” from the mainline television program currently taking place (whether from the regular program or the advert) to a different session where extended information regarding the programme or advert is available. When it occurs during an advertisement, this function is called telescoping. 
The experience is directly applicable to mobile device. When the user sees the “red button” or other graphic onscreen, the selection of the interactive function (a conscious choice made by the user) can render an extended advertisement experience which can run for much longer than the normal length that would have been seen.

8.9.3 Primary Actors

	Actor
	Description

	User A
	A user who wishes to interact and find out more about the current onscreen advertiser

	Advertiser
	The sponsor which provides an extended advertising experience for User A

	Service/Content provider
	In this case, the supplier of a content service (e.g. off deck portal, mobile operator, broadcaster, etc.)


8.9.4 Actor Specific Benefits

	Actor
	Benefit

	User A
	Additional information/entertainment/experience of the advertisement 

	Advertiser 
	Extended interaction time with User A for product/message/sponsor message

	Service/Content provider
	Greater revenue from advertiser based extended viewing of advertiser message


8.9.5 Pre-conditions

1. There must be an interactive channel available for telescoping to work. The system must be able to accept some sort of button press or other interaction from User A to start the telescoping process.
2. On-screen graphics or other alert mechanism is necessary to inform user that a telescoped advert is playing
3. System must have a way of delivering the extended advertisement once request is made
4. System must have a way of returning the user to original starting point at point of completion/halting of extended advert playback
5. Commercial relationship must exist for delivery of telescopic ads between Service/Content provider and Advertiser.
8.9.6 Post-conditions

· User is returned to service being experienced prior to telescoping

· User may or may not “resume” where they were in program. In other words, if a user leaves the main program at 15 minutes past the hour, spends 3 minutes in a telescoped advert; they may find they have missed whatever was playing from 15 minutes past until 18 minutes past the hour. Alternatively, with functionality like “time shifting”, they may be able to return and resume precisely where they left off.

8.9.7 Normal Flow

1. A programme changes to an advertising break.

2. A graphic is displayed onscreen indicating that a telescoping opportunity is available (e.g. red button or other notification)

3. The User interacts with the device to choose to telescope (e.g. pressing the red button or other mechanism as defined by the device and user interface)

4. The User views the telescoped advertisement to completion or to whatever amount desired; exiting occurs at end of telescoped advert or by choice made by User.

5. The User resumes the programme in progress.

8.9.8  Alternative Flow

1. Instead of resuming the programme in progress, the User returns at the time of “leaving” the main program. This ensures that all advertisements scheduled for a particular break play as expected, but are time shifted from when they normally would have played. 
2. Within the telescopic advertisement, the User may be presented with an additional telescoping opportunity. By interacting with the device during the telescopic advertisement, the User may engage in additional telescoping features. There can be as many additional telescoping opportunities as desired.

8.10 Peer-to-peer Messaging Induced Advertising with Inter-Operator Settlement

8.10.1 Short Description

Regular peer to peer messaging is enriched with advertising content generated by the operator servicing the originator while addressing the message recipient. The operator servicing the recipient authorizes this and shares information regarding the recipient for optimal targeting. In return the operator servicing the recipient receives a share of the advertising revenue. 

8.10.2 Primary Actors

	Actor
	Description

	UserA
	A user with a messaging client and that has a subscription to OperatorA including the agreement that his messages will be enriched with advertisements

	UserB
	A user with a messaging client that UserA wants to address via a messaging channel (SMS, MMS, IM, …) 

	OperatorA
	The operator servicing UserA

	OperatorB
	The operator servicing UserB


8.10.3 Actor Specific Benefits

	Actor
	Benefit

	UserA
	Is able to send UserB a message and is able to benefit based on SLAs with OperatorA

	UserB
	Receives message from UserA

	OperatorA
	Is able to bill UserA and/or bill Advertising agencies

	OperatorB
	Is able to bill UserB and receive a share of the advertising revenue from OperatorA


8.10.4 Pre-conditions

1. UserA is a registered user of the particular messaging service and has agreed with his provider that his messages will go accompanied by advertisements.

2. UserB is a registered user of the particular messaging service.

3. OperatorB has agreed with OperatorA to share knowledge about subscribers of OperatorB (such as UserB) so that advertisements for UserB can be targeted better. In return OperatorB receives a share of the advertising revenue earned by OperatorA.

