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(57) ABSTRACT 

A system and method to facilitate Word-of-mouth advertising 
and sales support associated With displayed media objects on 
distributed networks is described. The system provides one or 
more advocates to a network user accessing advertising of a 
brand, product, or service. One or more of the advocates may 
be socially related to the user. User interactions With the 
advocates are facilitated through a real-time communication 
netWork, folloW-on commercial activity is tracked, and the 
value of Word-of-mouth advocacy is captured and distributed. 

service required tags to 
populate required halos 

6 5 

identify page marketing concept; ) 
populate page theme halo; 
modify or augment page content 
to display page theme halo 

J17 
MO/ item 
halos? 

for each media object (MO) or line item: 
identify best marketing concept, by 

populating prospective halos, 
scoring prospect halos / embedded display enhancements 
choose best prospect 

NO 

identify N best halos; 6 8 
identify M best embedded displays; ) 
modify page content to embed M halos; 
con?gure (N a M) ?oating halos; 
replace duplicate marketers 

end page population process 





Patent Application Publication Jul. 16, 2009 Sheet 2 0f 11 US 2009/0182631 A1 

mm 

:8 25 

3-2- 53 58.9%23-205 
Emma: NON hQON wsh 

EEEQO "6 220.: Mom NI 

mos; 
j % 

r/ l/ 

35mm... uuhomcoam icomwut 

1E 

an 

NEQHQE gsaéx M .H QUE 



Patent Application Publication Jul. 16, 2009 Sheet 3 0f 11 US 2009/0182631 A1 

E Gian 3 mm GEE 
mom / 

we m E 06. E “ 

Ewww?ggm 3mm Ag 

@ mam?‘ mu gm 

, max. mm, “gag. 



Patent Application Publication Jul. 16, 2009 Sheet 4 0f 11 US 2009/0182631 A1 

w @Q 

mm 

immm mm? 

0%; 
mama Q Q vi 

2% 

GEE 5 
Mm.“ 

Ev 
Wm 

QMQE gum >3 

Ah 





$805 cor?saon mag 96 w a @ 

US 2009/0182631 A1 

02 

Jul. 16, 2009 Sheet 6 0f 11 

2E wEw? mama >2Qm6 0H EwEou mama pcwEmsm Lo >309: "2m; wEwE mama BEJQOQ 
x unwucou mcrwvzmE mama 3:52 

m o 

moi; UEEUE BEJQOQ op mama ©2569 wumiwm $805 cot?saoa mama Emmi 

H0 

Patent Application Publication 





Patent Application Publication Jul. 16, 2009 Sheet 8 0f 11 US 2009/0182631 A1 

E COMPUTER SYSTEM 

i CACHEl “ ‘' INTERKE 
E \ 815 
E CPU2 802 

E CACHEZ 8 6 REMOTE COMPUTER 

E \ J REMOTE EXECs 
i 804 /l_t\ GRAPHICS 
- MEMORY \l—l/ ‘, E )5 CONTROL 824 
5 RAM 
: s 6 825 

5 ROM ) <:> VIDEO 
: 8 7 INTERFACE DISPLAY(S) 

I BlOS ) 
E 817 826 

i /1_t\ INPUT INPUT 
E 8K 808 \l—l/ INTERFACE DEVICE(S) 
: STORAGE 
E CONTROL CE> 818 827 

E 83K /l_t\ OUTPUT OUTPUT 
E \I—l/ INTERFACE DEVICE(S) 
E BULK STORAGE 

E )9 819 828 I / 
: 0'5 /1_|\ STORAGE STORAGE 
: 810 \—|/ INTERFACE DEVICE(S) 
E EXECS / 

E in 820 829 
E DATA /l_t\ STORAGE STORAGE 
: )2 \|—I/ DEVICE MEDIUM 
E APPS \ \ 
E 822 821 830 



Patent Application Publication Jul. 16, 2009 Sheet 9 0f 11 US 2009/0182631 Al 

N ETWORK APPLICATION SITE CONTENT SITE A 

CONTENT SITE B 



Jul. 16, 2009 Sheet 10 0f 11 US 2009/0182631 A1 Patent Application Publication 



m2? <2? 

US 2009/0182631 A1 Jul. 16, 2009 Sheet 11 0f 11 Patent Application Publication 



US 2009/0182631 A1 

SYSTEM AND METHOD FOR 
WORD-OF-MOUTH ADVERTISING 

CROSS REFERENCE TO RELATED 

APPLICATION(S) 
[0001] This application is a continuation of co-pending 
US. patent application Ser. No. 12/015,115, ?led on Jan. 16, 
2008, entitled “System and Method for Word-of-Mouth 
Advertising”, by Higgins et al. 

TECHNICAL FIELD 

[0002] The present disclosure relates generally to an online 
marketing system providing a consumer accessing content on 
the network with a set of network accessible users with con 
nections to the marketed brands, products, or services, and 
possibly having a relation to the consumer. 

