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1 Introduction
This contribution presents a new use case for the MI EMO Rel-12 work item in Section 2. The related proposal is provided in Section 3.
2 Targeted Ad Insertion

2.1 Description

The growth of video distribution services (e.g., streaming, download, broadcast, TV, etc.) has driven advertisers to better target users by personalized advertisements and increase the likelihood of viewing for their ads by the users and their relevance to the users’ needs/interests. In the meantime, in broadcast networks such as those based on e-MBMS, from the point of view of ad insertion, a typical approach today is to insert the ads before broadcast and distribute ads via broadcast just like the main video content. This gives little opportunity to target ads to obtain a better return on investment, since all the users would be receiving the same advertisements. 
Use Case:
Two major soccer teams of a populated city are to play a derby match against each other over the weekend. Since the game is expected to generate a lot of interest among the fans, the operator plans to offer the service over MBMS to its subscribers. The operator plans on delivering separate sets of targeted ads to the club fans, i.e., to be played back during the game breaks, etc., toward promoting the products from the fan stores of each soccer club, sharing club related news, etc. 
2.2 Recommended Requirements

· It is possible to support targeted ad insertion in MBMS.
· It is possible to broadcast main content and ads, and enable insertion of targeted ads with the support of the client. 

· For live events, it is possible to schedule delivery of targeted such that they can be inserted into the main content in real-time. 

· It is possible for the MBMS clients to selectively receive ads delivered through MBMS according to user traits.
3 Proposal
It is proposed to adopt the use case and recommended requirements in Section 2 of this contribution into TR 26.848 of the MI EMO work item. 
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