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

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

8.10.5 Post-conditions

· UserA has sent a message to UserB.

· UserB has received a message from UserA and has received an advertisement.

· OperatorA has shared part of the advertising revenue with OperatorB

8.10.6 Normal Flow

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

2. OperatorA receives the messages and identifies UserB through the shared information received from OperatorB.

3. OperatorA determines whether he may generate an advertisement meant for UserB (policy check).

4. OperatorA selects an advertisement that can be attached to the message. 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.

5. OperatorA sends the message and the selected advertisement to UserB. Depending on the medium the advertisement might be embedded in the message (IMPLICIT) or sent as a separate message (EXPLICIT). 

6. OperatorB receives the message and the advertisement and delivers them to UserB. 

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

3. UserA could address N individual UserB´s simultaneously.

8.11 Personalized Advertisements in a Video Service

8.11.1 Short Description

John subscribes to a video service and agrees to receive advertising along with the video content. However, he would prefer to receive ads only for products and services that are of interest to him. John’s service provider offers a personalized ad feature that enables the insertion of subscriber-specific ads in the video content. These ads can be presented in several different ways in the video content, including

· Pre-roll (displayed before the video content starts, possibly with the video player’s fast-forwarding control disabled so that the user must watch the ad before watching the video)

· Mid-roll (inserted during ad breaks in the video content)

· Post-roll (displayed after the video content completes, possibly just a single still or animated image)

· Scrolling banner (temporarily obscuring a portion of the viewing screen)

· Watermark (an ad that is transparent or appears in the background without obscuring the viewing screen)

8.11.2 Primary Actors

	Actor
	Description

	John
	A user who subscribes to a mobile video content service

	Video Service Provider
	The service provider (e.g. mobile operator, off-deck portal, broadcaster) that offers the mobile video service that John subscribes to

	Advertisers
	Merchants who would like to advertise their products and services via the mobile video service 


8.11.3 Actor Specific Benefits

	Actor
	Benefit

	John
	Enjoys the mobile video service at a reduced price, and receives advertisements for products and services that interest him

	Video Service Provider
	Obtains additional revenue from the video service through the billing of advertisers

	Advertisers
	Are able to market their products and services effectively to mobile video service subscribers through the use of ads that are targeted to interested recipients


8.11.4 Pre-conditions

· John subscribes to the mobile video service.

· John agrees to receive advertisements in his mobile video service in exchange for a lower subscription rate

· John completes a profile of his vital statistics (age, gender, residence address, etc.) and interests, which will be used to filter the ads he will view along with the video content.

8.11.5 Post-conditions

· John enjoys video content that includes advertisements which match his interests.

8.11.6 Normal Flow: Broadcast Video

1. John receives his video content over a broadcast channel. John’s broadcast service provider reserves a portion of the broadcast channel for advertisement transmission. Each advertisement is labeled with metadata that characterizes the subscribers who would be interested in viewing the advertisement.

2. John’s mobile device monitors the broadcast advertisement transmission. Using John’s profile and the ad metadata, his device filters the advertisements and caches only those ads which match John’s interests.

3. John begins watching one of the video channels of the broadcast service. After some time, the program reaches a pre-specified advertisement break.

4. John’s mobile device selects one or more advertisements from the cache and plays them during the advertisement break. Ad selection depends on a number of factors, e.g. number of times each ad has already been played, time since last play, ad expiration times, John’s current context (e.g. time of day, location), etc.

8.11.7 Alternate Flow: Point-to-point Video

1. John receives his video content over a point-to-point streaming connection and in MMS messages. John’s video service providers reserve a portion of the ad media or the media player for advertisements (inserted, banner, watermark, etc.) Each advertisement is labeled with metadata that characterizes the subscribers who would be interested in viewing the advertisement.

2. John’s streaming video service provider maintains information about John’s mobile device and John’s preferences, as well as John’s current location. Using this information, John’s service provider selects a set of ads that match John’s interests, current context and his device’s capabilities. 
3. John selects a video to be streamed to his mobile device. Advertisements from the set selected for John are inserted into the video stream by a transcoding engine or other application. The ads can be pre-roll, mid-roll, post-roll, scrolling banners or watermarks.

8.11.8 Other Scenarios

· John’s service provider identifies certain (non-personalized) ads that it wants to send to all its subscribers (e.g. announcements of new program offerings). These ads are inserted into the video content on the network side.