BACKGROUND 

[0003] At any point in time, there are literally millions of 
Internet users online and yet for most users the experience of 
using the Internet is a solitary, non-social activity. Although 
real-time communications channels such as the voice over 
internet protocol (VoIP), instant messaging (IM), and short 
message service (SMS) protocol are available, those systems 
do not allow object-speci?c, context-relative real-time com 
munications directly associated with the object. 
[0004] Likewise, the billions uponbillions of media objects 
on the Internet exist in isolation unrelated to the users who 
may have created, consumed, commented on or are otherwise 
knowledgeable with regards to them. Although systems like 
bulletin boards or user groups exist to allow user interconnec 
tion related to speci?c subject matters, interests or media 
objects, those mediums are shifted in time. They do not 
present the media in any personalized or dynamic way to 
facilitate a real-time communication between users with the 
ease of one-click. 
[0005] When users are doing commercial research or actu 
ally trying to purchase something online, this problem 
impedes ef?cient transactions and increases the number of 
unsatis?ed customers due to a lack of real-time sales support 
to help them make happy and support e?icient buying deci 
sions. Although some businesses do offer real-time online 
sales support, it is not personalized, nor diversi?ed, nor 
deployed in context on the web. 
[0006] As means of communication improve, users of com 
munication devices have an increased ability to consume, 
generate, and disseminate information, and to interact over 
the network through the sharing of information. In addition, 
the Internet has become a marketplace for goods and services 
offering wide selection at low prices. Despite these advan 
tages, some consumers prefer the personalized experience of 
in-person sales and retain loyalty to so-called “brick and 
mortar” stores. Manufacturers, distributors, retailers, service 
providers, and advertisers seek improved means of marketing 
over the Internet and other networks. 
[0007] Network marketing is not limited by a lack of avail 
able information; the Internet consumer is typically able to 
access a plethora of information available online. The digital 
information consumer perceives information conveyed over 
the network through various forms of media objects, includ 
ing text, icons, voice, audio recordings, pictures, animations, 
videos, interactive widgets, and other audiovisual informa 
tion. Descriptions of one or more forms of media objects may 
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be combined in a data object, which the consumer accesses 
over the network. The data object may contain additional 
“metadata” information which is not typically observed by 
the consumer, but may instead de?ne parameters useful in 
conveying information to the consumer, such as user identi 
?ers, data locaters, data types, or data interpretation 
resources, as described below. Network users typically oper 
ate a physical device, such as a telephone, a text messenger, a 
cell phone, a smart phone, a personal digital assistant, a 
networked music/video player, a personal computer, or a 
public terminal, to interconnect with other users on the net 
work. The network user typically utilizes a number of appli 
cation programs to consume content on the network. Example 
application programs include a “media object player” and a 
“browser”. 
[0008] A browser is an application program that is gener 
ally intended to display “web pages.”A web page is typically 
a two-dimensional image appearing as an individual page of 
information including one or more types of contained media 
objects. Multimedia content on the network appears in a 
virtual book format, which typically is displayed as an indi 
vidually framed web page along with means for navigating to 
other related web pages. A web page may also be associated 
with audio output perceived by a page consumer. Data for 
web pages is often described in a format known as a Docu 
ment Object Model (DOM). 
[0009] Multimedia content may be directly perceived on a 
web page or may be indirectly accessible. Content on the page 
may be directly perceived by including one or more static 
media objects, such as a displayed image, or one or more 
dynamic media objects, such as a video in a media object 
player rendered within the image of the page. Examples of 
indirect access include access to an audio recording through 
background music, access through an auxiliary page or pop 
up window, access through a sidebar or drawer attached to a 
window, access by invoking a menu item or toolbar, access 
provided through a link to another page, or access through an 
auxiliary program, such as a media object player. Two media 
object players are the Windows Media Player® available 
from Microsoft Corp. of Redmond, Wash. or the Apple 
QuickTime® player available from Apple Computer, Inc. 
[0010] The source code for a media object or a web page 
may also contain one or more instances of script languages. 
ECMAScript is a script programming language, standardized 
by Ecma International of Geneva, Switzerland, in the ECMA 
262 speci?cation. JavaScript and J script are the most com 
mon implementations of the EMCAScript standard. “JavaS 
cript” is a registered trademark of Sun Microsystems, Inc. of 
Santa Clara, Calif.; technology is further developed and 
implemented under license by the Mozilla Foundation of 
Mountain View, Calif. “JScript” is an ECMAScript imple 
mentation from Microsoft, Corporation. JavaScript and 
J script are often used for client-side interactive web applica 
tions. 

[0011] When a consumer accesses a web page, script func 
tions can interact with the Document Object Model (DOM) of 
the web page to perform one or more tasks. Scripts may also 
be used to make service requests to remote servers after a page 
has loaded. These requests can obtain new information or 
data, as well as load or launch additional applications, e.g., 
media object players, content viewers, application plug-ins, 
or software codes. Script code can merge with the DOM of the 
underlying page so that one or more additional media objects 
are displayed or otherwise rendered on the page. Altema 
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tively, the script code may initiate one or more additional 
pages or other rendering for the additional media object(s). 
When script code is embedded into an HTML document and 
subsequently accessed by a client application, the client 
application may retrieve and execute the script. The script 
may initiate service requests to one or more remote servers to 
retrieve and render one or more media objects that enhance 
the underlying content of the page, optionally using param 
eter values assigned in the embed code. For example, the 
script, when executed, may access stored locally stored user 
preferences or user attributes stored in relation to the use of 
browser “cookies” and contain one or more user attributes in 
a dynamically generated service request. 
[0012] When a media object is published on the network, 
scripts may be inserted in tags within the media object or 
within the published web page, and invoked when a consum 
ing user accesses the web page or clicks on a link in the page. 
For example, a media object may be displayed in physical 
proximity with related advertising. The tags may additionally 
allow for various functions to be executed in association with 
the consumption of the advertising. For example, an Internet 
service provider (ISP) may use embedded tags to track the 
number of reactions of the consumer to the advertising asso 
ciated with the media object. 
[0013] Research has shown that some consumers prefer, 
and are more likely to be in?uenced by, marketing efforts 
provided by access to persons familiar with the marketed 
goods, brands, or services. In a brick and mortar store, con 
sumers prefer retailers who provide individualiZed service, 
trustworthy knowledge, superior support, and easy access to 
quality goods. Some consumers prefer the social experience 
of personal interaction. Consumers are also heavily in?u 
enced by the consumption preferences of their social peers. 
[0014] At this time, there is no simple way to access analo 
gous marketing social functions over the Internet. A goal of 
the present invention is to augment network advertising and 
branding with a plethora of social network opportunities to 
further marketing goals. 

SUMMARY 

[0015] A service provider facilitates word-of-mouth adver 
tising and sales support associated with displayed media 
objects on distributed networks. The system provides one or 
more advocates a network user accessing advertising of a 
brand, product, or service. One or more of the advocates may 
be socially related to user. User interactions with the advo 
cates are facilitated through a real-time communication net 
work, follow-on commercial activity is tracked, and the value 
of word-of-mouth advocacy is captured and distributed. 
[0016] The present invention provides detailed methods, 
apparatuses and systems directed to interactive, word-of 
mouth advocacy of consumption. In a particular implemen 
tation, a service provider facilitates social interaction with a 
group of advocates leading to the consumption of goods, 
brands, or services on the network. The service provider 
monitors access to network content objects, identifying mar 
keting opportunities for advocacy. The opportunities are 
ranked, and one or more high ranking content objects are 
augmented with one or more advocates. A consumer is pro 
vided with one-click access to one or more live personaliZed 
advocates related to the consumer and the marketed goods, 
brands, or services. 

BRIEF DESCRIPTION OF THE DRAWINGS 

[0017] FIG. 1 is an example of a prior art user interface 
displaying a search result. 
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[0018] FIG. 2 shows an augmented display associating 
various items with social halos. 
[0019] FIG. 3 shows an augmented display associating a 
web page with a halo. 
[0020] FIG. 4 illustrates associating a sub-page event with 
a halo. 

[0021] FIG. 5 is an example ?owchart for a method of 
populating a single halo. 
[0022] FIG. 6 is an example ?owchart for a method of 
populating a page with halos. 
[0023] FIG. 7 is an example ?owchart for a halo user inter 
face daemon. 
[0024] FIG. 8 shows an example of computer server archi 
tecture. 

