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A system and method for the presentation of advertisements 
(21) Appl' NO‘: 11/832’448 is present. According to one embodiment, a number of 

. _ impressions of an advertisement message are presented over 
(22) Flled' Aug' 1’ 2007 a computer network such as the Internet to a variety of 

Related US Application Data vieWer computers. Depending on the actions taken by the 
vieWers (e.g., Whether the VieWer selects the advertising 

(63) Continuation of application No. 11/446,131, ?led on message and accesses a Web-link to the adveniser’s Web 

AdvertisingMessage 

Jun. 5, 2006, Which is a continuation of application 
No. 09/846,431, ?led on Apr. 30, 2001, noW Pat. No. 
7,089,195. 
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Fig. 1 a 
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Fig. 2 

2—l—2 Buyer 120 sends advertising message to Seller 110. 

214 Seller 110 receives and displays the advertising message. 

7 

2 16 . . . . 

——— Viewer 130 views the advertising message. 

21 8 . . . ~ . . 

-~—- Viewers 130 expresses interest 1n the advertising message by 
performing an action. 

220 Seller 110 records Viewer 130 actions. 

y 

222 Seller 110 awards Buyer 120 with bonus exposure of 
advertising message. 

224 Seller 1 10 displays bonus exposure of advertising message to 
Viewer 130. 
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Fig.3 
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Fig.4 
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SYSTEM AND METHOD FOR THE 
PRESENTATION OF ADVERTISEMENTS 

BACKGROUND OF THE INVENTION 

[0001] The present invention relates to a system and 
method for the presentation of advertisements. More par 
ticularly, the present invention pertains to a system and 
method of presenting bonus exposure of an advertisement 
based on interest of one or more VieWers in the advertise 
ment. 

[0002] Advertising is a common Way for a seller of goods 
and services to generate sales. In traditional media, such as 
television and print media, an advertisement is seen by a 
variety of people. Only a portion of those people, if any, Will 
be inclined to seek out more information from the seller and 
feWer still Will eventually purchase the goods and/or ser 
vices olfered for sale. In the traditional media, there is 
typically a limited supply of space for advertisements. For 
example, a half-hour television shoW Will provide perhaps 
no more than eight minutes for advertisements. In the art, the 
amount of resources (e.g., physical space, time, etc.) avail 
able for advertising is sometimes referred to as inventory. In 
recent years, the Internet has provided a neW and poWerful 
medium for advertising. 

[0003] The Internet is noW regarded as a poWerful tool for 
advertising and marketing services and products. The 
amount of money spent on Internet-based advertising has 
increased dramatically over its relatively short history and is 
expected to rise consistently in the foreseeable future. 
According to the Internet Advertising Bureau (IAB), over $2 
billion dollars Was spent on Internet-based advertising in the 
?rst quarter of the calendar year 2000 (a three-fold increase 
over the same period of 1999). Jupiter Communications, a 
NeW York consulting ?rm, has predicted that Internet or 
“on-line” advertising Will reach $28 billion by 2005. The 
LAB has predicted that Internet-based advertising Will groW 
almost 40% annually betWeen 2000-2004. The increase in 
availability of Internet advertising and the number of per 
sons Who use the Internet Will affect the advertising industry 
as a Whole. As systems of accountability are developed and 
the amount of advertising inventory increases, vendors or 
publishers in all media Will be faced With the problems of 
attracting advertisers While, at the same time, covering 
overhead costs. 

[0004] One problem associated With current methods of 
selling Internet advertising is the dif?culty of striking a fair 
and reasonable balance betWeen ?xed-fee based pricing and 
performance-based pricing. While providers of advertising 
resources (“Sellers”) generally seek to decrease their ?nan 
cial risk by charging a ?xed fee for advertising space, 
purchasers of advertising resources (“Buyers”) seek to 
decrease their ?nancial risk by basing payment on perfor 
mance (i.e. the number of vieWers of the advertising content 
(“Viewers”) that perform a de?ned action, such as visit a 
store or Web-site or make a purchase). Sellers have 
attempted to cover costs and attract Buyers by offering 
hybrids of the ?xed-fee and performance-based pricing 
models, but pressures brought on by increased accountabil 
ity and a surplus of inventory, have made it increasingly 
dif?cult for Sellers to secure fair and balanced pricing. 

[0005] Sellers have been pressured into offering more 
performance-based pricing models because of the increase 

Jan. 24, 2008 

in the accountability of delivery systems, particularly With 
regard to Internet advertising. Traditionally, advertising fees 
are based on the number of Viewers exposed to the adver 
tising content. That model, hoWever, is being changed. 

[0006] Recent methods of advertising have made it pos 
sible to determine not only the volume and demographic 
information on VieWers Who see a particular advertising 
message, but the number of VieWers Who actually respond to 
a particular advertising message by buying a product or 
registering With a merchant as a potential purchaser. An 
example of such a method is a billboard that lists a special 
phone number along With the advertising message. If a 
VieWer calls that phone number, then the merchant knoWs 
that the VieWer became interested in the product or service 
because of the billboard message. Another example is Inter 
net-based advertising, Where a set of instructions is attached 
to an advertising banner that redirects the VieWer to the 
merchant’s Web-page When that VieWer “clicks” on the 
banner. In this Way, the merchant knoWs that the VieWer 
became interested in the product or service because of that 
message. Buyers use these methods of accountability to 
leverage Sellers into basing their fees on such performance. 