· John’s device has a Rich Media client that displays video content in a reserved part of the device screen, with another small screen area at the bottom that can be used for advertisement display. To avoid interruption of the video content, John chooses to have ads displayed on the bottom of the screen simultaneously with the video content at the top. This can be supported with direct client/server interaction between John’s Rich Media client and his service provider’s video content server.

8.12 Recording and Collection of Advertising Metrics

8.12.1 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).

8.12.2 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 


8.12.3 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.


8.12.4 Pre-conditions

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

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

3. 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.

8.12.5 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.

8.12.6 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).

8.12.7 Alternate Flow

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

8.13 Mobile Advertising in Messages using Context Information

8.13.1  ASK  \* MERGEFORMAT Short Description

Depending on user A’s context information (profile) he will receive advertisements or not. Advertisements might be related with this context information.

A profile can consist of multiple settings impacting network behavior and Device behavior e.g. ringing tone.

8.13.2 Actors

User: of mobile services and consumer of the advertisements.

Service Provider: entity that provides the mobile advertising service.

Advertiser: content provider (brand) that sends the advertisements to the users.

8.13.2.1 Actor Specific Issues

User: wishes to have the best possible mobile experience.

Service Provider: wishes to provide a good experience for users of their services, satisfying user’s necessities at every moment and their preferences when possible.

Advertiser: wishes to target a specific public informing them about the availability of certain product and/or service.

8.13.2.2 Actor Specific Benefits

User: is provided with information that may be extremely useful in a particular. He may have benefits by means of discounts on other mobile services (cheaper calls, free messages, etc).

Service Provider: offers new attractive services to their clients.

Advertiser: is supposed to highly adjust the advertisement delivery, being able this way to target the audience in a more accurate way and ensuring bigger consumer’s impact.
8.13.3 Pre-conditions

User: Has a device that supports profiling at each moment than he can use to change device behavior (e.g. ringing tone) as well as network behavior
Service Provider: Can detect profile settings at every moment and is able to change add delivery behavior accordingly.

Advertiser: has made an agreement with the service provider in order to establish a context for the advertisement delivery.

8.13.4 Post-conditions

User: has received a message sent to him by an acquaintance; together with the text, appears an advertisement related to his current context.

8.13.5 Normal Flow

This flow describes the processes that take place considering the message recipient user has a device with a profile that enables advertisement delivery:

1. Bob comes into mall where the some advertisers have potential influence.

2. Bob remembers that he silenced his phone yesterday evening and decided to change his phone behavior and selects the “outdoor free time” profile, to change his phones ringing to loud and to reflect his current context.

3. A Bob’s friend, who appears to be close by, sends a message to Bob, whom phone profile now enables receiving add messages.

4. Service provider analyses Bob’s current phone profile and determine that Bob is in “free time” profile.

5. Service provider delivers to Bob’s mobile device the message together with an advertisement from a shop located in the mall, stating big discounts on its products.

6. Bob also received a pushed advertisement from another shop stating big discount on shoes.

8.13.6 Alternative Flow

This flow describes the processes that take place considering the message recipient user has a device with a profile that does not enable advertisement delivery:

1. Monday Bob is on its way to work from the train station to his work he crosses the mall while crossing the mall he receives a message from a colleague stating, meeting has changed to room 4.22.

2. Service provider analyses Bob’s current phone profile and determine that Bob is in “work” profile.

3. Service provider analyses Bob’s current phone profile and decides he is not able to receive advertisements.

4. Service provider delivers to Bob’s mobile device the message.

8.13.7 Alternative Flow 2

This flow describes the processes that take place considering the change of phone by Bob

1. Monday morning Bob changes phones, he inserts his smartcard in his business Smartphone, after authenticating himself with his pin, the phone shows the current profile setting being “outdoor free time” Bob decides to change to “general work” mode.

2. Bob is on its way to work from the train station to his work he crosses the mall while crossing the mall he receives a message from a colleague stating, meeting has changed to room 4.22.

