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1. Scope (Informative)

This Requirement Document (RD) contains use caseéslefines the requirements for the Mobile Advertient Enabler.
The following areas will be covered in this RD:

® Personalisation of the Advertisements
® Interactivity of Advertisements
® Advertising Metrics

The Mobile Advertisement Enabler will reuse as mastpossible existing technologies. Some requir&maay be covered
by other OMA Enablers.

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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3. Terminology and Conventions

3.1 Conventions

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

All sections and appendixes, except “Scope” anttébfuction”, are normative, unless they are exghiéhdicated to be
informative.

This is an informative document, which is not irded to provide testable requirements to implememsit

3.2

Ad App

Ad Campaign
Ad Channel
Ad Engine

Ad Filtering
Ad Landing URI

Ad Metadata

Ad Metrics
Metrics Collector
Ad Selection

Ad Selector

Advertisement

Advertiser

Campaign

Capping

Content Metadata

Content Provider

Definitions

A device-resident application which interacts vitie MobAd Enabler Entities on the Device in order t
present advertisement(s) to the user.

See Campaign.
A set of advertisement items logically correlatedading to some criteria (e.g.: topic)

The Ad Engine refers to the MobAd Enabler Entibeshe Device. It is a device-resident group of
functionalities potentially organized in logical thdes. It interacts with different Ad Apps and menfis
functions such as: obtaining appropriate ads frootbAtl entities in the network, selecting ads from a
local storage, providing metrics related feedbackibbAd entities in the network, filtering and miaitoy
information as well as potentially scanning content

In this document, “Ad Filtering” is equivalent tioet "Ad Selection".

A URI pointing to an Advertiser resource to be uf@tbwing an Ad interaction (e.g.: Pizza orderardr
click to call)

Metadata that specifies advertisement characeesiatid usage (e.g. category, type of ads, ad éxpira
times, associated keywords) embedded in or asedoéth the advertisement.

Set of parameters and procedures that quantitatvel qualitatively measure the effectiveness abite
advertising (e.g.: impact, delivery, interactivigtc.).

A function of the MobAd Enabler responsible forleoting metrics related information from different
sources such as SP App, and Ad Engine.

The MobAd functionality of choosing one or sevads, based on a set of specified criteria (sualsers
preferences, ad campaign targeting etc.), for thpgse of showing the selected ads to the User.

A function of the MobAd Enabler that selects thestrappropriate Ad(s), based on a series of criterth
parameters (e.g. advertisement metadata, usemiafiam, Personalisation and context data, metiata)d

Content (text-based, image-based, etc), provideahbigentified advertiser in an effort to influeraed
persuade individuals/consumers to take some aftion try, talk about, etc) in relation to the adiger’s
products, services.

An entity providing the advertisements and/or Adigements campaign and able to associate metadata t

it in order to characterize the targeted contedtthe targeted audience. The advertiser owns the
advertisement campaign and transfers advertiseamehtampaign information to the MobAd Enabler.
The advertiser can also be an advertising agency.

One or more advertisements that share a singleaidédheme of a given advertiser targeting a given
audience

Action of restricting the total number or frequerafyadvertisements delivered based on different
categories such as per campaign, per user or pertaer (e.g.: three times a day per user or ge#n
presented once to a user).

Metadata embedded in or associated with the apigiitaontent, characterising Ads that could be
associated with this particular content/applicati@ng.: webpage meta tags, keywords, targetingrej
display rules, Ad provider URL, etc.) Note: Contdfdtadata are not Metadata associated with Ads as
described in this document.

An actor providing the content and potential assteci metadata for a given application or serviaaup

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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Contextualisation

Default Ad content

Dynamic Ad content

Filler
Impression
Interstitial Ad

MobAd compliant device
MobAd Enabler Entities

on the Device

MobAd Enabler Entities
on the Network
MobAd User Preferences

Personalisation

Principal
Scanning Utility

Service Provider

SP App

Static Ad Content

User

User Context

User Profile

which the mobile advertising service can be pravide the Service Provider.

Tailoring and matching an advertising campaign set$ Context. In practical terms, this can include
statically or dynamically associating a given Usantext (e.g.: "around Marble Arch in London, after
6pm, if using a streaming-capable Device"), to iyiv@ degree of detail, with an advertising campaig
The above can imply using any data known and/arraed about the User Context, e.g.: location, device
capabilities, etc.

Ad data which may not be time sensitive and relateslvertisements of an advertiser. For exampularit
be a generic advertisement for the brand storgs @port brand Stores). Default, dynamic and stad
content could be combined to deliver a complete Ad.