[0007] Sellers have also been pressured into a more per 
formance based pricing model by a surplus in inventory, 
particularly With regard to Internet advertising. For example, 
the inherent nature of the Internet creates a rapidly increas 
ing amount of advertising inventory. Each V1eWer doWn 
loads or, in effect, “creates” each presentation of the adver 
tising message image (called an “impression”) on the 
vieWing screen. The number of impressions that may be 
vieWed on a single screen is limited only by the amount of 
time the VieWer spends at the computer and the amount of 
time it takes to doWnload an advertising image from the 
netWork. The number of VieWers is groWing steadily as is 
the number of Web-sites. Given these facts, and the fact that 
the potential inventory of advertising space on a particular 
Web-site is limited only by the siZe of the site, Which is also 
expandable, the potential supply of advertising inventory 
across the Internet is almost limitless. True commodity 
pricing assumes that a ?nite amount of the commodity Will 
be available, Whereas an ever-increasing supply of the 
commodity means that the price of that commodity Will 
continue to decrease. Sellers are leveraged into offering a 
more performance-based pricing model because they cannot 
maintain ?xed-fee-based commodity pricing. 

[0008] The pressure on Sellers of Internet advertising to 
provide performance based pricing models is particularly 
intense because the Internet provides a high degree of 
accountability and potential inventory is almost limitless. 
When comparing the Internet advertising marketplace to the 
television or radio advertising marketplace, it is noted that 
the supply of television or radio commercials is dictated by 
the number of channels and the hours in a day. In the Internet 
marketplace, hoWever, the loW price of entry for neW 
publishers and the proliferation of desktop applications and 
Web-sites mean that the amount of advertising space Will 
expand at a much greater rate than traditional broadcast 
advertising space and, thus, there are really no ?xed 
resources to enter into the pricing structure for this type of 
advertising. 

[0009] Currently, Sellers of Internet advertising are forced 
to compete With one another by offering performance based 
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pricing and by increasing the attractiveness of their Web 
sites. If sites are more attractive (useful or entertaining) to 
the right kind of Vrewer, then they Will attract advertisers 
(Buyers of advertising) Who Want to reach those speci?c 
VieWers. Higher attractiveness means greater overhead costs 
for creating, managing, and delivering attractive content. If 
a Seller’s revenues are based entirely on performance-based 
pricing models, it Will run the risk of not being able to cover 
costs. For example, a Seller having a great reputation for 
attracting VieWers because of the quality of its content may 
run a particular Buyer’s advertising campaign that, for 
Whatever unanticipated reason, fails to attract any response 
from V1eWers. If that Seller had based its revenue primarily 
on a performance-based pricing model, its revenue may be 
so loW as to not cover overhead costs. 

[0010] In vieW of the above, there is a need for an 
improved system and method for the presentation and sale of 
advertising in a variety of advertising media, especially in 
the Internet environment. 

SUMMARY OF THE INVENTION 

[0011] Embodiments of the present invention include 
methods and systems for selling advertising, Which incor 
porates a unique pricing model Wherein advertising Buyers 
earn bonus exposure to the advertising message based on the 
re?ected interest by the VieWers in that advertising message. 
Although the method may be used With all advertising 
media, it is particularly Well suited to Internet advertising. 
The methods and systems help Sellers secure ?xed-fee 
pricing While offering a performance-based incentive to 
Buyers. In addition, these methods and systems can attract 
potential Buyers, but help maintain customer loyalty, 
encourage effective creative advertising design and place 
ment, and assist Sellers in management of unsold inventory. 

BRIEF DESCRIPTION OF THE DRAWINGS 

[0012] FIG. 1 is a block diagram shoWing the interaction 
of parties involved in a method and system for advertising 
according to an embodiment of the present invention. 

[0013] FIG. 2 is a How diagram for a method of selling 
advertising according to an embodiment of the present 
invention. 

[0014] FIG. 3 is a decision tree diagram illustrating an 
example of the process of presenting exposure of an adver 
tising message based. 

[0015] FIG. 4 shoWs a block diagram of a system for 
implementing the business method using a communications 
network. 

[0016] FIG. 5 shoWs a block diagram of an alternative 
system for implementing the business method using a com 
munications netWork. 

DETAILED DESCRIPTION 

[0017] In a ?rst embodiment of the present invention, a 
computer netWork environment such as the Internet Will be 
described. The present invention can be applied outside of a 
computer netWork environment and should not be consid 
ered limited to such an environment. 

[0018] To more fully understand embodiments of the 
system and method of the present invention, a brief revieW 
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of ?xed-fee pricing and performance-based pricing for 
advertisements is presented beloW. 

[0019] A ?xed-fee pricing of Internet advertising is usu 
ally based on Cost Per Thousand (CPM; Where “M” is the 
roman numeral for 1,000) of advertising message impres 
sions delivered to the VieWers. For example a Buyer spend 
ing $20,000 on a certain advertising campaign might nego 
tiate a CPM of $10 and receive 2,000,000 advertisement 
impressions delivered to the VieWers. 