3. Service provider analyses Bob’s current phone profile and determine that Bob is in “general work” profile.

4. Service provider analyses Bob’s current phone profile and decides he is not able to receive advertisements.

5. Service provider delivers to Bob’s mobile device the message.

9. Gap Analysis
9.1 Gap Analysis – General

The following paragraph lists several gaps identified during the WP drafting, which may be covered by a future OMA WID. These gaps are 

· Advertising Metadata
In several use cases, a relationship is required between the advertising information itself and other properties such as:

· Advertising information and target type of user profile (e.g. age) and user preference (e.g. music).

· Advertising information and non-advertising information (e.g. defining the relation between a Video Clip and an advertisement and, optionally, order of display). 

· Advertising and billing methods (e.g. CPM, CPA).

· etc

Metadata that connect these elements may be used to bridge this gap.

· User Profile Containing Advertising Related Information 
In several use cases, one or more operators, enablers and other entities may require information about user profile and user preferences regarding advertising, such as:

· Their acceptance for advertising in general

· Their current acceptance for advertising

· SLA details and specific charging details

As this information will require interoperability between different players, advertising information contained in user profile may have an impact in Enablers such as OMA GSSM [GSSM], OMA GPM [GPM] and others.
9.2 Gap Analysis – Peer-to-peer Messaging Induced Advertising Use Case (Section 7.1)
This Use Case identifies the following gaps with existing OMA enablers:

· Charging

Advertisements are usually part of a specific SLA between the receiver of the advertisement (UserB in this Use Case) and his operator. The operator in its turn will charge the advertisement suppliers, based on the exposure (CPM) and/or response (CPA) characteristics of the advertisement by the consumer of it. Therefore, existing OMA Billing Enablers should support appropriate charging capabilities to support these models.

· Personalization

See section 8.11.

· Interactivity

See section 8.6.

9.3 Gap Analysis – Pull Induced Advertising Use Case (Section 7.2)
This Use Case identifies the following gaps with existing OMA enablers:

· Charging

Advertisements are usually part of a specific SLA between the receiver of the advertisement (UserA in this Use Case) and his operator. The operator in its turn will charge the advertisement suppliers, based on the exposure (CPM) and/or response (CPA) characteristics of the advertisement by the consumer of it. Therefore, existing OMA Billing Enablers should support appropriate charging capabilities to support these models.

· Personalization

See section 8.11.

· Interactivity

See section 8.6.

9.4 Gap Analysis – Push Advertising Use Case (Section 7.3)
This Use Case identifies the following gaps with existing OMA enablers:

· Charging

Advertisements are usually part of a specific SLA between the receiver of the advertisement (UserA in this Use Case) and his operator. The operator in its turn will charge the advertisement suppliers, based on the exposure (CPM) and/or response (CPA) characteristics of the advertisement by the consumer of it. Therefore, existing OMA Billing Enablers should support appropriate charging capabilities to support these models.

· Personalization

See section 8.11.

· Interactivity

See section 8.6.
9.5 Gap Analysis – Regulatory Interception Use Case (Section 7.4)
OMA does provide several enablers that are identified in this WP to enable mobile advertising on mobile devices. One of these Enablers is the CBCS (Categorization Based Content Screening, [CBCS]) that covers the Categorization of a particular content (e.g. advertisements) and screening of such content.

There is no gap related to this use case.

9.6 Gap Analysis – Interactive Mobile Advertising Use Case (Section 7.5)
The Interactive Mobile Advertising use case shows one of the main benefits that the mobile environment could bring to the advertising world: the interactivity between the user and the advertiser. The RME (Rich Media Environment) enabler [RME] is developed in OMA with the goal of provide a technology that allows the creation, deployment, distribution and presentation of rich media interactive services. Therefore, the RME Enabler is considered as the base technology to enable this use case.

The RME architecture is based on a client and server interaction. The RME Client contains a scene manager, where a scene is a description of temporal and spatial layout of objects. Also the RME Client offers a module for handling scripting, as procedural manipulations to the current scene. The RME Server supplies the RME Client with rich media data (i.e. initial scene and scene updates).

As the RME enabler is agnostic to the content delivered, there is no any objection to consider that an advertisement is part of the scene.

The following high level functionalities are derived from the interactive advertisement use case:

· The service provider must be able to remote manage the advertisement (e.g. controlling the time of the ad presentation): this functionality is fully covered using an RME Server capability of serving and updating the scenes in the client.

· The user is able to interact with the advertisement (e.g. choosing between different options): this functionality is fully covered by the scene manager module of the RME Client.

