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1. Scope
(Informative)

This Requirement Document (RD) contains use cases and defines the requirements for the Mobile Advertising service. The following areas will be covered in this RD:
· Personalization of the Advertisements

· Interactivity of Advertisements

· Advertising Metrics

Mobile Advertising service will reuse as much as possible existing technologies. Some requirements may be shared between multiple OMA WGs, where extensions to other enablers may be needed.
2. References

2.1 Normative References

	[RFC2119]
	“Key words for use in RFCs to Indicate Requirement Levels”, S. Bradner, March 1997, URL:http://www.ietf.org/rfc/rfc2119.txt

	
	

	
	


2.2 Informative References

	 [OMADICT]
	“Dictionary for OMA Specifications”, Version x.y, Open Mobile Alliance™,
OMA-ORG-Dictionary-Vx_y, URL:http://www.openmobilealliance.org/

	
	

	
	


3. Terminology and Conventions

3.1 Conventions

The key words “MUST”, “MUST NOT”, “REQUIRED”, “SHALL”, “SHALL NOT”, “SHOULD”, “SHOULD NOT”, “RECOMMENDED”, “MAY”, and “OPTIONAL” in this document are to be interpreted as described in [RFC2119].

All sections and appendixes, except “Scope” and “Introduction”, are normative, unless they are explicitly indicated to be informative.

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

3.2 Definitions

	
	

	
	


3.3
Abbreviations

	OMA
	Open Mobile Alliance

	
	

	
	


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.
5. Use Cases
(Informative)

5.1 Advertisement selection in a Point to Point Advertisement Service

5.1.1  ASK  \* MERGEFORMAT Short Description

Based on an external event (out of the scope of the use case), the service provider decides to send an advertisement to a particular user, then it leverages an Advertisement Selector capabilities to select the most suitable advertisement for this user based on different sources of information (e.g. user profile, user context, etc).

5.1.2 Actors

· User: The one consuming the advertisement service.

· Advertiser: Entity willing to promote its products and services through the service provider mobile advertising service.

· Service Provider: Provides the mobile advertising service and might be able to supply the Advertisement Selector with user information (e.g. user profile to filter ads) and its context (e.g. part of the service the user is accessing).

· Advertisement Selector: Actor 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. This role could be assumed by the same entity that has the role of the Service Provider and / or Operator, or an independent one

5.1.2.1 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.

· Advertiser: doesn’t need to take into account the final target of its ads, since there is another entity performing this task.

· Service Provider: Wishes to provide a good experience to the users of their services, satisfying their needs and preferences. With that purpose, is able to access the user profile and other information that helps to improve such profile, as well as information about the user context. 

· Advertisement Selector: Gathers data from the rest of actors (Advertiser, Service Provider) and makes a final decision on the content to be delivered.

5.1.2.2 Actor Specific Benefits

· User: The user might receive services/content with some discounts by allowing the reception of the ads. These ads match its profile and are adapted to user’s context; 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 advertisement is presented in a format following the original design and consistent with the expectations of the advertiser and the user, in order to have the desired impact.

· Service provider: Offers a targeted and adopted advertising service to its clients; obtaining a high level of trust and interest and could attract new clients.

· Advertisement Selector: Target the advertisements appropriately providing an attractive service to the advertisers.

5.1.3 Pre-conditions

· User: Has exposed to the Service Provider its profile with the most significant data about his /her preferences to receive advertisements.

· Service Provider: Needs to be coordinated with the Advertisement Selector; and have an agreement with the advertiser.

· Advertiser: Has an agreement with the Service Provider. This agreement is needed so the advertiser could leave to the Service Provider the decision about the content to be sent to the user. The advertisement 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.

· Advertisement Selector: has an agreement with the Service Provider to be able to access or receive the information needed to target the advertisements, and has advertisements provisioned in its database.

5.1.4 Post-conditions

· User: has received the advertisement, following his/her preferences, browsing records, etc…

· Advertiser: knows that its advertisements have been sent to the best targets (through the Advertisement 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 or Advertisement Selector.

· Service Provider: has provided the mobile advertising service to the user.

· Advertisement Selector: has selected the most adequate advertisement to the user.

5.1.5 Normal Flow

1. The service provider decides to send and advertisement to the user (based on an external trigger).

2. The Service Provider obtains information from external sources that might be useful to target the advertisement: user profile (including some advertisement policies set by the user), location, presence, device information, etc.

3. The Service Provider interprets this information and makes part of it available to the Advertisement Selector requesting an advertisement; thus the Advertisement Selector will be able to decide which advertisement(s) suits better user preferences. 