[0025] FIG. 9 shows an example of a social networking 
environment. 
[0026] FIG. 10A-10B show two steps in social network 
advertising on a cell phone. 
[0027] FIG. 11A-11B show two additional steps in social 
network advertising on a cell phone. 

DETAILED DESCRIPTION 

[0028] The following embodiments and aspects thereof are 
described and illustrated in conjunction with systems, appa 
ratuses and methods meant to be exemplary and illustrative, 
not limiting in scope. In various embodiments, one or more of 
the above-described goals have been achieved. 
[0029] The speci?cation sets the framework by describing 
a typical network environment and user operation of the 
invention. Following that is a description of the algorithms 
employed and a network infrastructure to support the inven 
tion. Finally, an alternative environment and interface shows 
the general applicability and variations of the method. 
[0030] FIG. 1 illustrates a prior art browser window display 
using the MoZilla Firefox browser. A browser window, such 
as the one shown, is typically divided into one or more control 
areas and one or more content areas. The browser window 

contains typical control and display regions, such as title bar 
101, browser control bar 102, Yahoo!® Tool bar 103, and a 
main window content area 104. Browser control 108 is an 
interface for a Yahoo!® search engine. In this hypothetical 
example, a consumer has entered the search phrase “BCZ 
Motors,” the name of a ?ctitious motorcycle manufacturer. In 
response, the main window content area 104 displays ?cti 
tious results of the search request. 
[0031] The area 105 contains the beginning of typical 
search results, with two line items 106-107 displayed. As used 
hereinafter, a “line item” is a listed element of a display 
associated with or linked to a different network location. 
Typically, the line item will contain an explanatory title, one 
or more excerpts of text from a web page, and a link con 
nected to the uniform resource locater (URL) for the web site 
hosting the web page. In this ?ctitious example, line item 106 
is a link to the website for the North American distributor for 
BCZ motorcycles, while line item 107 is a link to the website 
for a local BCZ motorcycle dealer. The invention may be used 
to augment various line items as described further below. 
[0032] The hypothetical web page also contains three spon 
sored search results, which are typically advertisements for 
products, services, brands, or other web sites. A sponsor may 
be any party in a commercial supply chain, from manufac 
turer or service provider to consumer. A media object 109 
consisting of a manufacturer logo is displayed as a sponsored 
advertisement with a goal to increase brand awareness. A 
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media object 110, depicting a motorcycle, is an advertisement 
for a product. The media object may be a static object, such as 
an image or illustration, or it may be a dynamically changing 
object, such as a ?ash movie, an MPEG-4 video, or some 
other streaming audio/music video. A banner ad 111 adver 
tises the services of a ?ctitious laW group. The invention may 
also be used to augment various sponsored content objects, as 
described further beloW. 
[0033] Example prototypical environments for the inven 
tion are shoWn in FIGS. 2-4. Displayed content is augmented 
With one or more groups of available advertisers to promote 
goods, services, other Web sites and/or brands. As used here 
inafter, a halo of advertisers is a group of one or more adver 
tisers associated With a common marketing theme. 
[0034] Marketing or promotion themes are either supplied 
in source metadata or derived from the various environments, 
as explained further beloW. FIG. 2 illustrates an example 
Where the three sponsored content objects of FIG. 1 are aug 
mented in a modi?ed page content area 200. Each sponsored 
or un-sponsored content object presents a neW potential mar 
keting theme, and the invention may be applied to an indi 
vidual content object on a page as described further beloW. 
For illustration purposes only, and not by Way of limitation, 
only the sponsored content objects are shoWn augmented in 
FIG. 2. 
[0035] In FIG. 3, the content to be augmented is an entire 
Web page. A single marketing theme is embedded in the 
metadata of the page or determined from the content of the 
page. 
[0036] In FIG. 4, each media object contained Within the 
page presents a neW potential marketing theme. A consumer 
may dynamically access a group of advertisers associated 
With one or more sub-page events or themes. For example, a 
motorcycle distributor may provide a media object that any 
motorcycle rider may post on a personal Webpage, consisting 
of an image of one of the distributor’s products. The data for 
the media object includes metadata and or script function 
calls implementing a social halo connected With the distribu 
tor. 

[0037] Although three prototypical environments are 
shoWn separately in FIGS. 2-4, the invention is applicable in 
combinations present Within a Web page. For example, a Web 
page that contains L line items and M media objects may be 
augmented With Zero to (L+M+ l ) marketing theme halos, one 
for each line item, one for each media object, and one for an 
overall page theme. The halos may be constantly visible, 
dynamically displayed, and/or dynamically generated. 
[0038] In one implementation, representations of the one or 
more halos associated With a page are alWays visible as shoWn 
in the three example halos of FIG. 2. In one embodiment, a 
consumer may obtain additional information about a market 
ing agent by a consumer action, such as by touching the image 
of the agent on a touch-screen, or clicking/ holding a computer 
mouse button With the active screen cursor over a marketing 
agent’s image, or alloWing the screen cursor to hover over a 
marketing agent’s image. As knoWn in the art, various inter 
faces support various consumer actions to select an image 
Within a page. 

[0039] In FIG. 2, an exaggerated cursor arroWhead hovers 
above image 202. As a result, a pop up WindoW containing one 
or more items related to the marketing agent appears above 
the page content. In this example, one or more of the name of 
the marketing agent (title), the af?liation of the marketing 
agent (company), and the social bond betWeen the marketing 
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agent and the consumer (bonds) is shoWn in text area 206. For 
example, image 202 may be a picture of a local BCZ motor 
cycle rider and area 206 may indicate his name, that he is a 
BCZ rider, and that he lives in Oakland, the same location as 
the consumer. In addition, the pop-up WindoW may indicate 
one or more means to communicate directly With the agent, as 

displayed in communication area 207. The communication 
area typically has a redundant indicator for each means of 
initiating a communication. In this example, the consumer 
may select a phone contact by selecting the text “phone” or 
clicking the associated icon (shoWn as a bullet in close prox 
imity to “phone”). In a preferred implementation, a best 
means of communication, common to the consumer and mar 

keting agent, is selected as a default means. In one embodi 

ment, the consumer may override the selection in a pop-up 
menu, a set of user preferences, or via a pull-doWn menu or 

toolbar menu selection. 