· The interaction with the advertisement causes a “change of state in the advertiser side” (e.g. reserve some site in a show): The advertiser might be seen as an RME Content Provider. The interface between an RME Enabler and a Content Provider is outside the scope of this RME 1.0, and the interaction might be implementation specific. The standardization of an interface to expose RME events or data requests to authorized principals (e.g... advertisers) could be useful in order to fulfill the interactive advertising use case requirements. This is a generic gap in OMA rather than specific to Mobile Advertising; The issue was reviewed by the OMA Architecture Working Group, and the conclusion is that there are some industry models to publish and subscribe to events, but there is no generic OMA Enabler to cover this work.
· The service provider is able to bill the advertiser by different models (e.g. CPA, CPM): The RME Enabler should be able to interact with a charging entity to perform charging activities. Is derived that the RME Enabler might leverage external charging capabilities to enable the CPA or CPM models, so is recommended interfaces with charging enablers cover the needs of these business models.
9.7 Gap Analysis – Idle Screen Advertising Use Case (Section 7.6)

The following paragraph lists several specific gaps identified during the WP drafting in relation with the above use case, which may be covered by a future OMA WID.

· Idle screen identification mechanism
In order to allow the display of information on the idle screen, a unified mechanism to allow such may be required, either:

· As a property to an information to be displayed

· As an event or API to an application
9.8 Gap Analysis – Content Subject to Advertising Use Case (Section 7.7)
The Content Subject to Advertisement section 7.7 establishes a relationship between some content purchased by the user and a particular Advertisement that must be “consumed” by the user to finally enjoy the content, in order to ensure that the advertisement is seen by the user.

Some service approaches are being currently used to ensure this functionality, for instance, the service provider might disable the user control commands (e.g. fast forward) to ensure that the advertisement is entirely placed in the screen during a particular amount of time. This approach slightly addresses the possible business models drafted with this use case.

Creating some enabler facilities to control the consumption of the advertisements would create logical relationships between advertisements and content that might improve the business models for service providers and advertisers. For example (but not limited to): 
The consumption of a particular advertisement might give the user the rights to consume the content only a limited number of times.

· The consumption of a particular advertisement might give the user the rights to forward the content to another user, but the content would be forwarded with the advertisement, thus it enables viral marketing.

The Digital Rights Management (DRM) Enabler seems to cover part of the use case. The current DRM Enablers (v2.1, at the time of this analysis) provide the technology to establish the permissions (play, print, etc) of the user over a particular content.

A permission is fine-grained described in terms of constraints, e.g. one of the following types: count (specifies the number of times a permission may be granted), timed-count (same as count timer attribute), datetime (specifies the time range, respectively the time limit, for a containing permission.), individual (specifies the individual to which content is bound).

There may be several different approaches on how to disable user commands for the duration of the advertisement, for example.……
9.9 Gap Analysis – Content Selection for Mobile Advertising Use Case (Section 7.8)
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 (section 8.1). 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” (section 7.12), 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 (section 8.1) 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.
9.10 Gap Analysis – Use Case Telescoping Advertisement (Section 7.9)

As presented in the use case, the telescoping advertisement is a form of interactive advertising. Then, all the gap analysis done in the section 8.6, Gap Analysis – Interactive Mobile Advertising Use Case (Section 7.5) is applicable to this particular use case.

Additionally, when defining the attributes of a particular advertisement (i.e. advertisement metadata), some parameters to identify whether or not if the ad is extensible by a telescoping action, and some associated data (e.g. URI of the extended advertisement), should be standardized in order to allow the clients the use of these data in an interoperable way.
9.11 Gap Analysis – Peer-to-peer Messaging Induced Advertising with Inter-Operator Settlement Use Case (Section 7.10)
This Use Case identifies the following gaps with existing OMA enablers:

· Charging

Advertisements are usually part of a specific SLA between the receiver of the advertisement (UserB in this Use Case) and his operator. In this Use Case, the operator servicing UserA generates the advertisement and shares part of its revenue with the operator servicing UserB. This calls for a multiparty charging scenario whereby the operator servicing UserB must be made aware of the fact that an advertisement was shown, so that he can apply the appropriate charging logic. The operator servicing UserA will charge the advertisement suppliers, based on the exposure (CPM) and/or response (CPA) characteristics of the advertisement by the consumer of it. Eventually both operators settle their debts to each other. Existing OMA Billing Enablers should support appropriate charging capabilities to support this model.

