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1 Reason for Change

This contribution proposes some text for Section 4 in RD document.

2 Impact on Backward Compatibility

N/A
3 Impact on Other Specifications

N/A

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

Add the proposed text under the proposed section.

6 Detailed Change Proposal

>>>>>>>>>>>>>>>>Proposed changes in section 4 >>>>>>>>>>>>>>>>

4.   Introduction
(Informative)

This document illustrates uses cases relevant for Mobile Advertising, and specifies the requirements derived from these use cases.
Enabling Mobile Advertising reveals issues with security, privacy, business and pay models, customization, user implication and acceptance of advertising. These issues reach another dimension because the roles of many actors in Mobile Advertising are still undefined. It is clear, though, 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 services. 

This Requirement Document will provide requirements in the following areas:

· Personalization of the Advertisements: one of the key performance indicators for the Mobile Advertising services is the degree of the advertisement’s personalization. The more targeted the advertisements are to a particular user, the more acceptance will be achivied. 

· Interactivity of Advertisements: when the first advertising services started using new technologies for delivery of advertisements (i.e. Internet), different pricing models have been defined. The first innovative one was the CPC (Cost per Click), in which the cost of the advertisement for a brand depends on the number of times the user clicks to an ad (e.g. goes to the brand site). While this model is still valid for Mobile Advertisement, new model models as CPA (Cost per Action) have continued to emerge, and interactivity is a key point to achieve this new model and others.
· Technology to Facilitate Advertising Metrics: One of the most important parts of an advertising campaign is the metering of the advertisement’s impact and user behaviour. Using these metrics, the 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. Collecting data related to mobile advertisements reach and reaction to them, and correlating such data across large groups/audiences, can provide additional feedback to the Mobile Advertisement value chain. The service providers may offer a better service and additional revenue, or may consider charging for a certified statistics report, or use them as a tool to attract more advertisers. 
4.1  Actors in the context of Mobile Advertising
Editor's note: A figure of Mobile Advertising Framework will be added and its description will be updated when the relationship of different actors is identified.


The Advertiser is the principal who is willing to promote its products and services through the Mobile Advertising service acquiring space or time to present an announcement or persuasive message to the public. Since Mobile Advertising can be combined with users’ 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 mobile terminals capture consumers’ attention and build brand awareness.

The Service provider is the principal who offers the Mobile Advertising service and other services such as the streaming media service, MMS service, on which the advertising content is delivered. Based on a series of criteria (user profile, browsing / transacting records, ID3 tags from MP3 stored on the device, etc…), an Advertisement Selector selects the most appropriate advertisement content to be delivered to the user.  An Advertisement Selector could be an integrated entity of the Service Provider and / or Operator, or an independent one.

The user is the principal who receives the mobile service and consumes Mobile Advertising content. The mobile user can receive personalized advertisements and easily interact with it.
>>>>>>>>>>>>>End of the proposed changes in section 4>>>>>>>>>>>>
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