[0020] Performance-based pricing of Internet advertising 
is usually based on Cost Per Action (CPA) Where the Seller 
receives payment When the VieWer performs a particular 
“action” in response to the advertising message. Such 
“actions” may include the folloWing: 

[0021] Cost per Click: The Buyer pays a ?xed fee to the 
Seller every time a reader “clicks” (selects a link such 
as a hypertext link associated With the advertising 
message With a cursor movement device or the like) on 
the physical advertising unit displaying the advertising 
message, Which results in a VieWer being redirected to 
a site determined by the Buyer (such as the Buyer’s 
electronic-commerce or Internet site) associated With 
the link. The vieWer’s computer Would then display 
content from the site(s) associated With the link. 

[0022] Cost Per Customer: The Buyer pays a ?xed fee 
to the Seller every time a VieWer Who is vieWing an 
advertising message on a Seller’s site clicks on that 
advertising message, is redirected to the Buyer’s site, 
and completes a purchase transaction on the Buyer’s 
site. 

[0023] Cost Per Name: The Buyer pays a ?xed fee to the 
Seller every time the Seller collects relevant vieWer 
information (such as a name or electronic mail (e-mail) 
address) of a VieWer Who is vieWing the Seller’s site 
and gives the Seller permission to transfer this infor 
mation to the Buyer or Buyer’s computer system. 

[0024] Assuming that the Buyer has the same budget of 
$20,000 for a certain advertising campaign, it may negotiate 
a CPA of $1.00 With the Seller that includes as many 
impressions that Will be doWnloaded to Vrewers to obtain 
20,000 actions. Typically, the Buyer and Seller Will pay 
attention to the rate of actions per impressions delivered to 
determine Whether or not the advertising campaign is effec 
tive. If the rate is loWer than anticipated by either party, the 
campaign is likely to be changed either by changing the 
content or placement of the message or by canceling the 
campaign itself (either by the Buyer or the Seller). It is 
usually the Buyer that Will cancel a campaign and use a 
different Seller if the rate of return is less than expected. This 
leaves the Seller With the additional problem of maintaining 
Buyer loyalty in the campaign. Currently, 48% of all Internet 
advertising purchases are based on the CPM pricing model, 
While only 10% of the purchases are based on the CPA 
pricing model. The remaining 42% of the purchases are 
based on a hybrid of the CPM and CPA models, Wherein the 
Buyer pays a signi?cantly loWer CPM rate than What Would 
normally be charged by the Seller under the CPM pricing 
model, as Well as an additional ?xed fee for every action 
taken by a V1eWer in response to the advertising message. 

[0025] As there is an increasing number of Sellers entering 
the market and competing for Buyers, there is an increasing 
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pressure on Sellers to attract Buyers With CPA (perfor 
mance-based) deals. As discussed above, however, it may be 
too risky for Sellers to create and manage content on a 
budget that relies strictly on CPA. Sellers must base a certain 
amount of the advertising purchase on CPM (or other 
?xed-fee pricing models) to insure that, regardless of the 
appeal of a certain advertiser’s message, they Will have 
enough revenue to create and manage site content. 

[0026] As discussed beloW, improved methods and appa 
ratus are described for the presentation and sale of adver 
tisements in a computer netWork system or other environ 
ments. Embodiments of the present invention may be 
implemented using general purpose processors or special 
purpose processors operating under program control, or 
other circuits, adapted to particular process steps and data 
structures described herein. 

[0027] The folloWing terms refer or relate to aspects of the 
present invention as described beloW. The descriptions of 
general meanings of these terms are intended to be illustra 
tive instead of limiting. 

[0028] Exposureithe display of the message in the 
media. In terms of Internet advertising, exposure may be 
measured in units, called “impressions”, Which is typically, 
but not limited to, a single image or message ?le doWn 
loaded to a V1eWer’s computer. Exposure could also be the 
presentation of an image in print media, television media, 
etc. Exposure may be based on units of time, siZe of the 
message, or any other factors that affect display of the 
message in the chosen media. 

[0029] Bonus Exposureiadditional exposure provided 
(e.g., for an advertising message). In terms of Internet 
advertising, bonus exposure may be expressed as an addi 
tional number of impressions for a given advertising mes 
sage. 

[0030] Actionian action of the VieWer that expresses 
interest in the advertising message. 

[0031] Cost Per Action (CPA)ia pricing model based on 
a price per action taken by the VieWer in response to an 
advertising message. 

[0032] Cost Per Thousand (CPM)ia pricing model (e.g., 
in an Internet environment) Where the price is based on the 
thousands of impressions doWnloaded to VieWers. 

[0033] According to a ?rst embodiment of the present 
invention, a system and method are presented that reWards 
an advertising Buyer With bonus exposure of one or more 
advertisement messages. In one embodiment, the bonus 
exposure is aWarded based on VieWer action (e.g., a vieWer 
expressing interest in the Buyer’s advertising message as 
described above). The ?rst embodiment of the present 
invention is presented in connection With a computer net 
Work system environment. 

[0034] Referring to FIG. 1, a block diagram shoWing the 
interrelationship betWeen a Buyer, a Seller, and VieWers 
over a network system is shoWn. A Seller 110 may provide 
impressions on a Web-site or other location that can be 
accessed by other computers over the Internet. In some 
cases, the Sellers actually provide the netWork location for 
storage of the media or may act simply as a Broker betWeen 
a Buyer 120 and a third party that Will present the adver 
tisements. 
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[0035] The Seller 110, for example, enters into an agree 
ment With the Buyer 120 to publish the Buyer’s 120 adver 
tising message. For example, in the case of Internet adver 
tising, the Seller 110 may agree to post the Buyers’ 120 
advertising messages on a Web page that is part of a 
Web-site. The exposure of the advertising message is usually 
measured in units of time or numbers of advertising mes 
sages delivered to VieWers. In the case of Internet advertis 
ing, exposure may be measured as the number of impres 
sions of the advertising message doWnloaded to Viewers 
130. 