4. The Advertisement Selector compares the properties that classify the advertisement and the info provided by the Service Provider about the user and its context. 

5. The Advertisement Selector decides which advertisement is the most suitable to be sent to the user (based on e.g. device capabilities, profile information, location, presence, etc), and provides its response to the Service Provider.

6. The Service Provider sends the advertisement to the user.

5.1.6 Alternative Flow 1 (Service Provider advertisement blocking)

1. The Service Provider decides to send and advertisement to the user (based on an external trigger).

2. The Service Provider obtains information from external sources that might be useful to target the advertisement: user profile (including some advertisement policies set by the user), location, presence, device information

3. The Service Provider interprets this information and decides that the user is not subject to receive advertisements in such context.

5.1.7 Alternative Flow 2 (Advertisement Selector advertisement blocking)

1. The service provider decides to send and advertisement to the user (based on an external trigger).

2. The Service Provider obtains information from external sources that might be useful to target the advertisement: user profile (including some advertisement policies set by the user), location, presence, device information, etc.

3. The Service Provider interpret this information and makes part of it available to the Advertisement Selector requesting an advertisement; thus the Advertisement Selector will be able to decide which advertisement(s) suits better user preferences. 

4. The Advertisement Selector compares the properties and decides that the user is not subject to receive advertisements in such context, and response to the Service Provider accordingly.

5.1.8 Operational and Quality of Experience Requirements

· The service must follow the agreed Security and Privacy global requirements.

· The user profile must categorize to the maximum extent the kind of advertisements wanted to be received by the user.

· The Advertisement Selector intelligence must make the most of the information received from the advertisements and the user data.

· The roundtrip time experienced by the user during the reception of the advertisement, and the additional information or service, shall remain acceptable.

· The user should be able to request further information about the promoted product and/or service by the advertisement.

5.2 General AdEngine-related use case

5.2.1  ASK  \* MERGEFORMAT Short Description

The AdEngine (pre)fetches relevant advertisements when required, feeds AdApps with them, and facilitates metrics of shown advertisements.

5.2.2 Actors

· User: A user with a mobile device, who is to be shown an advertisement.
· AdApp1..n: A mobile application (e.g. a game) which consumes a potentially interactive advertisement at any given point of time, and presents it to the User.
· AdEngine: A device-resident application which has multiple functionalities, e.g. fetches appropriate ads from the   AdSelector and feeds different AdApps, as well as provides feedback mechanism. May use pre-fetching.
· AdSelector: An application or a set thereof selecting and  serving appropriate ads to the User, via the underlying handlers (AdEngine and AdApps)
5.2.2.1 Actor Specific Issues

n/a

5.2.2.2 Actor Specific Benefits

· User: Can be shown relevant, fresh advertisements when either online or offline.
· AdApp1..n: Can show relevant and fresh ads regardless of whether online or offline, while most of the complexity is hidden from it.
· AdEngine: Can successfully manage ads regardless of whether online or offline and provide crucial metrics accurately and timely.
· AdSelector: Can successfully select and serve ads regardless of whether online or offline and potentially benefiting from relevant context information and crucial metrics accurately and timely.
5.2.3 Pre-conditions

· The AdEngine, AdApp1 and AdApp2 are already installed and configured
· Either of the above actors may have some relevant context information (e.g. type of the game is a football simulation)
5.2.4 Post-conditions

· The AdApp1 and AdApp2 have presented their respective advertisement to the User during their execution
· The AdEngine has used a couple of ads and can report about it, as well, as potentially pre-fetch the next batch
5.2.5 Normal Flow

1. The User starts AdApp1.

2. Upon its initiation and at some point during its execution, the AdApp1 requests an ad to present from the AdEngine, by potentially also passing relevant context information.

3. Assuming the AdEngine has not already pre-fetched a (potentially generic) ad, it contacts the AdSelector requesting an appropriate ad and potentially passing relevant information.

4. The AdSelector delivers one or several ads to the AdEngine.

5. The AdEngine delivers one or several ads to the AdApp.

6. AdApp1 presents the Ad to the User.

7. The User starts AdApp2.

8. Upon its initiation and at some point during its execution, the AdApp2 requests an ad to present from the AdEngine, by potentially also passing relevant context information.