[0040] In a preferred embodiment, a consumer activation of 
any visible halo image results in a direct, live connection to 
the marketing agent using the default means of communica 
tion. As knoWn in the art, consumer selection of an image 
Within a screen display may be accomplished in an interface 
by detecting various consumer actions, such as a tap on the 
image of the agent on a touch-screen, or clicking/releasing 
(including double-clicking, option-clicking, and so on) a 
computer mouse button With the active screen cursor over a 

marketing agent’s image. 
[0041] In an additional embodiment, the halo of marketing 
agents may include one or more alternative agents. The 
motorcycle distributor, for example, may have a queue of 
available sales agents. In the event that a displayed agent goes 
o?line or otherWise becomes unavailable, a replacement 
agent is ready. In a preferred embodiment, the image and 
information of the o?lline marketing agent is replaced by the 
image and information of the replacement agent. In a further 
embodiment, a failure to establish communication With a ?rst 
marketing agent results in an attempt to establish communi 
cation With a ?rst replacement agent, a failure to establish 
communication With a ?rst replacement results in an attempt 
to establish communication With a second replacement agent, 
and so on, until the list of replacements is exhausted or com 
munication is established. In an alternate embodiment, a fail 
ure to establish communication to an agent by a ?rst selected 
means of communication results in an attempt to establish 
communication by a second best means of communication, 
and so on, until the list of means of communications is 
exhausted or communication is established. In one embodi 
ment, a failure to establish communication to an agent results 
in an indication to the consumer that the agent is temporarily 
busy, and retries of the same communication means may be 
attempted. In an alternate embodiment, a failure to establish 
communication to an agent by a ?rst selected means of com 
munication results in an indication to the consumer of a 
variety of alternate contact means and/or alternative market 
ing agents, and alloWs the consumer to select the alternative 
desired. 

[0042] Examples of agent communication means include, 
but are not limited to, telephone, cell phone, instant messag 
ing, the short message service (SMS) protocol, voice over 
internet protocol (VoIP), video teleconferencing, e-mail, 
audio teleconferencing, and other computer, phone, smart 
phone, cell phone, personal digital assistant, satellite phones, 
and other telephonic means of communication. 
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[0043] In an alternate embodiment, the consumer may 
replace one or more marketing agents With an alternative 
agent. In one example implementation, the function of the 
pop-up WindoW associated With the mouse hovering above 
image 202 may be different than that shoWn in FIG. 2. In this 
embodiment, a hovering cursor or other consumer action 
associated With image 202 brings up a pop-up menu of alter 
native agents for that slot, such as the pop-up bubble 400 of 
FIG. 4. The consumer may click and drag the mouse (or take 
some other selection action) to select one of the alternative 
agents. In one embodiment, When the consumer selects an 
alternative halo member, the image and information of the 
rejected marketing agent is replaced by the image and infor 
mation of the replacement agent and results in transmission of 
information to track the popularity of halo members. 
[0044] In another embodiment, the marketing agents are 
partitioned into categories and a replacement must come from 
Within the same category. For example, a motorcycle distribu 
tor may specify that one agent in a tWo person halo is a sales 
agent, While the other is a service technician. If a sales agent 
(or service technician) goes o?lline or becomes busy, a 
replacement sales agent (or service technician) is selected. In 
one embodiment, one or more marketing agents are consid 
ered required agents, With one or more required attributes. 
The replacement of a required agent must have the same 
required attributes. 
[0045] Three different methods of augmenting the user 
interface With available advertisers are also illustrated in 
FIGS. 2-4. The combinations shoWn are by Way of example 
and not by Way of limitation. In FIG. 2, company logo 109 is 
augmented With tWo marketing agents, H1A 201 and H1B 
202, in a halo H1 embedded Within the page and placed in 
close proximity to 109. Motorcycle advertisement 110 is 
augmented With three marketing agents, denoted H2A 203, 
H2B 204, and H2C 205 in a halo H2 in close proximity to 110. 
Banner ad 111 is augmented With a single marketing agent 
208. Each of these three halos is shoWn embedded in the 
content of the page and visible in the page. In one implemen 
tation, one or more additional content objects may also be 
augmented With a halo Which is only visible through activa 
tion by the user, such as by hovering or clicking/holding a 
computer mouse button With the active screen cursor over an 
object associated With a halo. This is illustrated in FIG. 4, as 
described further beloW. 

[0046] In the user interface of FIG. 2, the embedded repre 
sentations may be alternatively placed to the side of the aug 
mented item, above or beloW the augmented item, or sur 
rounding the augmented item, as long as the representations 
are embedded in the page content area of the page in close 
proximity to the augmented item. 
[0047] FIG. 3, in a second example, shoWs a Web page 
augmented With a halo of four advertisers, With images 308 
311 embedded in a separate left draWer 304. The Web page 
has a hypothetical content area 301 With a text phrase 302 
(“My neW motorcycle!”) and displaying a media object 303 
consisting of an image of a motorcycle. In this example, the 
halo With four advertisers is not embedded in the content of 
the augmented page, but is instead displayed in a separate 
area. The separate area may be a user interface knoWn in the 
art as a left draWer (shoWn), a right draWer, a left or right 
sidebar, a bottom bar, a bottom draWer, a toolbar, a tear-off 
WindoW, a pop -up WindoW, a pop -up menu list, or in a separate 
tabbed WindoW. The user may utiliZe optional control button 
307 by clicking and dragging to the right to slide the draWer 
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partially under the WindoW or close it entirely. In one embodi 
ment, the halo WindoW may be dragged apart from the main 
WindoW as a tear-off WindoW. In one embodiment, a halo 
WindoW has various controls to close, minimiZe, restore, 
resiZe, and/or scroll through a subset of visible members in 
the halo WindoW. The halo WindoW contains one or more 

images for the advertisers, such as examples 308-311, and 
may contain a title area 305 to display the halo theme. In 
addition, various advertiser text labels may be displayed (not 
shoWn). If the user desires to contact one of the advertisers in 
FIGS. 2-3, the consumer activates a selection of the advertis 
er’s image, as described above. In an alternative implemen 
tation, the consumer may redundantly select the advertiser by 
selecting the advertiser’s text label. In a further embodiment, 
the image and label of the advertiser may be combined in a 
single area, such as 208. In one implementation, title text and 
communication selection icons are placed on top of the adver 
tiser’s image (not shoWn). 
[0048] The halo displays as shoWn in FIGS. 2-3 are static in 
the sense that the halo images remain on the screen When the 
page is displayed. An alternative example utiliZes dynamic 
“?oating” halos as shoWn in FIG. 4. In FIG. 4, the underlying 
page content 300 is the same as in the main WindoW of FIG. 3. 
In FIG. 4, a broWser user perceives a cursor location 401 that 
typically is moved With a mouse. In this example, the cursor 
location hovers above a media object 303 consisting of an 
image of a motorcycle. 
[0049] In one embodiment, a user interface process moni 
tors the amount of time the cursor is above the media object, 
and provides a ?oating halo WindoW, such as halo 400 con 
taining four advertisers 401-404, if the cursor remains above 
the media object beyond a time-out period. If the user desires 
to contact one of the advertisers, the user moves the cursor to 
the halo display and clicks a mouse button With the cursor 
location over the advertiser’s image. In an alternate embodi 
ment, the user initiates display of the ?oating halo WindoW 
400 by clicking on the media object and holding the mouse 
button doWn. As a result, the ?oating halo WindoW 403 
remains on display as long as the mouse button is held doWn. 
If the user desires to contact one of the advertisers, the user 
drags the cursor location over the advertiser and releases the 
mouse button. Other interfaces are possible. For example, on 
a touch screen a consumer may touch a media object to 