[0036] The Buyer 120 may employ an Advertising Agency 
125 to create the advertising messages and negotiate agree 
ments With the Seller 110. But, the Buyer 120 may act as its 
oWn Advertising Agency 125. When the Buyer 120 employs 
an Advertising Agency 125, it authoriZes the Advertising 
Agency 125 to create the advertising messages (or adver 
tising campaigns) and transfer those messages to Sellers 110 
for publication. 

[0037] AVieWer 130 is one of a set of persons Who vieW 
or receive the published advertising messages. In the case of 
Internet advertising, the V1eWer 130 is one of a set of persons 
Who vieW Web-sites or otherWise receive doWnloaded con 
tent from publishers by Way of the Internet netWork and a 
broWser (e.g., Netscape Communicator or Internet Explorer) 
exposed to the advertising message. Actions taken by the 
VieWers are reported back to the Seller 110 in this embodi 
ment. Though referred to herein as individuals, the Buyer 
120, Advertising Agency 125, Seller 110, and Viewers 130 
may by individual or groups of computer devices coupled to 
the Internet or other computer netWork. 

[0038] According to an embodiment of the present inven 
tion, a method for pricing advertising is described herein. In 
this embodiment, the method can be referred to as the “IPC” 
(Impressions per Click) pricing model When applied to a 
communications netWork or Internet environment. In this 
embodiment, the Buyer 120 pays a predetermined fee to the 
Seller 110 for a predetermined amount of exposure of the 
Buyer’s advertising message. The Seller 110 agrees to aWard 
the Buyer 120 With bonus exposure for the advertising 
message based the amount of interest in the advertising 
message expressed by at least one VieWer 130. 

[0039] In this embodiment, the amount of bonus exposure 
aWarded to the Buyer 120 is based on a predetermined 
formula or set of rules that is negotiated as part of the 
agreement betWeen the Buyer 120 and the Seller 110. Bonus 
exposure can be based on a threshold of interest expressed 
by at least one VieWer 130, or a ratio of interest expressed 
in response to the amount of exposure provided. The interest 
can be measured in actions performed by the VieWer 130 in 
response to vieWing the advertising message. The method of 
calculating bonus exposure may be different depending on 
Whether actions are counted in response to the predeter 
mined exposure or in response to the bonus exposure. 

[0040] In the case of Internet advertising, for example, the 
Seller 100 may agree to present a predetermined amount of 
exposure (e.g., the display of a certain number of image 
impressions, the playing of a certain number of audio ?les, 
etc.) of the Buyer’s 120 advertising message to a set of 
VieWers 130. AVieWer 130 vieWs the Seller’s 110 Web page 
(or other doWnloadable content) containing the Buyer’s 120 
advertising message. In this example, the Seller 110 aWards 
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the Buyer 120 by presenting bonus exposure (such as a 
certain number of image impressions) of the advertising 
message based on the number of V1eWer 130 actions (such 
as “click throughs”) made in response to this exposure of the 
advertising message. 

[0041] Referring to FIG. 2 shoWs a How diagram for a 
method of selling advertising is shoWn according to an 
embodiment of the present invention. At block 210, the 
Seller 110 has secured an agreement With the Buyer 120 (or 
its Advertising Agency 125 acting on the Buyer’s 120 
behalf) to publish the Buyer’s advertising message. The 
agreement is based on an example of the IPC pricing model 
previously described. 

[0042] In block 212, the Buyer 120 sends (or authoriZes its 
Advertising Agency 125 to send) an advertising message to 
the Seller 110. Then, in block 214, the Seller 110 receives the 
advertising message from the Buyer 120 or the Advertising 
Agency 125 and causes the advertising message to be 
published. For example, in the case of Internet advertising, 
an image of the advertising message can be displayed Within 
a Web page along With other doWnloadable content. 

[0043] In block 216, Viewers (e.g., VieWer 130 in FIG. 1) 
are exposed to the advertising message. As described pre 
viously, the exposure of the advertising message is based on 
the parameters of the media in Which it is presented. For 
example, if the advertising message is presented on the 
Internet, for example, the advertising message can be pre 
sented as a banner advertisement, an audio ?le, etc. 

[0044] In block 218, Viewers express interest in the adver 
tising message by performing some actions recordable by 
the Seller 110. For example, in the case of Internet adver 
tising, the V1eWer 130 can “click” on a banner advertising 
message, causing the broWser to be redirected to a Web-site 
determined by the Buyer 120 and associated With the banner 
advertising message. AVieWer’s 130“click” can be counted 
as an action made by V1eWer 130 in response to the 
advertising message. Other examples of VieWer actions in 
the Internet environment are described above. 

[0045] In block 220, the Seller 110 records the number of 
actions made by the Viewers in response to the predeter 
mined exposure of the advertising message. For example, in 
the case of Internet advertising, the Seller 110 can record the 
number of actions (such as “click through”) made by the 
VieWers in response to the predetermined number of impres 
sions presented by the Seller 110 to the VieWers. In one 
embodiment of the method, only actions made in response 
to the predetermined exposure of the advertising message 
are counted. Alternatively, actions made in response to both 
the predetermined exposure and the bonus exposure 
(described in further detail beloW) of the advertising mes 
sage may be counted. 