5.2.6 Alternative Flow 1 (Prefetched advertisements)
In case ads have already been pre-fetched at any previous point of time and relevant ads are available to the AdEngine, there will be no step 3.) and 4.)
5.2.7 Operational and Quality of Experience Requirements

n/a
5.3 Recording and Collection of Advertising Metrics

5.3.1  ASK  \* MERGEFORMAT Short Description

Sarah agrees to receive advertisements on her mobile as part of a number of services, such as MMS, IM, PoC etc., she subscribes to. In order to be able to determine the effectiveness of these advertisements, charge the advertisers, and tailor the advertisements content to Sarah’s interests, Sarah’s service provider would like to gather information about which adverts Sarah actually views, which of those adverts she actually clicks on, etc.

Sarah’s service provider would also like to obtain information about which services and applications Sarah uses most often so that the right numbers of adverts targeted for each service can be sent to Sarah’s device (e.g., she might receive an advert from a nearby currency exchange while she is using her currency converter application).

5.3.2 Actors

· User: A user who subscribes to different services, such as MMS, IM, DCD, Music Download and PoC services.

· Advertiser: Merchants who would like to advertise their products and services to mobile users who are subscribed to different services.

· Service Provider: The service provider (e.g. mobile operator, off-deck portal) that offers the services that user subscribes to

· Advertisement Selector: Is an actor who, based on a series of criteria, selects the most appropriate advertisement content to be delivered to the user. This role could be assumed by the same entity that has the role of the Service Provider and / or Operator, or an independent one

· Advertising Metrics Collection Server: Collects the advertising metrics of a user to be used for further improvement of user advertising needs and requirements
5.3.2.1 Actor Specific Issues

· User: is able to express his/her preferences and behaviour as what adverts and content interests the user.

· Advertiser: targets the users in a more effective way and avoids sending unnecessary adverts to the user when known what the user prefers.

· Service Provider: Wishes to provide a good experience to the users of their services, satisfying their needs and preferences

· Advertisement Selector: is able to select the most appropriate advertisement content to be delivered to the user

· Advertising Metrics Collection Server: Is able to collect the advertising metrics of a user and best addresses user advertising needs and requirements 

5.3.2.2 Actor Specific Benefits

· User: Enjoys services at a reduced price, and receives advertisements for products and services that interest her. 

· Service Provider: Obtains additional revenue from its MMS, IM, DCD 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 adverts 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

· Advertisement Selector: targets the most appropriate audience and increases the efficiency of the advertising

· Advertising Metrics Collection Server: Helps the Advertisement Selector to target the most appropriate audience and as such increases the efficiency of the advertising

5.3.3 Pre-conditions

· User subscribes to a number of services, including MMS, PoC, DCD, Music Download and IM.

· User agrees to receive advertising in exchange for lower service subscription rates.

· User agrees to allow the device to report advertising metric and application usage information to the service provider, and the service provider agrees to keep this information private.

5.3.4 Post-conditions

· User receives advertisements along with the subscribed MMS, IM, Music Download and PoC services.

· User’s service provider receives data on user’s advert viewing, ad responses, and application usage and uses this information for advertiser billing and better targeting of the advert campaigns.

5.3.5 Normal Flow-Server Centric
1. Sarah receives an MMS message from her friend Michael. Attached to the message is an advert 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. The Service Provider records an advert impression for the seafood restaurant advert for Sarah.
2. Sarah starts an IM conversation with her friend Michelle. During the conversation, she is presented with an advert for an upcoming U2 concert in her city. Sarah is a big U2 fan, so she clicks on a link in the advert and purchases tickets for the concert. Sarah’s click and purchase actions is caught by the Service Provider.  
3. Service Provider will contact the Advertising Metrics Collection Server to provide the server with the metrics about Sarah’s viewing and consumption of advertisements, including the seafood restaurant and U2 concert ads. Her service provider uses this data to charge the advertisers of the seafood restaurant and the U2 concert. 
4. From these advert metrics and others, Sarah’s 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 adverts. Sarah’s service provider adjusts the mix of adverts sent to Sarah accordingly. 

5. While using her Music Download application, Sarah receives adverts for new MP3 songs that she might like to purchase. Because she receives these adverts while she is already browsing for new music, it is very convenient for Sarah to respond to the adverts.

6. In combining Sarah’s advert metric data with that from other subscribers, her service provider notices that the seafood restaurant advert is not generating many responses. The advert 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 advert

7. Sarah’s advert metric data is combined in different ways with data from other subscribers also to achieve statistics about the size of audience for the advert, 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. The Advertisement Selector contacts periodically the Advertisement Metrics Collection Server to receive the Advertisement metrics. This information is used subsequently when sending adverts to improve the user experience and advert effectiveness
5.3.6 Alternative Flow-Server centric
1. Steps 1 -2 as in normal flow

2. Advertising Metrics Collection Server can automatically contact Service Provider or it is done on a periodic basis

5.3.7 Normal Flow – Device centric
1. Sarah’s device records the advert impression for the seafood restaurant together with any other metrics
2. Sarah’s device is contacted by the Advertising Metrics Collection Server. 
3. From these advert 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 adverts.
4. The rest of the flow is the same as in Normal Flow for server centric
5.3.8 Alternative Flow – Device centric
1. The same as in normal flow for device centric.

