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Use of this document is subject to all of the terms and conditions of the Use Agreement located at
http://www.openmobilealliance.org/UseAgreement.html.

Unless this document is clearly designated as an approved specification, this document is a work in process, is not an
approved Open Mobile Alliance™ specification, and is subject to revision or removal without notice.

You may use this document or any part of the document for internal or educational purposes only, provided you do not
modify, edit or take out of context the information in this document in any manner. Information contained in this document
may be used, at your sole risk, for any purposes. You may not use this document in any other manner without the prior
written permission of the Open Mobile Alliance. The Open Mobile Alliance authorizes you to copy this document, provided
that you retain all copyright and other proprietary notices contained in the original materials on any copies of the materials
and that you comply strictly with these terms. This copyright permission does not constitute an endorsement of the products
or services. The Open Mobile Alliance assumes no responsibility for errors or omissions in this document.

Each Open Mobile Alliance member has agreed to use reasonable endeavors to inform the Open Mobile Alliance in a timely
manner of Essential IPR as it becomes aware that the Essential IPR is related to the prepared or published specification.
However, the members do not have an obligation to conduct IPR searches. The declared Essential IPR is publicly available
to members and non-members of the Open Mobile Alliance and may be found on the “OMA IPR Declarations” list at
http://www.openmobilealliance.org/ipr.html. The Open Mobile Alliance has not conducted an independent IPR review of
this document and the information contained herein, and makes no representations or warranties regarding third party IPR,
including without limitation patents, copyrights or trade secret rights. This document may contain inventions for which you
must obtain licenses from third parties before making, using or selling the inventions. Defined terms above are set forth in
the schedule to the Open Mobile Alliance Application Form.

NO REPRESENTATIONS OR WARRANTIES (WHETHER EXPRESS OR IMPLIED) ARE MADE BY THE OPEN
MOBILE ALLIANCE OR ANY OPEN MOBILE ALLIANCE MEMBER OR ITS AFFILIATES REGARDING ANY OF
THE IPR’S REPRESENTED ON THE “OMA IPR DECLARATIONS” LIST, INCLUDING, BUT NOT LIMITED TO THE
ACCURACY, COMPLETENESS, VALIDITY OR RELEVANCE OF THE INFORMATION OR WHETHER OR NOT
SUCH RIGHTS ARE ESSENTIAL OR NON-ESSENTIAL.

THE OPEN MOBILE ALLIANCE IS NOT LIABLE FOR AND HEREBY DISCLAIMS ANY DIRECT, INDIRECT,
PUNITIVE, SPECIAL, INCIDENTAL, CONSEQUENTIAL, OR EXEMPLARY DAMAGES ARISING OUT OF OR IN
CONNECTION WITH THE USE OF DOCUMENTS AND THE INFORMATION CONTAINED IN THE DOCUMENTS.
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1. Scope (Informative)

This Requirement Document (RD) contains use cases and defines the requirements for the Mobile Advertisement 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 much as possible existing technologies. Some requirements may be covered
by other OMA Enablers.

© 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.
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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

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

Ad Campaign See Campaign.

Ad Channel A set of advertisement items logically correlated according to some criteria (e.g.: topic)

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

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

Ad Landing URI

A URI pointing to an Advertiser resource to be used following an Ad interaction (e.g.: Pizza order info or
click to call)

Ad Metadata Metadata that specifies advertisement characteristics and usage (e.g. category, type of ads, ad expiration
times, associated keywords) embedded in or associated with the advertisement.
Ad Metrics Set of parameters and procedures that quantitatively and qualitatively measure the effectiveness of mobile

Metrics Collector

Ad Selection

Ad Selector

Advertisement

Advertiser

Campaign

Capping

Content Metadata

Content Provider

advertising (e.g.: impact, delivery, interactivity, etc.).

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

The MobAd functionality of choosing one or several ads, based on a set of specified criteria (such as user
preferences, ad campaign targeting etc.), for the purpose of showing the selected ads to the User.

A function of the MobAd Enabler that selects the most appropriate Ad(s), based on a series of criteria and
parameters (e.g. advertisement metadata, user information, Personalisation and context data, metrics data).

Content (text-based, image-based, etc), provided by an identified advertiser in an effort to influence and
persuade individuals/consumers to take some action (buy, try, talk about, etc) in relation to the advertiser’s
products, services.

An entity providing the advertisements and/or Advertisements campaign and able to associate metadata to
it in order to characterize the targeted content and the targeted audience. The advertiser owns the
advertisement campaign and transfers advertisement and campaign information to the MobAd Enabler.
The advertiser can also be an advertising agency.

One or more advertisements that share a single idea and theme of a given advertiser targeting a given
audience

Action of restricting the total number or frequency of advertisements delivered based on different
categories such as per campaign, per user or per advertiser (e.g.: three times a day per user or a campaign
presented once to a user).

Metadata embedded in or associated with the application content, characterising Ads that could be
associated with this particular content/application. (e.g.: webpage meta tags, keywords, targeting criteria,
display rules, Ad provider URL, etc.) Note: Content Metadata are not Metadata associated with Ads as
described in this document.