[0046] In block 222, the Seller 110 reWards the Buyer 120 
by authoriZing additional exposure of the advertising mes 
sage to the VieWers based on the agreement (incorporating 
the IPC pricing model) betWeen the Seller 110 and the Buyer 
120. For example, in the case of Internet advertising, the 
Seller 110 may reWard the Buyer 120 by providing adver 
tising resources to alloW for the doWnloading of 1000 bonus 
impressions for every one action made by the VieWers in 
response to the presentation of the predetermined number of 
impressions of the advertising messages. 

Jan. 24, 2008 

[0047] Seller 110 and Buyer 120 may agree that bonus 
exposure Will only be aWarded based on the number of 
actions received in response to the predetermined exposure 
of the advertising message. Alternatively, as stated above, 
Seller 110 and Buyer 120 may agree that bonus exposure 
may also be aWarded based on actions received in response 
to both the predetermined exposure and the bonus exposure 
of the advertising message. Different thresholds or ratios 
may be used to determine the amount of bonus exposure 
aWarded depending on Whether actions are received in 
response to the predetermined exposure or bonus exposure. 
For example, in the case of Internet advertising, Seller 110 
and Buyer 120 may agree that 1000 bonus impressions Will 
be aWarded for every action received in response to the 
predetermined number of impressions doWnloaded to VieW 
ers 130 and only 100 additional bonus impressions Will be 
aWarded for every action received in response to bonus 
impressions doWnloaded to VieWers 130. In such a case 
Where bonus exposure is aWarded for actions received in 
response to predetermined exposure and bonus exposure, the 
parties may agree to some limit in the total amount of 
exposure to be aWarded (to prevent the campaign from going 
on inde?nitely). 

[0048] In block 224, the Seller 110 provides bonus expo 
sure of the advertising message to the VieWers. In the case 
of Internet advertising, the Seller 110 may display bonus 
impressions of the advertising message to the VieWers 130. 

[0049] Referring to FIG. 3 a decision tree diagram illus 
trating an example of the process of presenting exposure of 
an advertising message based on a method of the present 
invention is shoWn. Prior to block 320, there is an agreement 
betWeen the Buyer 120 and the Seller 110 Where the Buyer 
120 Will pay a predetermined fee for a predetermined 
exposure of the advertising message (e.g., CPM) and the 
Buyer 120 Will receive bonus exposure of the advertising 
message based on the number of actions received from the 
set of VieWers in response to the predetermined exposure of 
the advertising message. 

[0050] At block 312, the Seller 110 provides the prede 
termined exposure of the advertising message to the VieW 
ers. In block 314, the Seller 110 records the interest of the 
VieWers made in response to the predetermined exposure of 
the advertising message (e.g., through the monitoring of 
VieWer actions taken With respect to the advertising mes 
sage). The Seller 110 calculates the amount of predeter 
mined exposure remaining and any earned bonus exposure 
based on the recorded interest of the set of VieWers in the 
predetermined exposure of the advertising message. 

[0051] In decision block 316, it is determined Whether 
there is any predetermined exposure remaining. If predeter 
mined exposure is remaining, the process returns to block 
312 and the Seller 110 continues to provide predetermined 
exposure of the advertising message to the VieWers. If there 
is no predetermined exposure remaining, the process pro 
ceeds to block 318. 

[0052] At block 318, the Seller 110 provides any earned 
bonus exposure of the advertising message to the set of 
VieWers and calculates the amount of bonus exposure 
remaining. In decision block 320, it is determined Whether 
there is any bonus exposure remaining. If bonus exposure is 
remaining, the process returns to block 318. If no bonus 
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exposure is remaining, the process proceeds to block 322 
Where the Seller 110 discontinues presentation of the bonus 
exposure. 

[0053] The method described in FIG. 3 is only one 
example of a decision tree for authorizing and awarding 
bonus exposure, and other decision tree schemes may apply 
depending on the nature of the agreement betWeen Seller 
110 and Buyer 120 in terms of hoW bonus exposure Will be 
aWarded. 

[0054] Referring to FIG. 4 a block diagram of a commu 
nications netWork that can be used to implement an embodi 
ment of the present invention is shoWn. In this example, the 
system 400 includes a Seller 110, a Buyer 120, a statistical 
database 115 (such as a ?le server), a set of VieWers (e.g., 
VieWer 130), and a communications netWork 140. On skilled 
in the art Will appreciate that each of the components of FIG. 
4 may include one or more computers and/or servers that 
include processors or the like to execute a set of instructions 
to implement the methods described herein. 

[0055] A server controlled by the Seller 110 may be a Web 
server that includes a processor, program and data memory, 
mass storage, and a communication link 141 (to connect to 
communications netWork 140). The processor, program and 
data memory, and mass storage operate in conjunction to 
perform the functions of a display device (such as a Web 
“site”). The server controlled by the Seller 110 responds to 
the set of VieWers using a netWork protocol (such as 
Hypertext Transfer Protocol or HTTP). 

[0056] The server controlled by the Seller 110 receives 
and maintains statistics related to advertising messages 
doWnloaded to the set of VieWers as Well as actions (such as 
“click-throughs”) received from the VieWers. Such statistics 
are maintained as an internal or external statistics database 

(e.g., stored at a data server 115) that is in communication 
With the server controlled by the Seller 110 and the Buyer 
120. Interested parties (such as Seller’s 110 or Buyer’s 120 
administrators) can access and examine the statistics data 
base 115 via communications netWork 140. 