pop-up the associated halo, and drag the ?nger or stylus to the 
image of an advertiser for selection purposes. An advantage 
of this embodiment is that a distributor may shoW a larger 
number of products on a page When one or more halos are not 
displayed, and the consumer observes only those halos 
related to products of interest. 
[0050] Although alternate interfaces are shoWn in FIGS. 
2-4, the interfaces share some common features. By default, a 
marketing halo is shoWn in close proximity to the item, media 
object, or page content to be augmented. With one click or 
other consumer activation, a user can initiate immediate con 

tact With an advertiser, as explained further beloW. Each halo 
of advertisers promotes a common marketing theme. 
Although only one interface is shoWn in each of FIGS. 2-4, 
the various halo interfaces may be combined in the display of 
a Web page (not shoWn) or other display. 
[0051] FIG. 5 is a ?oWchar't shoWing an example halo popu 
lation process, Where a service provider determines the mem 
bers of a halo organiZed around a marketing concept. The halo 
population process begins in step 500. In step 501, the mar 
keting concept or theme, consumer attributes, the halo con 
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text, and desired advertiser attributes are input to the process. 
In this example process, the process also inputs a number of 
required halo members, N, and a limit on the number of 
optional halo members, M. In other embodiments, the num 
ber N or M may be determined dynamically. 

[0052] Consumer attributes may include the age, sex, loca 
tion, income, and other demographics of the consumer, 
expressed preferences of the consumer, and implied prefer 
ences of the consumer such as buying or broWsing habits, and 
so on. In a preferred embodiment, a consumer-pro?ling 
server maintains a database of consumer attributes. A con 

sumer may register With the consumer-pro?ling server to 
obtain an identi?er and store one or more expressed attributes. 
Alternatively, a consumer-pro?ling server may assign user 
identi?ers. In one implementation of the halo population 
process, a consumer identi?er may be transmitted to the 
populating server, Which is used to index the consumer 
attribute server to obtain the consumer attributes. In an alter 
native embodiment, external consumer pro?ling services 
may be used. In one embodiment, any consumer action 
related to a halo is tracked and used to adaptively modify 
consumer attributes. In addition, consumer broWser habits 
may be tracked to estimate an expected time of purchase. For 
example, a motorcycle shopper typically ?rst accesses a vari 
ety of Web sites related to different brands of motorcycles, and 
gradually narroWs his choice to concentrate on a limited 

number of brands and models, and, as the purchase 
approaches, the shopper is likely to be more interested in 
exact price and availability. By tracking the focus of the 
shopper, a service provider can estimate a time for the shop 
per’s purchase. 
[0053] In one embodiment, a service provider tracks and 
estimates the proper context of a halo. For example, in one 
embodiment the service provider tracks the position of the 
consumer in a purchasing timeline, and biases the selection of 
halo participants accordingly. The halo context may also 
include the intended type of display device or other display 
attributes, interface attributes, and desired halo characteris 
tics, such as halo type, relative ful?llment of marketing goals, 
geographic limitations, age limitations, demographic targets, 
and so on. In one embodiment, a marketing deal identi?er 
may be assigned, and a marketing-logging server tracks the 
ful?llment of various marketing deals. For example, a motor 
cycle distributor may be Willing to pay for up to 1000 halo 
referrals to a sales agent, and the marketing deal may be 
registered in the marketing-logging server. Whenever a con 
sumer action results in population of the related halo, the 
populating server receives the marketing deal identi?er, 
accesses the marketing-logging server With the identi?er as a 
deal index to check on the ful?llment of the marketing deal. 
While the goal remains unful?lled, the selection of halo mem 
bers may be biased in favor of sales agents. 

[0054] In one embodiment, it may be speci?ed that a halo 
has, for example, a population of N required (or speci?ed) 
members and exactly M optional (or optionally speci?ed) 
members. Alternatively, the halo may have a number of 
required members, N, determined as a default value, a pref 
erence value, or an embedded value contained in metadata for 
the DOM of the Web page, and the process may determine one 
or more optional halo members, With an upper limit of M 
optional members. For example, a marketing plan for motor 
cycles may require at least three advertisers, and may alloW 
for up to tWo additional advertisers. The marketing agency 
may further specify additional desired attributes. For 
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example, a marketing agency may specify that of the three 
required advertisers, one is a motorcycle sales agent, one is a 
motorcycle service agent, and it is preferred but not necessary 
that the third is a local motorcycle dealer. In one implemen 
tation, a data object may be con?gured With metadata to 
specify one or more attributes of halo members. 

[0055] Step 502 evaluates a pool of advertisers as potential 
required members of a halo. For each required member of the 
halo, the attributes of each member of a pool of advertisers are 
compared to a set of required advertiser attributes, and if 
member of the pool meets the quali?cations, the member is 
considered a prospective advertiser. The set of prospective 
advertisers is processed to determine a degree of social con 
nection With the consumer, Which is assigned a social con 
nection score (SCS) and a degree of marketing bene?t, Which 
is assigned a market bene?t score (MBS). 

[0056] Social connections may have multiple dimensions, 
and an axis is assigned for each dimension. For example, a 
consumer may feel a degree of social connection With an 
advertiser in a nearby geographic location. One potential axis 
of advertiser/ consumer commonality is therefore geographic 
location. In one embodiment, the social connection score for 
geographic location may be inversely proportional to the 
estimated distance betWeen the consumer and advertiser. A 
prospective advertiser Who is nearer to the consumer achieves 
a higher score for a location axis. The various social connec 
tions to be considered may be embedded as metadata in the 
DOM for the Web page, or may be assigned by default or user 
preferences. Examples of social connections may include 
ethnicity, age, sex, educational level, educational institutions, 
economic class, profession, geographic area, expressed or 
derived user preferences, and membership in various other 
demographic groups. A prospective advertiser may have 
more than one social connection With the consumer, and a 
score is assigned for each dimension. In one embodiment, the 
scores for various dimensions of advertiser/consumer con 
nection are accumulated for each prospective advertiser to 
determine a combined SCS. In an alternate embodiment, the 
scores for various dimensions of advertiser/consumer con 
nection are squared, and the squares of the scores are accu 
mulated to determine a combined SCS. 

