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1 Reason for Contribution

In-Game Advertising has many usecases which are seamlessly integrated with game. This contribution specifies the metrics function in IGA.

Game user may make some interactions with the game client that may be relative to ads or his preference, such as  choosing item or AD character while playing game， game users are also  allowed to interact with advertisers’ brand as part of the game play. Game client captures the interactions as ad metrics data .
Game Service Provider receives metrics data on game user’s Ad viewing, Ad responses, and uses this information for advertiser billing and better targeting of the Ad campaigns. Base on metrics report, Advertiser   would like to advertise their products and promote them for potential targeted game users
2 Summary of Contribution

It is a usecase which expresses a metrics  usecase.
3 Detailed Proposal

A.1 Metrics in  IGA  usecase
A.1.1  ASK  \* MERGEFORMAT Short Description

While game user playing a game, there is a certain area in user’s screen for advertisement,  user clicks (or press down) this area, game client  pushes certain ad to user’s screen,  allowing  game users to interact with advertisers’ brand as part of the game play. Game client captures the interactions as ad metrics , and delivers to IGA-C.   

Game Service Provider would also like to obtain information about which goods or brands  that  game user  likes most so that the right numbers of adverts targeted for the game user can be sent to user’s device.
A.1.1.1 Actors 
· User: A user with a mobile device,  who receives advertisements for products and services that interest him.
· Game Client: A game client has interaction with user and has the interaction information.

· IGA Server: An IGA server communicates with game server and has IGA information, and receives metrics  from  IGA-C and analyses it.

· IGA Client: An IGA client interfaces with game client and handles interaction information from game client, collect and process metrics related information from  game client.
· Advertiser: Merchants who would like to advertise their products and promote them for potential targeted users .
A.1.1.2 Actor Specific Issues

N/A

A.1.1.3 Pre-conditions
·    Game Client and Game Server are already installed and configured.
· Game user agrees to receive advertising in exchange for lower service subscription rates.

· Game user agrees to allow the device to report advertising metric and application usage information to the game Service Provider, and the game Service Provider agrees to keep this information private.

A.1.1.4 Post-conditions

Game Service Provider receives data on game user’s Ad viewing, Ad responses, and uses this information for advertiser billing and better targeting of the Ad campaigns.

A.1.1.5 Normal Flow

1. When a user is playing a game, there is certain area in the end user’s screen for advertisement.

2. The user clicks the certain area for advertisement. 
3. IGA-C request the IGA-S to push certain ads of  advertisers  to the game user.

4. The certain ad is played on the end user’s screen.
5. The user may press some buttons to express his option about the certain ad.
6. Game user’s button actions  is caught by the game client ,then deliver to IGA-Server. 
7. From these Ad metrics data ,  game Service Provider determines that the game user  is interesting in certain game  much more,  and will  adjusts the mix of adverts sent to the game user accordingly.
8. User’s Ad metric data is combined in different ways with data from other users also to achieve statistics about the size of audience for the Ad . 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, game Service Provider ). This clicking is also a reference for discount or metrics, etc
A.1.2 Market benefits 
· User: Can be shown relevant, fresh advertisements when playing game, play  game  at a reduced price.
· Game service provider: May offer a better game service and additional revenue, because of the use of metering capabilities. May consider charging for certified statistics reports, or use them as a tool to attract more advertisers.
· Advertisers: Are able to market their products effectively to mobile gamers  through the use of adverts that are targeted to interested gamers. May use certified statistics reports to refine Ad campaign.
4 Intellectual Property Rights

Members and their Affiliates (collectively, "Members") agree to use their reasonable endeavours to inform timely the Open Mobile Alliance of Essential IPR as they become aware that the Essential IPR is related to the prepared or published Specification.  This obligation does not imply an obligation on Members to conduct IPR searches.  This duty is contained in the Open Mobile Alliance application form to which each Member's attention is drawn.  Members shall submit to the General Manager of Operations of OMA the IPR Statement and the IPR Licensing Declaration.  These forms are available from OMA or online at the OMA website at www.openmobilealliance.org.

5 Recommendation

GS Group should reflect this input to RD of IGA.
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