[0057] A computer controlled by the Buyer 120 (and/or a 
computer controlled by the Buyer’s 120 Advertising 
Agency. 125) may include a processor, program and data 
memory, and mass storage Which operate in conjunction to 
perform the functions of a Web server. The Buyer’s 120 
computer and/or Advertising Agency’s 125 computer com 
municates With the server controlled by the seller and 
coupled With the statistical database server 115 using a 
communications protocol (such as HTTP). The contract 
betWeen the Buyer 120 and the Advertising Agency 125 to 
create the advertising messages to be published by the Seller 
110 is optional in this embodiment of the present invention. 
In such a case Where the Buyer 120 creates its oWn adver 
tising messages (or advertising campaign), the Buyer 120 
Would be acting as its oWn Advertising Agency 125. 

[0058] In this embodiment, each VieWer 130 has access to 
a computer containing a processor, program and data 
memory, and mass storage. The processor, program and data 
memory and mass storage operate in conjunction to perform 
the functions of a V1eWer 130 (e.g., as a Web “broWser”). 
Each computer utiliZes a communications protocol (such as 
HTTP) in this embodiment to request and receive netWork 
objects from the server controlled by the Seller 110. The 
requests and responses are routed using the communication 
netWork 140. 
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[0059] In one embodiment, the communications netWork 
140 may include the Internet, an intranet, extranet, virtual 
private netWork, enterprise netWork, or another form of 
communication netWork or a combination of these systems. 
In a preferred embodiment, the communications netWork 
140 includes a netWork capable of routing messages 
betWeen and among one or more servers controlled by any 

set of Sellers, any set of Buyers (and/or any set of Adver 
tising Agencies), and of the VieWers. HoWever, there is no 
particular requirement that the communication netWork 140 
must comprise an actual netWork, so long as the communi 
cation netWork 140 includes at least some technique for 
communication betWeen any one VieWer 130 and any one 
Seller 110. 

[0060] The communication links 141 operate to couple the 
server controlled by the Seller 110, the computer controlled 
by the Buyer 120 (and/or the Buyer’s Advertising Agency 
125), and the computer accessed by the VieWer 130 to the 
communications netWork 140. 

[0061] In one embodiment, the Seller 110 contracts With 
the Buyer 120 to provide a predetermined amount of expo 
sure of the Buyer’s advertising message to VieWers 130. 
This agreement incorporates the IPC pricing model 
described previously. The parameters of the predetermined 
exposure and the bonus exposure are stored on the statistics 
server 115, Which may be readily accessed by the Seller 110. 

[0062] One of the VieWers requests the doWnload of a Web 
page from the Seller 110 via the communications netWork 
140. These requests are received by the Seller 110 using the 
server, Which doWnloads a Web page to the broWser accessed 
by the requesting V1eWer 130. The doWnloaded Web page 
includes a number of content elements, including instruc 
tions for the VieWer 130 to request the doWnload of an 
advertising message to be included as part of the Web page 
or in addition to the Web page (such as in a separate WindoW 
or audio ?le). 

[0063] In addition to doWnloading the Web page, the 
server controlled by the Seller 110 may access the statistical 
database 115 Which records the V1eWer’s 130 request and 
obtain statistical information about the parameters of pre 
determined exposure and bonus exposure negotiated as part 
of the agreement betWeen Seller 110 and Buyer 120 as Well 
as the number of actions taken by the VieWers in response 
to the doWnloaded advertising message. Using the informa 
tion recorded in the statistical database 115, the server 
controlled by the Seller 110 determines Whether to authoriZe 
the doWnload of the requested advertising message. 

[0064] The VieWer 130, in response to receiving the 
doWnloaded Web page from the Seller 110 and the instruc 
tions to request doWnload of an advertising message to be 
included Within that Web page, requests the doWnload of the 
display of the advertising message to be included With the 
display of the Web page. If the server controlled by the Seller 
110 has determined that additional exposure of the adver 
tising message is authorized, the server controlled by the 
Seller 110 provides further exposure of the advertising 
message to the VieWer 130 and utiliZes the statistical data 
base 115 to record that it received and honored the request 
from the VieWer 130. The computer accessed by the VieWer 
130 receives the authoriZed exposure of the advertising 
message from the Seller 110 and displays that advertising 
message With the doWnloaded Web page. 
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[0065] If the Viewer 130 is interested in the advertising 
message and performs an action, such as a “click-through”, 
instructions associated With the advertising impression 
cause the broWser accessed by the VieWer 130 broWser to be 
redirected to a Web-site determined by the Buyer 120 
(usually the Buyer’s 120 e-commerce Web-site). The VieW 
er’s 130 action can then be recorded in the statistical 
database 115. 

[0066] If, at such time that the VieWer 130 requests the 
exposure of the advertising message from the Seller 110, and 
the server controlled by the Seller 110 determines, by 
accessing the statistical database 115 and calculating the 
authoriZed exposure of the advertising message under the 
parameters of the agreement betWeen the Seller 110 and the 
Buyer 120, that further display of the advertising message 
cannot be authorized, then the Seller 110 may utiliZe its 
server to doWnload for exposure an advertising message 
from a different Buyer 110 or exposure of an internal 
advertising message, Which Will then be displayed to the 
VieWer 130 along With the doWnloaded Web page. 