[0057] At the same time, the sub set of pro spective members 
is processed to determine a degree of marketing bene?t to the 
product, Which is assigned a marketing bene?t score (MBS). 
Marketing bene?t may have multiple dimensions, and an axis 
is assigned for each dimension. For example, an advertiser 
may be evaluated in sub-categories including, but not limited 
to, knoWledge of the product, product training, familiarity 
With the product or brand, attitude toWard the product, image 
appeal, likeability, personality, fame, track record in selling 
the product, general marketing skills, and so on. For each 
applicable dimension, a potential marketing agent is assigned 
a marketing bene?t score. In one embodiment, the scores for 
all included dimensions are accumulated to determine a com 

bined MBS. In an alternate embodiment, the scores for 
included dimensions of marketing bene?t are squared, and 
the squares of the scores are accumulated to obtain a com 
bined MBS. 

[0058] In step 503, the accumulated scores are processed to 
identify the Nbest scoring advertisers. In one implementa 
tion, an advertiser’s overall score is proportional to the prod 
uct of a social connection score and a marketing bene?t score, 
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Where W is a constant of proportionality. An advantage of such 
a scoring system is that it results in a diverse source of mar 
keting materials. A manufacturer’s representative, for 
example, Would likely have a relatively high marketing ben 
e?t score, Which could overcome a relatively loW social con 
nection score. On the other hand, a close social connection of 
the consumer Would likely have a high social connection 
score, Which could overcome a relatively loW marketing ben 
e?t score. In one implementation, prospective marketing 
agents Who have a negative marketing bene?t or marginal 
marketing bene?t are not included. In one embodiment, the 
constant of proportionality is a product of K Weighting fac 
tors, 

Which account for various contextual factors. For example, an 
advertiser’s marketing bene?t score may be decreased or 
increased based upon a user preference rating by adjusting a 
Weighting factor. 
[0059] In step 503, the scores for various prospective adver 
tisers are sorted to identify the N advertisers With the best 
scores. These advertisers are assigned as the N required halo 
members. Step 505 initialiZes an empty group of optional 
advertisers as having Zero members and a score of Zero. Step 
505 checks if there is a possibility of identifying additional 
optional members. If so, step 505 proceeds to step 506. 
[0060] In step 506, each number L of potential optional 
members in the range of one up to M is evaluated. Prospective 
advertisers are identi?ed and assigned scores by accumulat 
ing MBS and SCS scores as above. Finally, a group satisfac 
tion score is determined for each value of L. In one imple 
mentation, the group satisfaction score is proportional to the 
sum of the best L advertiser’s scores divided by the total 
number of halo members. Although each additional member 
adds some social marketing score, there are diminishing 
value returns as the consumer becomes overWhelmed With a 
plethora of advertisers. The group satisfaction score accounts 
for these diminishing returns. 
[0061] In step 507, the group satisfaction scores are com 
pared to identify the value of L With the highest group satis 
faction score. The corresponding group list is used to identify 
L optional group members. The optional group members and 
the required group members are combined in step 508, and 
the halo population process terminates in step 509. 
[0062] FIG. 6 illustrates an example page population pro 
cess Which augments a page With one or more social halos. 

The process begins in step 601. In step 602, the process takes 
in consumer attributes, page content, and halo context. In step 
603, the analyZed page content is parsed to process any meta 
tags Which specify one or more required halo attributes. The 
required halos are populated using a halo population process 
such as that shoWn in FIG. 5. The meta-tags may also specify 
that a page theme halo is required. A page theme halo may 
also be indicated as a consumer preference, in response to a 
consumer action, by default preferences, or by estimating 
Whether a page theme halo score exceeds a minimum thresh 
old. Step 604 checks if a page theme halo should be gener 
ated. 

[0063] If a page theme halo is generated, step 604 proceeds 
to step 605. In one embodiment, a page theme is determined 
by page meta-data. In one embodiment, a dominant page 
theme is determined by analyZing the page content. In an 
alternative embodiment, prospective marketing themes for 
the page are compared and a best theme is chosen. For 
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example, in one embodiment, a best theme may be imple 
mented as a theme that generates the most halo service pro 
vider revenue. In one embodiment, a number of page themes 
are analyZed to determine a page theme With the best social 
marketing bene?t. 
[0064] Step 604 or 605 proceeds to step 606, Which checks 
if there is a possibility of adding halos to one or more media 
objects or line items. If so step 606 proceeds to step 607. In 
step 607, each media object or line item is evaluated as a halo 
prospect. Meta-data in the line item or media object may 
determine a best marketing concept, or alternatively, a best 
marketing concept may be determined from the contextual 
theme of the line item or media object. In one embodiment, 
meta-data may also remove a line item or media object from 
active consideration. A prospective halo is populated using a 
halo population process such as that shoWn in FIG. 5. Each 
prospective halo is assigned a social marketing score. In one 
embodiment, each prospective halo is also scored on the 
enhancement it provides if embedded in a page display. 
Social marketing scores are compared to ?nd the best pros 
pect halo for each media object or line item considered. 
[0065] Proceeding to step 608, the social marketing scores 
are compared and sorted to ?nd the N best prospect halos. Of 
these N halos, Mare embedded in the page, Where M is a 
non-negative number less than or equal to N. The page 
enhancement scores are compared and sorted to ?nd the M 
best halos to embed in the page, and the page content is 
modi?ed to include the M best embedded halos. The remain 
ing halos are con?gured as ?oating or dynamically generated 
halos. In one embodiment, duplicate advertisers are replaced 
With substitutes in post-processing. In an alternate embodi 
ment, When an advertiser is assigned to a halo for a consumer, 
the advertiser is removed from the pool of prospective adver 
tisers for that consumer, so that no duplicates are chosen. The 
page population process terminates in step 609. 
[0066] The methods indicated in the ?oWcharts of FIGS. 
5-6 are typically, but not necessarily, implemented in netWork 
server systems. By contrast, FIG. 7 is a ?owchart shoWing an 
example interface process typically, but not necessarily, 
implemented in a consumer’s client-side device. Because of 
?reWalls and other intruder/hacker protection measures, a 
server system may encounter dif?culty in pushing content 
that is not requested to a client-side device. In a preferred 
embodiment, a client-side process monitors consumer 
actions and netWork conditions, and transmits requests to pull 
additional content from one or more netWork servers as 

needed. 
[0067] An example client side process begins in step 701. 
In step 702, it is assumed that the consumer has accessed a 
page of content from a netWork server or a ?le system. The 
page content is input and analyZed, and a stored consumer 
identi?er is accessed. In one embodiment, one or more addi 
tional consumer attributes are accessed. In a further embodi 

ment, a server request may contain additional consumer 
attributes identi?ed by a consumer cookie. In one embodi 
ment, additional consumer attributes stored on the server side 
may also be accessed. In step 703, a page content identi?er 
and consumer identi?er are used to populate the page With 
one or more halos, using a page population process such as 
that shoWn in FIG. 6. 