2. Sarah’s device automatically contacts Advertisement Metrics Collection Server or on a periodic basis

3. The rest of the flow is the same as in Normal Flow for server centric
5.3.9 Operational and Quality of Experience Requirements

n/a
6. Requirements
(Normative)

6.1 High-Level Functional Requirements
	Label
	Description
	Enabler Release

	MobAd-FUNC-001
	The User MUST be able to opt-in or opt-out for receiving ads.
	MobAd 1.0

	MobAd-FUNC-002
	The User MUST be able to specify advertisements that are of its interest.
	MobAd 1.0

	MobAd-FUNC-003
	The Service Provider MAY access location information in order to help the advertisement selection via the relevant OMA Enablers.
	MobAd 1.0

	MobAd-FUNC-004
	The Service Provider MAY access presence information in order to help the advertisement selection via the relevant OMA Enablers.
	MobAd 1.0

	MobAd-FUNC-005
	The Service Provider SHOULD access user profile’s information in order to help the advertisement selection via the relevant OMA Enablers.
	MobAd 1.0

	MobAd-FUNC-006
	The Advertisement Selector MUST be able to obtain/receive information about the user device’s capabilities in order to help the advertisement selection via the relevant OMA Enablers.
	MobAd 1.0

	MobAd-FUNC-007
	The Service Provider MUST be able to request to the Advertisement Selector  an advertisement  for a particular user.
	MobAd 1.0

	MobAd-FUNC-008
	When requesting an advertisement to the Advertisement Selector, the Service Provider MUST be able to provide information, if available, that would be useful to select the advertisement (e.g. location, presence, user profile, etc).
	MobAd 1.0

	MobAd-FUNC-009
	As per the Service Provider request, the Advertisement Selector MUST response with either:

· an advertisement

·  a reference to an advertisement (e.g. URL)

· a filler

· an indicator for no advertisement.
	MobAd 1.0

	MobAd-FUNC-010
	Advertisements SHOULD be characterized with information relevant to the Advertisement Selector (e.g. category, type of ad, context in which this ad should be delivered, etc)
	MobAd 1.0

	MobAd-FUNC-011
	Advertisements SHOULD be characterized with information relevant to the applications rendering the advertisements (e.g. advertiser URL, rendering information, etc)
	MobAd 1.0

	MobAd-FUNC-012
	The AdEngine SHALL be able to expose a mechanism to AdApps through which they can pass relevant context and similar data, and in return obtain one or more advertisements.


	MobAd 1.0

	MobAd-FUNC-013
	The AdSelector SHALL be able to expose a mechanism through which relevant context and similar data can be passed to it, and return one or more advertisements.


	MobAd 1.0

	MobAd-FUNC-014
	The  AdEngine SHALL be able to  report metrics data, such as: 

a. AdApp identifier/name/description by which the ad was presented to the user

b. context it was presented in 

c. how many times it was served 

d. customer interactions with the ads (e.g. did the customer click to call...) 

e. how long was the banner served 

f. time of day 

g. location (if available)
	MobAd 1.0

	MobAd-FUNC-015
	The  AdEngine SHALL be able to  obtain metrics data from AdApps, such as: 

a. AdApp identifier/name/description by which the ad was presented to the user

b. context it was presented in 

c. customer interactions with the ads (e.g. did the customer click to call...) 

d. how long was the video clip served 


	MobAd 1.0

	MobAd-FUNC-016
	The  AdSelector SHALL be able to communicate to the AdEngine rules, instructions and metadata related to usage of advertisements, such as: 

a. frequency capping related – how many times to be shown

b. storyboarding order – first show one ad then another

c. context based (e.g. Nike ads in sport games) 

d. Location (e.g. Starbucks ad only when nearby)

e. time of day (e.g. server beer ads only after 9pm). 

f. ad customisation rules and metadata (e.g. don’t resize or shorten a clip)

g. ad expiry date and time, and similar


	MobAd 1.0

	MobAd-FUNC-017
	The AdEngine SHALL be able to receive rules, instructions and metadata related to usage of advertisements, as well as manage and execute them.