· Personalization

See section 8.11.

· Interactivity

See section 8.6.

9.12 Gap Analysis – Use Case Personalized Advertisements in a Video Service (Section 7.11)

The normal flow of this use case describes advertisements received over the broadcast channel that are labeled with metadata that is matched against a subscriber profile to allow only ads of interest to the subscriber to be cached on their device. These ads are inserted into the broadcast content during advertising breaks. The major gaps identified in this use case are the need for a standardized set of ad metadata and the enhancement of the subscriber profile to include information about the subscriber’s ad preferences. If standardized as part of an OMA advertising work item, the ad metadata and subscriber advertising information could be used to personalize ads for other services and ad delivery mechanisms in addition to broadcast. For example, the ad metadata could be included in the OMA Dynamic Content Delivery (DCD) enabler [DCD], and the ad-specific enhancements to the subscriber’s profile could be added to the Shared Profile XML Document Management System (XDMS) that is being developed by the OMA Presence and Availability (PAG) working group.

In the case of personalized ads in a broadcast service, the OMA Broadcast Service Guide technical specification [BCAST] includes a Notification Function (NF) that allows information about current or future events related to broadcast program content to be sent to OMA BCAST devices. The NF consists of messages that can be sent over either a broadcast or an interactive channel, and can be targeted to the end user or to the user’s device. Two flavors of NF messages targeted to the user’s device are relevant to this use case: the auxiliary data downloading message and the auxiliary data insertion trigger message. The auxiliary data downloading message contains a reference to an element of auxiliary data associated with a broadcast program, which can include advertisements. The message includes filtering data, which consists of a set of attribute-value pairs that a device can use to determine whether or not to download the auxiliary data referenced in the message, or which of the cached advertisements should be inserted for display. In the case of an advertisement, the filtering data parameters can be defined to characterize the subscribers that would be interested in viewing the ad. The exact content of the filtering data is left unspecified in [BCAST], so the ad metadata defined within the scope of a new OMA advertising work item could be used to populate the filtering data parameters in the auxiliary data downloading message. As mentioned above, it is also necessary to define an advertising profile for each subscriber to characterize the kinds of ads the subscriber would like to receive, which will require extensions to existing user profile specifications.

The auxiliary data insertion trigger message is used to indicate to the device when there is an ad break in a broadcast program. The message includes the start time and duration of the break. This message can be used to determine when ads selected from the device’s cache should be played.

The Ad-Client on the terminal shall define its capabilities in the UA-Prof Storage Server. The User Agent Profile Storage Server is an entity of the UA-Prof framework that stores terminal’s profile resources. The W3C Mobile Web Initiative has a Device Description Working Group (DDWG), which is the latest incarnation of UA-Prof. DDR (Device Description Repository) specifies most of the UA-Prof attributes, e.g. supported content types per application, display sizes and presentation platform. DDR provides both public and private repositories with interfaces for querying, notifying, versioning and validity.

1. Ad presentation: The Ad Content Provider utilizes the retrieved device information to tailor the content in a manner best suited for the device, including the choice of menu layout (e.g. linear, hierarchical, animated, popup, softkey etc.). 

Gaps: From the MobAd perspective, the information with reference to physical layout of the canvas (content pane), menu layout and their sizes for both networked and non-networked native applications should be specified. This shall aid in adapting the Ad content appropriately per the rendering area. 

2. Ad Personalization: Personalized ads are generated based on user preferences, e.g. demographic details, user response to forms requesting information on certain attributes, that in turn are used by ad content providers to target personalized ads.
Gaps: This information i.e. the attributes can be defined in the scope of MobAd.
9.13 Gap Analysis – Recording and Collection of Advertising Metrics Use Case (Section 7.12)
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. 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.

A major gap that needs to be filled to provide the second functional element is the definition of a standardized set of advertising metrics (ad impressions, clicks, etc.) that can be recorded by applications on the device and then collected in a variety of different ways. The third functional element identifies a gap in that it requires the definition of profile information associated with applications which can be matched against ad metadata, so that the appropriate ads can be chosen and displayed in the context of each application. 