[0068] In step 704, the populated page With constantly dis 
played (static) halos is rendered and displayed on a client-side 
screen display. A timer is reset to Zero to determine the 
amount of elapsed time since the last rendering of the display. 
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Step 705 is the center of an event loop. The display timer and 
user interfaces are monitored to detect an event. When an 

event occurs, step 705 compares the event to an enumerated 
list of events, and takes the corresponding path in the ?oW 
chart. For example, When a consumer cursor or other pointing 
indicator remains above a media object or line item With a 
con?gured ?oating halo for a pre-determined amount of time, 
the consumer actions are considered to be performing a 
“?oating halo hover” event, and step 705 proceeds to step 
706. 
[0069] In step 706, a ?oating halo is rendered on the con 
sumer screen display, preferably as a top layer on top of the 
underlying display content and in close proximity to the cor 
responding media object or line item. Further consumer 
actions are monitored to check if the consumer proceeds to 
select a ?oating halo member in step 707. If not, the ?oating 
halo (if any) is removed as a top layer in step 708, the page 
display With static halos is refreshed in step 704, and con 
sumer actions are monitored for a next event in step 705. 

[0070] If a consumer clicks on a halo member embedded in 
the page in step 705, or drags and releases a mouse button 
With a screen cursor over a ?oating halo member in step 707, 
the indicated halo member is selected for a marketing contact. 
In step 709, attempt is made to facilitate contact With the halo 
member, as, for example, by one of several means as dis 
cussed above. If a live communication to the advertiser is 
established, the process Waits in the background in step 710 
until the communication is completed and proceeds after 
Wards to step 708, to remove a ?oating halo if necessary, as 
explained above. If a preferred communication link is not 
established, step 710 proceeds to step 711 to implement a 
backup communication plan, by, for example, one of several 
means discussed above. In step 712, any halo members found 
to be of?ine in the communication attempt(s) are replaced, 
and the ?oWchart proceeds to step 708, as described above. 
[0071] In step 705, if the elapsed time counter exceeds a 
threshold, it is assumed that the page content has become stale 
and needs to be refreshed. A page refresh may also be initiated 
by an express consumer action, such as by clicking on a 
broWser refresh button. In this case, step 705 proceeds to step 
713. In step 713, the underlying page content is refreshed. If 
the page content is unchanged from a marketing perspective, 
the previously populated halos are re-used. If not, the page is 
repopulated With one or more neW halos (not shoWn). Step 
713 proceeds to step 712 to replace o?lline halo members, as 
described above. 

[0072] In step 705, monitored consumer actions may indi 
cate a “neWpage” event, Where the consumer navigates to a 
different content page, and the ?oWchart proceeds to step 702 
to restart the interface process With the neW page content. The 
consumer may navigate to a neW page by, for example, typing 
a neW URL or search phrase in a broWser control or clicking 
on a page link. In step 705, monitored consumer actions may 
indicate the consumer desires to quit the process. In this case, 
step 705 proceeds to step 715 Where the process terminates. 
Other events encountered in step 705 are assumed to be 
broWser control events, processed in step 714.After a broWser 
control event is processed, the halo members are refreshed as 
described above in step 712. 
[0073] Server systems are typically used to populate a page 
With one or more marketing halos, to edit and store halo 
enabled pages, to maintain a presence system indicating the 
availability of advertisers, to track consumer attributes and 
advertiser attributes, to determine halo contexts, to respond to 
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requests for marketing tracking updates, and to manage bill 
ing and accounting for marketing plans. Server and client 
systems described herein can be implemented by a variety of 
computer systems and architectures. 
[0074] FIG. 8 illustrates suitable components in an exem 
plary embodiment of a general-purpose computer system. 
The exemplary embodiment is only one example of suitable 
components and is not intended to suggest any limitation as to 
the scope of use or functionality of the invention. Neither 
should the con?guration of components be interpreted as 
having any dependency or requirement relating to any one or 
combination of components illustrated in the exemplary 
embodiment of a computer system. The invention may be 
operational With numerous other general purpose or special 
purpose computer system environments or con?gurations. 
[0075] The invention may be described in the general con 
text of computer-executable instructions, such as program 
modules, being executed by a computer. Generally, program 
modules include routines, programs, objects, components, 
data structures, and so forth, Which perform particular tasks 
or implement particular abstract data types. The invention 
may also be practiced in distributed computing environments 
Where tasks are performed by remote processing devices that 
are linked through a communications netWork. In a distrib 
uted computing environment, program modules may be 
located in local and/or remote computer storage media 
including memory storage devices. 
[0076] With reference to FIG. 8, an exemplary system for 
implementing the invention may include a general-purpose 
computer system 800. Computer system 800 accesses one or 
more applications and peripheral drivers directed to a number 
of functions described herein. Components of the computer 
system 800 may include, but are not limited to, a CPU or 
central processing unit 802, a system memory 808, and a 
system bus 822 that couples various system components 
including the system memory 808 to the processing unit 802. 
As used by those skilled in the art, a signal “bus” refers to a 
plurality of digital signal lines serving a common function. 
The system bus 822 may be any of several types of bus 
structures including a memory bus, a peripheral bus, and a 
local bus using any of a variety of bus architectures. By Way 
of example, and not limitation, such architectures include the 
Industry Standard Architecture (ISA) bus, Enhanced ISA 
(EISA) bus, the Micro Channel Architecture (MCA) bus, the 
Video Electronics Standards Association local (V LB) bus, the 
Peripheral Component Interconnect (PCI) bus, the PCI-Ex 
press bus (PCI-X), and the Accelerated Graphics Port (AGP) 
bus. 

