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oneM2M IPR STATEMENT

Participation in, or attendance at, any activity of oneM2M, constitutes acceptance of and agreement to be bound by all provisions of IPR policy of the admitting Partner Type 1 and permission that all communications and statements, oral or written, or other information disclosed or presented, and any translation or derivative thereof, may without compensation, and to the extent such participant or attendee may legally and freely grant such copyright rights, be distributed, published, and posted on oneM2M’s web site, in whole or in part, on a non-exclusive basis by oneM2M or oneM2M Partners Type 1 or their licensees or assignees, or as oneM2M SC directs.

Foreword
This 2013 Marketing Plan is prepared by the oneM2M Marketing and Communications Subcommittee, under the auspices and guidance of the oneM2M Steering Committee.  

Coordination with other committees is also undertaken, including with the oneM2M Finance Committee, and the oneM2M Legal Ad-hoc Group.
Executive Summary
<text>.
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1
Market Perspective
M2M (Machine-to-Machine) Solutions are a combination of devices, software and services that operate with little or no human interaction. These M2M solutions rely upon a wide range of communications capabilities for connectivity between the myriad M2M devices deployed globally, and their associated M2M application server platforms. 
1.1
oneM2M Goals

The goals of the oneM2M Partnership are to ensure that there is a common, efficient, and widely available M2M Service Layer, which can be readily included within various hardware and software deployments. Globally applicable Technical Specifications and Technical Reports related to M2M solutions will benefit multiple stakeholders, including: end-users, application developers, technology and services providers, and other industry fora and standards development organizations.
1.2
Background

<text>
1.3
Issues

<text>
1.4
oneM2M Objectives
The key oneM2M objectives for 2013 are to:

· Increase the level of participation by Partner Organizations, their member organizations, and other industry participants in ongoing oneM2M activities, and attract the participation of new members. 

· Increase oneM2M external and industry presence and recognition

· Support and accelerate the acceptance and implementation of the oneM2M specifications being developed.
· Support and promote the acceptance and adoption of M2M solutions within the Global community. 

•
2
oneM2M Marketing Strategy
<Text>

2.1
Target Audiences
Primary oneM2M audiences include: External, Industry, and Internal constituents

2.1.1
External Audiences

· Industry Fora and Associations

· Enterprises / Organizations

· Regulatory and Governmental Agencies
· General Media & Press

2.1.2
Industry Audiences

· Services Providers (Communications, Web, and other)

· Technology Providers (Hardware / Software)

· Standards Development Organizations (SDOs)

· Industry Media, Trade press, and Event managers
2.1.3
oneM2M Internal Audiences
· oneM2M Partners Type 1, and their Members

· oneM2M Partners Type 2, and their Members

· oneM2M individual participants

2.2
SWOT Analysis
The SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis provides a view of the dynamics in the current M2M marketplace, and of the oneM2M role in that market.  
oneM2M should: eliminate Weaknesses, convert Threats into Opportunities, and turn Opportunities into Strength
	Strengths:

• 
	Opportunities:

• 

	Weaknesses:

•  
	Threats:

•  


<Text>

3
oneM2M 2013 Tactical Marketing Program
The oneM2M Tactical Marketing Program provides the framework of activities which will lead toward achieving both oneM2M objectives in 2013and beyond.

3.1 
2013 Marketing Objectives

oneM2M Marketing Objectives include the following activity areas:

3.1.1
External
<text>
3.1.1.1
Press, Media and Web Community

· Promote oneM2M via Press Releases, Media contacts, external Web Site links, and with Social Media tools
3.1.1.2
Industry
· Develop outreach program to potential PT2s and Members
3.1.1.3
Regulatory and Governmental Agencies
· Promote recognition and understanding of oneM2M objectives within relevant agencies
3.1.2
oneM2M Partners
· Promote oneM2M effectively within the Partner Type 1 and Partner Type 2 organizations, and their members

3.1.3
oneM2M Internal
· Promote oneM2M effectively within the oneM2M member participants
3.2
2013 Marketing Activities

oneM2M Marketing should support oneM2M objectives in the following activity areas:

3.2.1
Outreach
3.2.1.1
Media Press Relations
· Create Press release templates and prepare timely releases; Obtain necessary approvals from relevant stakeholders.
· Issue Press Releases to Wire Services and/or disseminate within oneM2M
· 2013-Q1:
none?
· 2013-Q2:
tbd
· 2013-Q3:
tbd
· 2013-Q4:
tbd
· beyond 2013
· Schedule Press Interviews with key oneM2M officials & spokespersons
· Respond to Ad Hoc press, media and other requests for information and comments
3.2.1.2
External Relations
· Encourage and coordinate oneM2m participation in Industry conferences, Webinars, and external Forum activities
· Inform other industry organizations of overall oneM2M activities and progress (non-Technical liaisons)
3.2.1.3
Speaker’s Bureau

· Develop a oneM2M Speaker’s Bureau with Global reach

· Support oneM2M Speakers with materials and training

· Work to enhance Speaker presentation and interview skills
· Establish Key Messages for all oneM2M spokespersons

· Promote appropriate external Speaker engagements

· Coordinate speaker availability
3.2.2
Salesware

· oneM2M information packages

· Generic brochure
· Membership Information package

· Create PowerPoint templates and presentations 
1 oneM2M generic presentation (non-technical)

2 oneM2M benefits presentation (semi-technical)

3 oneM2M technology overview presentation (partly technical)
4 others tbd

· Newsletters (Internal / External)
· Develop externally-focused Whitepapers:

3.2.3
Web Presence

· Establish and update a market-focused Website

· Build links from/to partner organization web sites

· Create and manage oneM2M content

· Register oneM2M keywords and content on Web search engines
· Register and/or manage appropriate domain names/URLs for global use, including those done in coordination with regional Partners
3.2.4
Social Media

· Establish, maintain and update social media accounts, including (for example):
· Linked-In (or equivalent)
· Facebook (or equivalent)
· Twitter (or equivalent)
3.2.5
Events

· Develop and coordinate oneM2M footprint at Industry conferences and events
· As Funded:  Booth/Exhibit at external industry events
· When available:  Participation/Speakers and/or recipricol endorsement at industry events
· Plan and manage oneM2M Events/Summits/Workshops in association with external parties
· Host or actively participate in industry User Group meetings
· Coordinate “Friends of oneM2M” BoFs in association with other organizations
3.2.6
oneM2M Identity
· Development of organizational identity, marketing names, Service-marks, and Trademarks

· Coordinate Trademark Protection of the oneM2M name and marks in appropriate jurisdictions, in cooperation with the oneM2M Legal ad-hoc group.
3.3
post-2013 Marketing Plan Transition
<text>

4
oneM2M 2013 Marketing Budget
The oneM2M Marketing & Communications sub-committee will coordinate with the oneM2M Finance Committee to prepare 2013 and 2014 resource and budget requirements for presentation to, and agreement by the oneM2M Steering Committee.
Resources to be identified include, but are not limited to:

· Headcount and other resources necessary for direct support of oneM2M Marketing Subcommittee meetings

· Headcount and other resources necessary for back-office support of oneM2M Marketing Subcommittee activities
· Funding and resources necessary to support the oneM2M Marketing activities described in this plan
5
Approval and Review Process
This plan shall be prepared by the oneM2M Marketing & Communications sub-committee, and formally submitted to the oneM2M Steering Committee for approval.

In order to provide for continuous feedback and re-assessment of the tactical elements of this Plan, formal periodic reviews shall be scheduled, including:

· Ongoing oneM2M Marketing & Communications sub-committee electronic meetings 

· Formal review of the oneM2M Marketing Plan by the oneM2M Steering Committee
Annex A:
References, Definitions, Abbreviations and Acronyms
A.1
References

In this document, the following references apply.

EXAMPLE:

[i.1]
<document number/id>: "<Title>".

A.2
Definitions

In this document, the following definitions apply:

<defined term1>: <definition>

<defined term2>: <definition>

A.3
Abbreviations

In this document, the following abbreviations apply:

<ABBREVIATION1>
<Explanation>

<ABBREVIATION2>
<Explanation>

<ABBREVIATION3>
<Explanation>

A.4
Acronyms

In this document, the following acronyms apply:

<ACRONYM1>
<Explanation>

<ACRONYM2>
<Explanation>

<ACRONYM3>
<Explanation>
Annex <B>:
Title of annex

<Text>

B.1
First clause of the annex

<Text>

B.1.1
First subdivided clause of the annex

<Text>
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