[0067] Referring to FIG. 5, an alternative embodiment of 
the present invention is shoWn. The system of FIG. 5 is 
similar to that of FIG. 4, except that the Seller 110 is not a 
publisher, but acts as a broker betWeen the Buyer 120, the 
VieWer 130 and a Third Party Web Site OWner 150. In this 
embodiment, a VieWer’s 130 request for doWnload of expo 
sure of the advertising messages is received by the Third 
Party Web Site OWner 150 and relayed to the Seller 110 
Where a determination is made, along the procedure set forth 
in the description of the preferred embodiment above, 
Whether exposure of the advertising message may be autho 
riZed. If exposure of the advertising message is authoriZed, 
the server controlled by the Seller 110 doWnloads the 
advertising message to a server controlled by the Third Party 
Web Site OWner 150 for delivery to the VieWer 130. Any 
action made by the V1eWer 130 in response to the doWn 
loaded advertising message can be relayed betWeen the 
server controlled by the Seller 110 and the server controlled 
by the Third Party Web Site OWner 150. In yet another 
alternative, the Third Party Web Site oWner has already 
stored the advertising message in its server database, and is 
simply Waiting for authoriZation of the doWnload of the 
advertising message to the VieWer 130. 

[0068] From the foregoing, it Will be appreciated that 
embodiments of the present invention may result in several 
advantages for Viewer, Buyers, and Sellers. For Viewers, 
more of the advertising messages presented Will be relevant 
and compelling because bonus exposure resulted from 
VieWer actions concerning these messages. For the Buyer, 
performance-based price incentives are provided. For 
example, the method and system described above provides 
a potentially loWer ?xed price per impression. An example 
of an advertising campaign incorporating the method and 
system previously described is provided beloW: If a Buyer 
running an Internet advertising campaign commits $50,000 
to the predetermined exposure of its advertising message 
and negotiates the predetermined exposure (in Cost Per 
Thousand Impressions) at $10, the Buyers predetermined 
exposure Will be 5,000,000 impressions. Assuming that the 
negotiated IPC is 1,000 bonus impressions aWarded for each 
action received in response to the predetermined exposure 
and using hypothetical action rates, the effective cost per 
thousand impressions delivered may be as folloWs. 
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Action % # of Actions Bonus Imp. Total Imp. Effective CPM 

0.1 5,000 5,000,000 10,000,000 $5.00 
0.2 10,000 10,000,000 15,000,000 $3.33 
0.3 15,000 15,000,000 20,000,000 $2.50 
0.4 20,000 20,000,000 25,000,000 $2.00 

In other Words, the performance of the campaign (as 
expressed by interest elicited from the VieWer) extends the 
exposure of that campaign which effectively decreases the 
effective predetermined cost for that exposure. 

[0069] For the Seller, a ?xed-price model is presented that 
can guarantee revenue. The system can also encourage 
Buyer loyalty because Buyers are encouraged to maintain 
loyalty to Sellers not only because they earn bonus impres 
sions, but also because the aWard of bonus impressions may 
be conditional on completion of the contract. The present 
system can also provide a preferable Way to balance use of 
excess inventory. For example, Sellers of Internet-based 
advertising often use excess inventory for internal advertis 
ing. While such in-house advertising may increase VieWers 
interest in the Sellers site, too much in-house advertising 
may deter Buyers from advertising With the Seller because 
they perceive that Seller site has no market demand. Also, 
the present invention may provide a preferable Way to 
encourage proper creativity and placement of the advertising 
message. Buyers may be encouraged to not only design 
advertising messages that encourage VieWer interest in the 
site, but to compete for positioning of the message, Which 
may have the effect of increasing the ?xed price of exposure. 

[0070] Although embodiments are speci?cally illustrated 
and described herein, it is to be appreciated that modi?ca 
tions and variations of the present invention are covered by 
the above teachings and are Within the purvieW of the 
appended claims, Without departing from the spirit and 
intended scope of the invention. 

[0071] The present invention can be extended to other 
advertising and media environments outside of the Internet 
or other communication netWork. For example, the present 
invention can have application in billboard advertising, 
television and radio advertising, and advertising in print 
media. 

[0072] In the case of billboard advertising, the Seller may 
agree to display the Buyer’s advertising message on a 
billboard for a predetermined period of time. If, for example, 
the billboard includes a special telephone number, the Seller 
can reWard the Buyer With bonus exposure of the advertising 
message by displaying the advertising message for a longer 
period of time based on the number of telephone calls 
received from the VieWers in direct response to seeing the 
advertising message displayed on the billboard. The bonus 
exposure can be based on calls received during the prede 
termined period of time or during both the predetermined 
period of time and the bonus exposure (depending on the 
agreement betWeen Buyer and Seller). 

[0073] In the case of broadcast advertising, the Seller may 
agree to broadcast Buyer’s 120 advertising message (again, 
including a telephone number to dial for more information, 
for example) a predetermined number of times. The Seller 
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may reward the Buyer 120 With a bonus exposure by 
broadcasting the advertising message an additional number 
of times based on the number of telephone purchases 
received by the set of VieWers in direct response to a 
VieWer’s response to one or more of the predetermined 
number of broadcasts of the advertising message. 