[0077] An operating system manages the operation of com 
puter system 800, including the input and output of data to 
and from applications (not shoWn). The operating system 
provides an interface betWeen the applications being 
executed on the system and the components of the system. 
According to one embodiment of the present invention, the 
operating system is a Windows@ 95/ 98/N T/XP/V ista/Mobile 
operating system, available from Microsoft Corporation of 
Redmond, Wash. HoWever, the present invention may be used 
With other suitable operating systems, such as an OS-X® 
operating system, available from Apple Computer Inc. of 
Cupertino, Calif., a UNIX® operating system, or a LINUX 
operating system. 
[0078] The computer system 800 may include a variety of 
computer-readable media. Computer-readable media can be 
any available media that can be accessed by the computer 
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system 800 and includes both volatile and nonvolatile media. 
For example, computer-readable media may include volatile 
and nonvolatile computer storage media implemented in any 
method or technology for storage of information such as 
computer-readable instructions, data structures, program 
modules or other data. Computer storage media includes, but 
is not limited to, random access memory (RAM), read-only 
memory (ROM), electrically erasable programmable ROM 
(EEPROM), ?ash memory or other memory technology, 
compact-disk ROM (CD-ROM), digital versatile disks 
(DVD) or other optical disk storage, magnetic tape cassettes, 
magnetic tape, hard magnetic disk storage or other magnetic 
storage devices, ?oppy disk storage devices, magnetic dis 
kettes, or any other medium Which can be used to store the 
desired information and Which can accessed by the computer 
system 800. 

[0079] Communication media may also embody computer 
readable instructions, data structures, program modules or 
other data in a modulated data signal such as a carrier Wave or 
other transport mechanism and includes any information 
delivery media. The term “modulated data signal” means a 
signal that has one or more of its characteristics set or changed 
in such a manner as to encode information in the signal. For 
instance, communication media includes Wired media such as 
a Wired netWork or direct-Wired connection, and Wireless 
media such as acoustic, RF, infrared, cellular netWorks, and 
other Wireless media. 

[0080] The system memory 808 includes computer storage 
media in the form of volatile and/or nonvolatile memory such 
as read only memory (ROM) 806 and random access memory 
(RAM) 805. A basic input/output system 807 (BIOS), con 
taining the basic routines that help to transfer information 
betWeen elements Within computer system 800, such as dur 
ing start-up, is typically stored in ROM 806 and other non 
volatile storage, such as ?ash memory. Additionally, system 
memory 808 may contain some or all of the operating system 
809, the application programs 812, other executable code 810 
and program data 811. Memory 808 typically contains data 
and/or program modules that are immediately accessible to 
and/ or presently being operated on by CPU 802. Optionally, 
a CPU may contain a cache memory unit 801 for temporary 
local storage of instructions, data, or computer addresses. 
[0081] The computer system 800 may also include other 
removable/non-removable, volatile/nonvolatile computer 
storage media. By Way of example only, and not by Way of 
limitation, FIG. 8 illustrates a bulk storage 813 that reads 
from or Writes to one or more magnetic disk drives of non 

removable, nonvolatile magnetic media, and storage device 
821 that may be an optical disk drive or a magnetic disk drive 
that reads from or Writes to a removable, a nonvolatile storage 
medium 830 such as an optical disk or a magnetic disk. Other 
removable/non-removable, volatile/nonvolatile computer 
storage media that can be used in the exemplary computer 
system 800 include, but are not limited to, magnetic tape 
cassettes, ?ash memory cards, digital versatile disks, digital 
video tape, solid state RAM, solid state ROM, and the like. 
Bulk storage 813 and the storage device 821 may be con 
nected directly to the system bus 822, or alternatively may be 
connected through an interface such as storage controller 814 
shoWn for bulk storage 813. Storage devices may interface to 
computer system 800 through a general computer bus such as 
822, or may interconnect With a storage controller over a 
storage-optimized bus, such as the Small Computer System 
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Interface (SCSI) bus, the ANSI ATA/ATAPI bus, the Ultra 
ATA bus, the FireWire (IEEE 1394) bus, or the Serial ATA 
(SATA) bus. 
[0082] The storage devices and their associated computer 
storage media, discussed above and illustrated in FIG. 8, 
provide storage of computer-readable instructions, execut 
able code, data structures, program modules and other data 
for the computer system 800. For example, bulk storage 813 
is illustrated as storing operating system 809, application 
programs 812, other executable code 810 and program data 
811. As mentioned previously, data and computer instruc 
tions in 813 may be transferred to system memory 808 to 
facilitate immediate CPU access from processor 802. Alter 
natively, processor 802 may access stored instructions and 
data by interacting directly With bulk storage 813. Further 
more, bulk storage may be alternatively provided by a net 
Work-attached storage device (not shoWn), Which is accessed 
through a netWork interface 815. 
[0083] A user may enter commands and information into 
the computer system 800 through the netWork interface 815 
or through an input device 827 such as a keyboard, a pointing 
device commonly referred to as a mouse, a trackball, a touch 
pad tablet, a controller, an electronic digitiZer, a microphone, 
an audio input interface, or a video input interface. Other 
input devices may include a joystick, game pad, satellite dish, 
scanner, and so forth. These and other input devices are often 
connected to CPU 802 through an input interface 818 that is 
coupled to the system bus, but may be connected by other 
interface and bus structures, such as a parallel port, a game 
port or a universal serial bus (USB). A display 826 or other 
type of video device may also be connected to the system bus 
822 via an interface, such as a graphics controller 816 and a 
video interface 817. In addition, an output device 828, such as 
headphones, speakers, or a printer, may be connected to the 
system bus 822 through an output interface 819 or the like. 

[0084] The computer system 800 may operate in a net 
Worked environment using a netWork 823 to one or more 
remote computers, such as a remote computer 825. The 
remote computer 825 may be a terminal, a personal computer, 
a server, a router, a netWork PC, a peer device or other com 
mon netWork node, and typically includes many or all of the 
elements described above relative to the computer system 
800. The netWork 823 depicted in FIG. 8 may include a local 
area netWork (LAN), a Wide area netWork (WAN), or other 
type of netWork. Such netWorking environments are com 
monplace in of?ces, enterprise-Wide computer netWorks, 
intranets and the Internet. In a netWorked environment, 
executable code and application programs may be stored in 
the remote computer. By Way of example, and not by Way of 
limitation, FIG. 8 illustrates remote executable code 824 as 
residing on remote computer 825. It Will be appreciated that 
the netWork connections shoWn are exemplary and other 
means of establishing a communications link betWeen the 
computers may be used. 
[0085] Collectively, these elements are intended to repre 
sent a broad category of computer systems, including but not 
limited to general purpose computer systems based on one or 
more members of the family of CPUs manufactured by Intel 
Corporation of Santa Clara, Calif., the family of CPUs manu 
factured by Advanced Micro Devices (AMD), Inc., of Sunny 
vale, Calif., or the family of ARM CPUs, originally designed 
by Advanced RISC Machines, Ltd., as Well as any other 
suitable processor. Of course, other implementations are pos 
sible. For example, the server functionalities described herein 