Ad data which are time sensitive and contain inftion related to advertisements of an advertisar. F
example, it could be an advertisement for a newlyscb(e.g.: the latest running shoes of a spoméya
Default, dynamic and static Ad content could be loiored to deliver a complete Ad.

Content (e.g. image, etc.) that replaces the Ad&urat a given Ad placeholder.
Presentation of an advertisement to a user (ésplayed by an Ad App).
An Advertisement that loads following User intefaotuntil the requested content is presented.

A mobile device on which the MobAd Entities on Device are deployed and it is capable of running Ad
App(s).

Device resident functions specified by the MobAdkler

Network resident functions specified by the MobAaBler

User preferences associated to the User Profige"($ger Profile” definition in [OMADICT]) relatedot
MobAd enabler from which the mobile advertisingvéges can be personalised.

Tailoring and matching an advertising campaign seteof User(s)’ characteristics, such as demograph
tastes, preferences, etc. In practical termsctuisinclude statically or dynamically allocatingraup of
users which are to be participants in a given cagnpdased on targeting criteria associated with a
campaign. It can imply using static and dynami@adatown and/or assumed about the User, which may
be distributed in e.g.: User Profile, subscribefites, preferences and similar. This process easdif-
improving throughout the campaign.

See [OMADICT].
A function of the MobAd Enabler that scans the eabhtonsumed or produced by the user.

An actor offering the mobile advertising serviceeTService Provider may perform the following
functions: manage the user or group of users irdtion (profile context, location, presence, et@viie
Ads to a given user or group of users or for amgiapplication/service, report metrics data, configine
mobile advertising service, select and manage ransegroup of users.

An Ad enabled network Application that is executmighin the Service Provider environment (e.g.:
MMSC or SP-portal) and interacts with the MobAd Blea for providing Ads as part of its service (e.g.
requesting Ads, providing metrics data). SP Appasone of the MobAd Enabler Entities on the
Network, but an external actor which interacts witém.

Ad data related to the identity of an advertisat ahich do not change often (e.g.: logo). Default,
dynamic and static Ad content could be combinedielover a complete Ad.

See [OMADICT]. In the MobAd Enabler context, theddsonsumes mobile advertisements along with
any other services, such as MMS, IM, DCD, BCASTqWsing etc., on his/her terminal and interacts with
it (e.g.: view, delete, forward, store ads).

A set of dynamic information that describes theeunir general status of the user and his/her nearby
environment. This set of information can be reegt¥rom a variety of sources including OMA enablers

See [OMADICT].

3.3 Abbreviations

Ad Advertisement

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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BCAST
CPA
CPC
CPM
DCD
DPE

IM

MLS
MMS(C)
MobAd
OMA
PoC
SLA
SMS

SP
SUPL
UAPROF
URI
URL

The OMA Mobile Broadcast Services Enabler
Cost per Action

Cost per Click

Converged IP Messaging

Dynamic Content Delivery, refers to the OMA DCD Blea [DCD]
Device Profile Evolution

Instant Messaging

Mobile Location Service

Multimedia Messaging Service (Center)
Mobile Advertisement

Open Mobile Alliance

Push to talk over Cellular

Service Level Agreement

Short Message Service

Service Provider

Secure User Plane Location

User Agent Profile

Universal Resource Identifier

Universal Resource Locator
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4. Introduction (Informative)

This document illustrates uses cases relevant for Mobile Advertising, and specifies the requirements derived from
these use cases.

Mobile Advertising takes advantage of information available about mobile device users and how they use their
devices to provide the users with advertisements that are closely targeted to their interests, leading to high
advertisement response rates. The MobAd Enabler will support the successful deployment of Mobile Advertising
services by providing an interoperable framework for ad personalisation, delivery and metrics data collection. The
MobAd Enabler allows ad personalisation by defining metadata about the target audience for an ad or ad
campaign; this information can be matched against user profile and preference information so that the user only
receives ads that are of interest to them. The MobAd Enabler can make usage of a variety of advertisement
delivery methods, (e.g. pull, push and broadcast delivery). The MobAd Enabler also specifies a standard set of
advertisement metrics data that are recorded (as users view ads and interact with them) and then collected to
enable the measurement of the response to ads and ad campaigns.

The MobAd Enabler will offer significant benefits to all actors in the Mobile Advertising value chain:

» Advertisers will benefit by being able to create a single characterization of their Ad Campaigns and Ad
Inventory that can be used across multiple Service Provider networks, and by having a common set of
advertisement metrics data to assess the performance of ad campaigns in all these deployments.