	MobAd 1.0

	MobAd-FUNC-018
	The AdEngine SHOULD support the pre-fetching capability at a given point of time, such as:

a. Upon AdEngine being started

b. Ad-hoc when other criteria are met, e.g. when the repository is empty

c. At SP-defined times

d. Upon AdSelector trigger


	MobAd 1.0

	MobAd-FUNC-019
	The AdSelector SHALL be able to initiate AdEngine clearing or pre-fetching its inventory.
	MobAd 1.0

	MobAd-FUNC-020
	MobAd service SHALL allow the recording of user’s response, such as clicking and viewing, to a received  advert
	MobAd 1.0

	MobAd-FUNC-021
	MobAd service SHALL allow the reporting on advertising metrics
	MobAd 1.0

	MobAd-FUNC-022
	MobAd service SHALL allow the Service Provider to receive information on the application used for a specific advert
	MobAd 1.0

	MobAd-FUNC-023
	Advertising Metrics Collection Server SHOULD be able to contact the device to collect advertising metrics after sending the advert to that device or on a periodic basis
	MobAd 1.0

	MobAd-FUNC-024
	Advertising Metrics Collection Server SHOULD be able to contact the Service Provider to collect advertising metrics after sending the advert to that user or on a periodic basis
	MobAd 1.0

	MobAd-FUNC-025
	Service Provider SHALL be able to decide as what adverts and  number of adverts could be sent through  a specific service based on the received metrics
	MobAd 1.0

	MobAd-FUNC-026
	MobAd Enabler SHALL enable an entity (e.g. AdEngine, Service Provider, Ad Selector) to report metrics to Advertisement Metrics Collection Server (e.g.impression, clicks) after sending an advert or on a periodic basis
	MobAd 1.0


Table 1: High-Level Functional Requirements

6.1.1 Security

	Label
	Description
	Enabler Release

	
	
	

	
	
	

	
	
	


Table 2: High-Level Functional Requirements – Security Items

6.1.1.1 Authentication

	Label
	Description
	Enabler Release

	
	
	

	
	
	


Table 3: High-Level Functional Requirements – Authentication Items
6.1.1.2 Authorization

	Label
	Description
	Enabler Release

	
	
	

	
	
	


Table 4: High-Level Functional Requirements – Authorization Items

6.1.1.3 Data Integrity

	Label
	Description
	Enabler Release

	MobAd-Int-001
	MobAD service SHALL ensure User information integrity is protected
	MobAd 1.0

	
	
	


Table 5: High-Level Functional Requirements – Data Integrity Items

6.1.1.4 Confidentiality

	Label
	Description
	Enabler Release

	
	
	

	
	
	


Table 6: High-Level Functional Requirements – Confidentiality Items

6.1.2 Charging

	Label
	Description
	Enabler Release

	MobAd-Char-001
	MobAd service SHOULD allow the Service Provider to charge  advertisers based on the Advertisement metrics received from the user’s device
	MobAd 1.0

	MobAd-Char-002
	MobAd service SHOULD allow the Service Provider to support different charging mechanisms for the advertising service
	MobAd 1.0

	
	
	


Table 7: High-Level Functional Requirements – Charging Items

6.1.3 Administration and Configuration

	Label
	Description
	Enabler Release

	
	
	

	
	
	

	
	
	


Table 8: High-Level Functional Requirements – Administration and Configuration Items

6.1.4 Usability

	Label
	Description
	Enabler Release

	
	
	

	
	
	

	
	
	


Table 9: High-Level Functional Requirements – Usability Items

6.1.5 Interoperability

	Label
	Description
	Enabler Release

	MobAd-Interop-01
	MobAd service SHALL enable interworking with other existing OMA enablers, such as MMS, PoC, IM, DCD etc. 
	MobAd 1.0

	
	
	

	
	
	


Table 10: High-Level Functional Requirements – Interoperability Items

6.1.6 Privacy

	Label
	Description
	Enabler Release

	MobAd-PRIV-001
	The user MUST be able to select information from the User profile to be available for advertisement selection in order to protect his privacy.
	MobAd 1.0

	MobAd-PRIV-002
	Privacy protection of advertising metrics SHALL be ensured
	MobAd 1.0

	MobAd-PRIV-003
	Privacy protection of User information SHALL be ensured
	MobAd 1.0


Table 11: High-Level Functional Requirements – Privacy Items

6.2 Overall System Requirements

	Label
	Description
	Enabler Release

	
	
	

	
	
	

	
	
	


Table 12: High-Level System Requirements
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