Regarding the first functional element, the OMA Device Management (DM) WG is currently working on a Diagnostics and Monitoring (DiagMon) enabler [DM-DiagMon] that can be used to realize the recording and collection of application usage information. 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 therefore be used to implement the first functional element listed above. The set of DiagMon performance indicators could also be extended to include 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 (ad metrics could also be collected and reported via other OMA enablers). 
Assuming that certain gaps are filled, the OMA Dynamic Content delivery (DCD) enabler [DCD] can be used for ad delivery, reporting of ad metrics and application usage, and management of ad storage. The Advertiser could use one or more dedicated DCD channels for delivering ads to the terminal. Ads could also be delivered to a terminal in-band, i.e. interleaved in a content channel. The OMA Content Delivery (CD) WG is working on leveraging the DCD enabler on a variety of bearers e.g. BCAST, Cell Broadcast etc. DCD provides interfaces for registration via the Client Application Registration (CAR) interface and data exchange via the Client Application Data Exchange (CADE) interface. These could be utilized by the Ad client (which would be a DCD-Enabled Client Application (DECA) in the DCD architecture) to register for Ad channels in the following ways:

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

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

Gaps:

1. DCD-1 interface is a unidirectional point to point interface, wherein the client sends a content request to receive a response. For Interactive advertising use-case the DCD-1 interface could be made to support interactive-session.

2. The channel metadata for Ads needs to be standardized from the Ad provider end.

3. DCD shall need a service-guide (channel guide) (similar to the one defined by OMA BCAST) for advertising use-cases.

4. When DCD-2 interface is being used, the device should be provisioned with the Ad channels in addition to the content channels.

DCD has ongoing work to support usage tracking per channel. In this feature, the server could collect usage of channel items via a usage-record. The server could send a DCD Notify message to the terminal, requesting a usage-report. Alternatively, the server could provision the client with a report-interval in the DCD configuration in which the client shall update the server with the latest report. The terminal shall update the metrics on the point to point DCD-3 interface. 

Gaps: 

1. The DCD client is application agnostic and hence the attributes and schema for conveying the Ad metrics (e.g. impressions, clicks) need to be defined in the DECA application-profile. 

2. For application usage tracking, the application name and usage attributes need to be defined. These fields shall be dynamically populated by the respective applications. The ad-client [DECA] shall consolidate the usage attribute-values per application and update the DCD usage-tracking server. The Ad content provider can use the application usage statistics to send the ad-mix in appropriate proportion.

Note: The attributes for application usage and Ad metrics shall be enabler agnostic. Hence, these attributes should be applicable to all enablers.

The Ad store and lifetime on the device could be realized using the HTTP cache mechanism. The default lifetime of an item in the cache per HTTP standard is age. For the interval that an Ad shall exist in the cache, the age itself is specified by a sub-header in the response headers. In the case of Ads, the Ad entry’s lifetime in cache is to be decided by:

1. If-Selected: For instance, if an Ad is selected by the user it could be removed from cache store.

2. N-Presentations: If an Ad is presented to the user ‘N’ times it could be removed from cache store

3. Age: In units of time

Gaps: 

· DCD content store and management may need to specify lifetime of an Ad with attributes like N-Presentations, If-Selected etc. in addition to the standard HTTP age attribute in the order listed above. This algorithm might be applicable to regular DCD content as well. This may be added as a DCD sub-header in the HTTP headers.
9.14 Gap Analysis – Use Case Mobile Advertising in Messages using Context Information (Section 7.13)
The context information could be another source in order to discriminate whether or not a user should receive advertisements. Context information is understood as a personal phone setting by which a user may describe its context profile, e.g. “free time”, “work”, etc, beside the current use of such profiles for e.g. changing phone behavior. This information may also be used as a policy to allow / deny or change advertisement delivery.

The PEEM enabler is being developed in OMA in order to evaluate and/or enforce policies and would be a candidate to implement part of this use case, but definition and provision of individual policies are out of scope of PEEM. In this case, the context information could be part of a user profile’s extension, and this is something that has been considered as a general gap in 7.13. How these profile settings are related with the enabler used to enforce policies, and the impact of them in the usability of the device, might be implementation specific issues.

There is an alternative flow in the use case in which the change of device doesn’t affect in the context information previously described by the user. This implies that the context information settings, whatever form they take, might be stored using a portable device (e.g. sim card), this would need further studies in the enhancement of the current user profile’s enablers.
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