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1 Introduction

Use case, requirements and gap analysis on targeted advertisement (Ad) insertion are contained in the MI-EMO Technical Report, TR 26.848.  This contribution proposes a set of assumptions on targeetd Ad insertion, associated with the current use case and requirements.
2 Proposed Assumptions
The following is a set of proposed assumptions associated with the use case, requirements and gap analysis defined for targeted Ad insertion.  It is assumed that targeted Ad insertion operates in the context of a streaming service delivered as DASH formatted contents over MBMS.
· The occurrence time(s) of the Ad break(s) may or may not be known at the time of MPD generation. 
· If the Ad break occurrence (i.e., its start time) is known at the MPD generation time, a corresponding XLink reference to a remote Period element will be contained in that MPD..
· If the Ad break occurrence is unknown at the MPD generation time, either synchronous or asynchronous MPD update mechanism may be used to provide an XLink reference to a remote Period, or Ad-related event information may be carried inband in Media Segments.
· 
· 
· 
· 
· 
· If Ad provider provides classification information associated with Ads to the BM-SC, the BM-SC may broadcast the classification information as filter data via the USD or through FDT.
· 
· Classification information on the user is known or derived by the application, which provides that information to the MBMS client via the DASH client.
· The mechanism used by the application to acquire or derive the user classification information for the purposes of targeted/personalized Ad insertion is outside the scope of 3GPP. 
· The MBMS client uses the classification information in conjunction with the filter data to perform selective download and caching of Ad(s) personalized/targeted for the local user.
· The DASH client is agnostic of the transport mode of Ads and will fetch Ad Segments using the Segment URLs indicated by/derived from the inserted Period element.
3 Summary and Recommendations
This contribution proposes a set of operating assumptions associated with the use case, requirements and gap analysis for targeted Ad insertion in the context of a DASH-over-MBMS streaming service.  It is proposed that SA4 discuss and agree on these assumptions for incorporation into Section 4.2.8.4 (Assumptions) of TR 26.848.[image: image1.png]
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