» Service Providers will benefit from uniform mechanisms for enabling their device and network applications
to present advertisements to users, and for billing Advertisers for user viewing of and interaction with the
advertisements. The information that Service Providers possess about their users is a key component of
effective ad personalisation.

« Content Providers will derive additional revenue by including advertisements along with the content they
provide to users. The MobAd Enabler will specify metadata that Content Providers can use to
characterize their content so that suitable ads can be appropriately presented together with the content.

e Users will benefit by receiving advertisements for products and services that match their interests,
possibly in combination with new pricing models for the applications and services they use on their mobile
devices.

This Requirements Document will provide requirements in the following areas:

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

Interactivity of Advertisements: when the first advertising services started using new technologies for delivery
of advertisements (i.e. Internet), various 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 advertising, new types of
models such as the 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 data, 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 advertising value chain. The Service Providers may offer a better
service and create additional revenue, or may consider charging for a certified statistics report, or use them as a
tool to attract more advertisers.

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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4.1 Actors in the context of Mobile Advertising

The Advertiser supplies advertisement(s) charaetdrivith information related to the targeted auckerampaign etc.

The Advertiser may receive metrics data about ttesinpaign based on an agreement with the Servisader.

The Content Provider provides content to a useriargeneral is willing to reinforce the value of itontent by allowing
advertisement to be sent along with the content.

The Service Provider offers the mobile advertisiegvice to Users via the MobAd Enabler.

The Service Provider manages the MobAd Enabler Bsefile data, based on information such as udete@ context
related, interest and advertising preferences.

The Service Provider may deliver the advertisinghmy use of SP Apps (network based applicationh sscthe streaming
media service, MMS service, SP-portal or other igppbns) as well as Ad Apps (device resident appions such as on-
device portal, games or other applications). Bygpies$ of applications can interact with the MobAdlaer for providing Ads
as part of their service (e.g.: requesting Adsyiging metrics data). The SP Apps may provide Aalsisers using any
device (including non MobAd compliant devices).

The Service Provider manages the MobAd Enabler Abegnents Metadata that will be used for the neobiflvertising
service.

The Service Provider uses the metrics data proviethe MobAd enabler to improve the service and sizare these
metrics data with other actors such as the Coftentider or the Advertiser.

The Service Provider configures and maintains tiobAMl Enabler.

The Service Provider may have some other roles asigioviding billing service, subscription etc.

The User consumes personalized interactive mobileréising content.
The User exposes, modifies his/lher MobAd user médion, interest, context and preferences.

The User may have the option to opt-in and opthauh the mobile advertising Service.

The Ad App receives the advertisements through MbBAabler, and presents them to the User.

The Ad App may communicate information about Usargions to the MobAd Enabler.

The SP App resides in the Network. It interactdwlite MobAd Enabler.
The SP App can embed the advertisements in cotitanit provides to the User.

The SP App may communicate information about Usazsbns to the MobAd Enabler.

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
Used with the permission of the Open Mobile Alliance Ltd. under the terms as stated in this document.



OMA-RD-Mobile-Advertising-V1_0-20080805-C Page 13 (50)

Users Advertisers

Content

Prnvidare

Ad Apps

Service

Provider

Figure 1: Actors Diagram

4.2 Information related to MobAd

Figure 1 outlines how User Information relates with the MobAd services. User Data (or User Information) can be
considered as formed by two sets of data: User Profile (data that can be considered static) and User Context
(data that can be considered dynamic). User Context data describe the current general status of the user and his
nearby environment, and include Location information, Presence status information and other data. The possible
relevant OMA enablers to retrieve User Context data could be (not exhaustive) (SIMPLE) Presence (such as
presence status, type of place, activity, mood), MLS and SUPL (current location), UAProf (device capabilities),
DPE (device capabilities, phone profile). A subset of User Profile data are the user preferences related to the
services that the User is subscribed to: MobAd User Preferences are the subset of user preferences related to
MobAd enabler from which the mobile advertising services can be personalised. MobAd User Preferences are
linked to dynamic information in the User Context and to Advertisements Metadata (e.g. if a User Context
parameter has a predefined value, then allow some type of advertising).

In some cases, Service Providers may have additional information that characterizes how advertisements should
be delivered within a particular delivery mechanism, for instance rules relating to the type of ads subject to be
sent in an MMS Service or a number of ads that the user can receive by MMS, and similar. This particular
information that characterizes delivery mechanisms rather than particular advertisements or users, is presented in
Figure 2 as Generic MobAd Enabler Rules.