An actor providing the content and potential associated metadata for a given application or service upon

© 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 provided by the Service Provider.

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

Ad data which may not be time sensitive and relates to advertisements of an advertiser. For example it can
be a generic advertisement for the brand stores (e.g.: Sport brand Stores). Default, dynamic and static Ad
content could be combined to deliver a complete Ad.

Ad data which are time sensitive and contain information related to advertisements of an advertiser. For
example, it could be an advertisement for a new product (e.g.: the latest running shoes of a sport Brand).
Default, dynamic and static Ad content could be combined to deliver a complete Ad.

Content (e.g. image, etc.) that replaces the Ad Content at a given Ad placeholder.
Presentation of an advertisement to a user (e.g.: displayed by an Ad App).
An Advertisement that loads following User interaction until the requested content is presented.

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

Device resident functions specified by the MobAd Enabler

Network resident functions specified by the MobAd Enabler

User preferences associated to the User Profile (see “User Profile” definition in [OMADICT]) related to
MobAd enabler from which the mobile advertising services can be personalised.

Tailoring and matching an advertising campaign to a set of User(s)’ characteristics, such as demographics,
tastes, preferences, etc. In practical terms, this can include statically or dynamically allocating a group of
users which are to be participants in a given campaign, based on targeting criteria associated with a
campaign. It can imply using static and dynamic data known and/or assumed about the User, which may
be distributed in e.g.: User Profile, subscriber profiles, preferences and similar. This process can be self-
improving throughout the campaign.

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

An actor offering the mobile advertising service. The Service Provider may perform the following
functions: manage the user or group of users information (profile context, location, presence, etc) provide
Ads to a given user or group of users or for a given application/service, report metrics data, configure the
mobile advertising service, select and manage a user or a group of users.

An Ad enabled network Application that is executing within the Service Provider environment (e.g.:
MMSC or SP-portal) and interacts with the MobAd Enabler for providing Ads as part of its service (e.g.
requesting Ads, providing metrics data). SP App is not one of the MobAd Enabler Entities on the
Network, but an external actor which interacts with them.

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

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

A set of dynamic information that describes the current general status of the user and his/her nearby
environment. This set of information can be retrieved from a variety of sources including OMA enablers

See [OMADICT].

3.3 Abbreviations

Ad Advertisement

© 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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BCAST The OMA Mobile Broadcast Services Enabler
CPA Cost per Action

CPC Cost per Click

CPM Converged IP Messaging

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

M Instant Messaging

MLS Mobile Location Service

MMS(C) Multimedia Messaging Service (Center)
MobAd Mobile Advertisement

OMA Open Mobile Alliance

PoC Push to talk over Cellular

SLA Service Level Agreement

SMS Short Message Service

Sp Service Provider

SUPL Secure User Plane Location

UAPROF User Agent Profile

URI Universal Resource Identifier

URL Universal Resource Locator

© 2008 Open Mobile Alliance Ltd. All Rights Reserved.
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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.

» 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.
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4.1 Actors in the context of Mobile Advertising

The Advertiser supplies advertisement(s) characterised with information related to the targeted audience, campaign etc.

The Advertiser may receive metrics data about their campaign based on an agreement with the Service Provider.

The Content Provider provides content to a user and in general is willing to reinforce the value of its content by allowing
advertisement to be sent along with the content.

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

The Service Provider manages the MobAd Enabler User Profile data, based on information such as user related, context
related, interest and advertising preferences.

The Service Provider may deliver the advertising by the use of SP Apps (network based applications such as the streaming
media service, MMS service, SP-portal or other applications) as well as Ad Apps (device resident applications such as on-
device portal, games or other applications). Both types of applications can interact with the MobAd enabler for providing Ads
as part of their service (e.g.: requesting Ads, providing metrics data). The SP Apps may provide Ads to users using any
device (including non MobAd compliant devices).

The Service Provider manages the MobAd Enabler Advertisements Metadata that will be used for the mobile advertising
service.

The Service Provider uses the metrics data provided by the MobAd enabler to improve the service and may share these
metrics data with other actors such as the Content Provider or the Advertiser.

The Service Provider configures and maintains the MobAd Enabler.

The Service Provider may have some other roles such as providing billing service, subscription etc.

The User consumes personalized interactive mobile advertising content.
The User exposes, modifies his/her MobAd user information, interest, context and preferences.

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

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

The Ad App may communicate information about Users’ actions to the MobAd Enabler.

The SP App resides in the Network. It interacts with the MobAd Enabler.
The SP App can embed the advertisements in content that it provides to the User.

The SP App may communicate information about Users’ actions to the MobAd Enabler.
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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.
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Figure 2: An example of how generic MobAd Enabler Rules and MobAd User Preferences may relate with other 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.

512 Actors

* User: A user with a mobile device, who is to be shown an advertisement.
* Ad App1...n: See definition section

* Ad Engine: See definition section

» Ad Selector: See definition section

5.1.21 Actor Specific Issues

n/a

51.2.2 Actor Specific Benefits

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

* Ad App1...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.

e 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.

513 Pre-conditions

 The Ad Engine, Ad App1 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

« The Ad App1 and Ad App2 have presented their respective advertisement to the User during their
execution.
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