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1 Description

Description and Objectives of Work to be Undertaken (including Justification and Use Cases):

Mobile Advertising comprises a set of techniques that enable the delivery of advertisements to a mobile user leveraging different capabilities of the networks, smart cards and devices to target and deliver personalized and interactive advertisements. Related with the delivery of these advertisements, therefore in the scope of Mobile Advertising, is the metering of the use of these advertisements and related services, used to create a user service profile and / or report to the advertising agencies the impact of a particular advertising campaign.
The lack of standards and common agreements between advertising agencies, Service Providers, operators, telco equipment vendors, IT vendors,  device manufacturers, etc. are barriers to the creation of new successful Mobile Advertising services. To stimulate this market, OMA needs to facilitate the development and improve the use of Mobile Advertising services by standardizing an Enabler covering common functions. It is expected that the whole Mobile Advertising value chain (e.g., advertisers, service providers, users, etc) will benefit from this Enabler.
The MobAd Enabler will define a framework that facilitates the following advertising needs:

· 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. This work item will specify technologies to facilitate personalized targeting of Mobile Advertisements. Some already identified foundations to enable personalization of advertisements include:

· Advertising metadata, its description and its usage.

· Enhancement of user profiles with advertising preferences and its usage.

· Advertising formats in order to obtain a good user experience and interoperability.

· 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 have continued to emerge. For example, CPA (Cost per Action) improves on CPC model in the way that the advertiser only pays depending of the user interaction with the advertisement. For example, if the user buys the advertised products through the advertisement. CPView (Cost perView) also supports pay based on user interaction, by allowing a user to skip a commercial rolled out after a video was watched. This Work Item will specify technologies to enable this type of use case and models. An already identified foundation for interactivity is:

· How can a resource be subscribed to some events and how these events can be notified (i.e. interaction of the user with an advertisement).

· 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 verify the extent to which an advertisement has been delivered to the desired target audiences.  Audience reach and frequency of exposure are among the commonly used metrics. 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. This work item will specify technologies to technically enable and facilitate:
· Reporting of  the needed advertising metrics.

· Recording and collection of these metrics.

· Group/audience statistics handling.

Other work areas different than the above advertising framework (i.e. technical enablement of personalization, interactivity, metering) are out of the scope of the Work Item and will need a new Work Item or a revision of the existing one to be addressed.

Part of the result of this Work Item could be leveraged by other content services different than advertising, but it is considered that the advertising framework is aligned with the market demanding these technologies and thus it is the starting point of the work.

Although Technical Work is expected (e.g. defining new entities, interfaces, metadata, etc), the MobAd Enabler 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.
Finally it is important to highlight that different external organizations, e.g. MMA (Mobile Marketing Association) and GSM Association, are working in the evangelisation of the market in terms of Mobile Advertising and agreeing the suitable formats, but no mobile technologies related work has been initiated yet.  MMA have produced ad formats, guidelines and best practices across regions. Therefore, it is the right time for OMA to contribute technical matter while getting involved and co-operating with existing fora in order to fill technical gaps where appropriate. The management of the information exchanged with the external organizations in terms of Mobile Advertising is a task which falls within the scope of this Work Item as well.
Existing Specifications or Documents Affected:

None

Linked Work Items:

None

Linked Affected OMA Groups and External Fora

OMA REQ

OMA ARC

OMA-SEC

OMA-SEC SCT

OMA-MCC

OMA-CD

OMA-DM

OMA-BCAST
OMA-BT

OMA-PAG

Mobile Marketing Association (MMA)

GSM Association (GSMA)

2 Planned Deliverables

Enabler Release Package:

 FORMCHECKBOX 

Full life-cycle work flow with specifications (RD, AD, TS, etc) and interoperability testing. 

Reference Release Package:

 FORMCHECKBOX 

RD Package

 FORMCHECKBOX 

AD Package 

 FORMCHECKBOX 

White Paper Package
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Data Description Package 
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Service Impacts:

The work done in this WI will address some Mobile Advertising services issues. 

Architecture Impacts:

Mobile Advertising will cooperate closely with the ARC WG to properly define additional architectures to support new requirements. Any enhancements will be included in the Mobile Advertising AD which is included as a deliverable.

Charging/Billing Impacts:

This Work Item may provide some suggestions of some new charging or billing mechanisms.
Security Impacts:

Security mechanisms will be reviewed to ensure that all the security requirements introduced by the  work item are satisfied.

Privacy Impacts:

Mobile Advertising technologies must follow security and privacy global established requirements.

IOT Impacts:

Test specifications for the OMA MobAd specifications will need to be developed..
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