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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Figure 2: An example of how generic MobAd Enabler Rles and MobAd User Preferences may relate with o#r types
of data
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5. Use Cases (Informative)

5.1 General Ad Engine-related use case
5.1.1  Short Description

The Ad Engine (pre)fetches relevant advertisements when required, feeds Ad Apps with them, and facilitates
metrics of shown advertisements.

51.2 Actors

» User: A user with a mobile device, who is to be shown an advertisement.
* Ad Appl...n: See definition section
» Ad Engine: See definition section

» Ad Selector: See definition section

5.1.2.1 Actor Specific Issues

n/a
5.1.2.2 Actor Specific Benefits

» User: Can be shown relevant, fresh advertisements when either online or offline.

 Ad Appl...n: Can show relevant and fresh Ads regardless of whether online or offline, while most of the
complexity is hidden from it.

* Ad Engine: Can successfully manage Ads regardless of whether online or offline and provide crucial
metrics data accurately and timely.

» Ad Selector: Can successfully select and serve Ads regardless of whether online or offline and potentially
benefiting from relevant context information and crucial metrics data accurately and timely.

5.1.3 Pre-conditions

* The Ad Engine, Ad Appl and Ad App2 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).

514 Post-conditions

e The Ad Appl and Ad App2 have presented their respective advertisement to the User during their
execution.

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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» The Ad Engine has used a couple of Ads and can report about it, as well, as potentially pre-fetch the next
batch.

5.15 Normal Flow

1. The User starts Ad Appl.

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

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

The Ad Selector delivers one or several Ads to the Ad Engine.
The Ad Engine delivers one or several Ads to the Ad App 1.
Ad Appl presents the Ad to the User.

N o &

The User starts Ad App2 and steps 2-6 are repeated for Ad App2.

5.1.6  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 Ad
Engine, there will be no step 3.) and 4.)

5.2 Service Provider Ad Selection use case
5.2.1  Short Description

The Service Provider wants to perform a campaigiit§aisers watching a soccer match at a staditng tise MobAd
enabler.

The Service Provider is using its application (§f)Ato combine the Ad with the Goal Alert clip irdoe message (e.g.
video clip) and send this message to the relevsansu

52.2 Actors

» User: A user that opts-in to receive Ads providgdHe Service Provider.

e Service Provider: The Service Provider wants teetegports campaign to its customers watching eesagatch.
The Service Provider uses a SP app running imits@ment to interact with the MobAd enabler angbtovide
the mobile advertising service to the end user.

5.2.2.1 Actor Specific Issues

» User: is able to express his/her preferences ahavim as what adverts and content interests tee us

» Service Provider: Wishes to provide a good expegen the users of their services, satisfying thegds and
preferences.

[0 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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5.2.2.2 Actor Specific Benefits

» User: Enjoys personalized services at a potentiatlyiced price, and receives advertisements falyats and
services that interest him/her.

» Service Provider: Obtains additional revenue fraespnted Ads.

52.3 Pre-conditions

» User agrees to receive advertising (which impliss eeporting of metrics data).

5.24 Post-conditions

» User has received Advertisements along with améstiang part of a soccer match.

» User's Service Provider has presented the Ad asadgported metrics data.

525 Normal Flow

1. The Service Provider wants to perform a campaigit§aisers watching a soccer match at a stadilma.SP uses its
SP App to request an Ad from the MobAd Enablerhuwtliie following targeting “parameters”. [Rome, sec age 20-
50].

2.  The SP App receives a Branded sport Ad and relatteddata.

3.  Once the SP App receives the advertisement andiatsth metadata, it combines the Ads and the Gleat Alip into
one video clip and sends the Ad video clip to therwr the aforementioned group of users usingatilen service,
e.g. by a CPM/MMS/IM

4.  The SP App determines that it has sent 2.000 mesgagy. CPM/MMS/IM) and reports metrics data & Metric
Collector function of the MobAd Enabler so thasitollected along with other metrics data repoftech other
campaigns.

5.3 Advertisement selection in a Point to Point Mobile
Advertising Service

5.3.1  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 Ad Selector capabilities to select the most suitable
advertisement for this user based on different sources of information (e.g. user profile, user context, etc).

5.3.2 Actors

» User: The one consuming the mobile advertising service.

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

Ad Selector: Actor which, based on a series of criteria (user profile, browsing / transacting records, 1D3
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.

5.3.2.1 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.

Ad Selector: Gathers data from the rest of actors (Advertiser, Service Provider) and makes a final