[0074] In the case of print media, an image of the adver 
tising message can be displayed in a printed publication. The 
VieWer can call the Seller in response to seeing the adver 
tising message and that telephone call Would be counted as 
an action. To assure that the action Was made in direct 
response to the advertising message, the VieWer 130 can be 
asked for a unique identi?er that is displayed as part of the 
particular advertising message. 

[0075] As With the Internet and communications examples 
described above, the amount of exposure and the amount of 
interest (measured, for example, by the number of actions 
taken by the VieWer) can be recorded so as to control the 
appropriate amount of exposure (including bonus exposure) 
provided for the advertising messages. 

1-27. (canceled) 
28. A method of selling advertising by a seller to a buyer, 

the method comprising: 

receiving from a buyer at least one advertising message 
for display on a Website and an advertising budget 
representing a maximum cost to the buyer resulting 
from the display of the advertising message on the 
Website; 

displaying the advertising message on the Website from a 
server to one or more vieWers vieWing the Website on 

one or more vieWer computers over a computer net 

Work, the display of the advertising message being 
based at least in part on the number of impressions 
corresponding to the advertising budget; 

automatically recording at said server one or more actions 
entered into said one or more vieWer computers, said 
actions made by said one or more vieWers in response 
to said advertising message; 

automatically calculating a number of additional impres 
sions to be provided based on the one or more actions; 
and 

automatically increasing display of the advertising mes 
sage based on said one or more actions Without increas 

ing the maximum cost to the buyer as represented by 
the advertising budget resulting from the display of the 
advertising message on the Website. 

29. The method of claim 28, Wherein the step of auto 
matically calculating the number of additional impressions 
comprises increasing rotation of the advertising message for 
display as compared to one or more advertising messages of 
third parties. 

30. The method of claim 28, Wherein the step of auto 
matically calculating the number of additional impressions 
comprises increasing rotation of the advertising message for 
display as compared to one or more additional advertising 
messages of the buyer. 

31. The method of claim 30, Wherein the one or more 
advertising messages of the buyer are related to the same 
subject matter. 
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32. The method of claim 28, Wherein the additional 
impressions are provided Without charging the buyer beyond 
the advertising budget. 

33. The method of claim 28, further comprising selling 
advertising space to the buyer for a sale price being repre 
sented by the advertising budget. 

34. The method of claim 28, Wherein the advertising 
budget represents a maximum amount to be charged on a 
monthly basis. 

35. The method of claim 28, Wherein the advertising 
budget represents a maximum amount to be charged on a 
Weekly basis. 

36. The method of claim 28, Wherein the advertising 
budget represents a maximum amount to be charged on a 
daily basis. 

37. The method of claim 28, Wherein the number of 
impressions is a predetermined number of impressions to be 
provided based on the advertising budget. 

38. The method of claim 37, Wherein additional impres 
sions are above the predetermined number of impressions. 

39. The method of claim 28, Wherein the one or more 
actions in response to the advertising message is a click 
through. 

40. The method of claim 28, Wherein the one or more 
actions in response to the advertising message is a request to 
play a video. 

41. The method of claim 28, Wherein, as a result of the 
additional impressions, the effective cost per impression is 
reduced. 

42. A system for the presentation of advertisements Where 
a seller and a buyer agree to a sale price for said presentation 
of advertisements, said sale price covering a minimum 
number of impressions of an advertising message on a 
Website and potential, to be added impressions of the adver 
tising message on the Website, the system comprising: 

a computer system operative With programming to: 

provide at least the minimum number of impressions of 
the advertising message on the Website to one or 
more vieWers vieWing the Website on one or more 

vieWer computers over a computer netWork, the 
minimum number of impressions corresponding at 
least in part to an advertising budget received from 
the buyer, the advertising budget representing a 
maximum cost to the buyer resulting from the dis 
play of the advertising message on the Website; 

record one or more actions entered into said one or 

more vieWer computers, said actions made by said 
one or more vieWers in response to said advertising 

message; 

calculate a number of additional impressions of the 
advertising message to be provided based on said 
one or more actions recorded by the computer sys 
tem; and 

provide the calculated number of additional impres 
sions of said advertising message on the Website to 
said one or more vieWer computers Without charging 
beyond the advertising budget. 

43. The system of claim 42, Wherein the computer system 
provides the additional impressions by increasing rotation of 
the advertising message for display as compared to one or 
more advertising messages of third parties. 
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44. The system of claim 42, wherein the computer system 
provides the additional impressions by increasing rotation of 
the advertising message for display as compared to one or 
more advertising messages of the buyer. 

45. The system of claim 44, Wherein the one or more 
advertising messages of the buyer are related to the same 
subject matter. 

46. The system of claim 42, Wherein the additional 
impressions are provided Without charging the buyer beyond 
the advertising budget. 

47. The system of claim 42, Wherein the advertising 
budget represents a maximum amount to be charged on a 
monthly basis. 

48. The system of claim 42, Wherein the advertising 
budget represents a maximum amount to be charged on a 
Weekly basis. 
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49. The system of claim 42, Wherein the advertising 
budget represents a maximum amount to be charged on a 
daily basis. 

50. The system of claim 42, Wherein the one or more 

actions in response to the advertising message is a click 
through. 

51. The system of claim 42, Wherein the one or more 

actions in response to the advertising message is a request to 
play a video. 

52. The system of claim 42, Wherein, as a result of the 
additional impressions, the effective cost per impression is 
reduced. 


