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Here ’s Your Official Match Me Questionnaire! 

Welcome! Complete this short, con?dential questionnaire for a Free List of up to l00’s of Commercial and 
Govemment Products, Services, and Bene?ts specially designed and available just for you and folks like you. 
Many you've probably never even heard ofand can only ?nd out about here. Prepare to be nicely surprised' 

Date of Birth: Marital Status: Single _ Married _ Divorced __ Separated __ Sex; M___ F _ 

Do You: Own Home __ Rent/Lease __ In what city/town do you live: State: __ (Z-Iener) 

Zip Code: __ m _ _ _ Children Living at Home (Y/N): M lfyes, please list ages of each: __,, m; M, M. w, ____ 

Your annual income is: _ Under $20,000 __ 90001-529999 _ mama-$49,999 _ “03000474999 

_$7s,000-$99,999 _s1o0,000-$149,999 _ madam-$199,999 _ $200,000 & over 

How many people, including yourself, are in your household‘? How many years at current address? __ 

Are you (check all that apply): M Homemaker’? M Retired‘? ____ Student? m Self'Employed/Business Owner’? 
__ Working from a home of?ce? in the Military‘! M A Federal. State, County, or City/Town employee’? 

Occupation (check all that apply): __ ProfessionaVTechnical __ Tradesman/Machine Operator/Laborer 
_ Upper Management/Exewtive _ Middle Management _ Sales/Marketing _ Clerical/Service Worker 

Education level (YIN): Mr Completed College Completed High School ‘M Completed Grad School 

Do you own stocks. bonds. mutual funds. or investment real estate? w (YIN) if no. would you like to‘? W 

What are the two newest cars in your household? Car #1‘ Make Model 7 
Year Car #2: Make Model Year 
Are they (YIN): Car #1: Leased __ Financed _ Car #2: Leased_ Financed ~_ 

Credit cards used regularly (YIN): M AM/EXlDiners __ Master Card/Viaa/Discover m Dept Store/Gas/etc 

Which ofthe following do you plan to do within the next 6 months (check all that apply): __ Get Married‘? 
_ Have a baby’! _ Buy a house/condo/eo-op? __ Remodel a home? __ Buy/Lease a new vehicle? 

_ BuylLease a used vehicle? _ Buy a personal computer’? _ Move to a new city, town, state, country? 
__ Take a cruise? __ Travel to another country? _ Buy a timeshare? __ Buy a vacation home? 

Any medical conditions/problems you or someone in your household have? (check all that apply}: M Asthma 
__ Snoring 7AM Allergies W Arthritis __ Heart/Circulation W High Blood Pressure __ Headaches 

List any other 3 not listed above: ‘ , 

Which of these activities do you/your spouse (if married) enjoy doing on a regular basis? (check all that apply): 
_Golf _ Physical Fitness/Exercise ?Running/Jogging _ Snow Skiing _ Water Siding ‘ Sailing 
M CampingRVing w Gardening ___Fishing ___ Cooking ___‘ Listen to Music __ Reading __ Vacationing 
w Sewiny‘Crafts __ Hunting/Shooting “Antiques/Fine Art __ TV/Raclio ___ Photography ____ Otheds) 
Do you have pets? Please list number and types: 
Your political a?ilintion?(check one): _ Republican _ Democrat _lndependent _Otlier #Decline to state 

Bejbre you submit your request ,remember that the more complete and Match Me! 
accurate you are when ?lling our the questionnaire, the more products, 
services. and bene?ts you may quaiijjl?i'rl When you 're all done, (us! click Match Me! 

FIG. 10 
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MATCH ENGINE MARKETING [APPLICATON 
NUMBER 11/250,908 ] 

CROSS-REFERENCE TO RELATED 
APPLICATIONS 

[0001] This application claims priority bene?t from US. 
Provisional Application No. 60/619,987, entitled MATCH 
ENGINE MARKETING: SYSTEM AND METHOD FOR 
INFLUENCING POSITIONS ON PRODUCT/SERVICE/ 
BENEFIT RESULT LISTS GENERATED BY A COM 
PUTER NETWORK MATCH ENGINE, ?led on Oct. 19, 
2004; naming Steve Morsa as inventor. The entirety of such 
provisional patent application is incorporated by reference 
herein. 

STATEMENT REGARDING FEDERALLY 
SPONSORED RESEARCH OR DEVELOPMENT 

[0002] Not Applicable 

SEQUENCE LISTING OR PROGRAM 

[0003] Not Applicable 

REFERENCE TO A MICROFICHE APPENDIX 

[0004] Not Applicable 

TRADEMARK REFERENCE 

[0005] MATCH ENGINE MARKETING and PAID 
MATCH are trademarks of the inventor. All rights reserved. 

COPYRIGHT NOTICE 

[0006] A portion of the disclosure of this patent document 
contains material Which is subject to copyright protection. 
The copyright oWner has no objection to the facsimile repro 
duction by anyone of the patent document or patent disclosure 
as it appears in the Patent and Trademark Of?ce patent ?le or 
records, but otherWise reserves all copyright rights Whatso 
ever. 

ABSTRACT NOTICE 

[0007] As it is an abstract only and therefore in no Way 
exhaustive of the present inventions numerous possible forms 
and embodiments, it is to be understood that the present 
inventions Abstract is not intended to, and should accordingly 
not be used to, either limit the scope of the claims or to limit 
the invention to any particular embodiment(s) or to (a) precise 
form(s). 

TECHNICAL FIELD 

[0008] This invention relates generally to the ?eld of adver 
tising, and in particular to the ?eld of matching advertisers 
With entities via computer netWorks. 

BACKGROUND OF THE INVENTION 

[0009] The transfer of information over computer netWorks 
has become an increasingly important means by Which insti 
tutions, corporations, and individuals do business. Computer 
netWorks have groWn over the years from independent and 
isolated entities established to serve the needs of a single 
group into vast intemets Which interconnect disparate physi 
cal netWorks and alloW them to function as a coordinated 
system. Currently, the largest computer netWork in existence 
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is the Internet. The Internet is a WorldWide interconnection of 
computer netWorks that communicate using a common pro 
tocol. Millions of computers, from loW end personal comput 
ers to high end super computers, are connected to the Internet. 

[0010] The Internet has emerged as a large community of 
electronically connected users located around the World Who 
readily and regularly exchange signi?cant amounts of infor 
mation. The Internet continues to serve its original purposes 
of providing for access to and exchange of information 
among government agencies, laboratories, and universities 
for research and education. In addition, the Internet has 
evolved to serve a variety of interests and forums that extend 
beyond its original goals. In particular, the Internet is rapidly 
transforming into a global electronic marketplace of goods 
and services as Well as of ideas and information. 

[0011] Current paradigms for generating Web site traf?c, 
such as banner advertising, folloW traditional advertising 
paradigms and fail to utiliZe the unique attributes of the Inter 
net. In the banner advertising model, Web site promoters 
seeking to promote and increase their Web exposure often 
purchase space on the pages of popular commercial Web sites. 
The Web site promoters usually ?ll this space With a colorful 
graphic, knoWn as a banner, advertising their oWn Web site. 
The banner may act a hyperlink a visitor may click on to 
access the site. Like traditional advertising, banner advertis 
ing on the Internet is typically priced on an impression basis 
With advertisers paying for exposures to potential consumers. 
Banners may be displayed at every page access, or, on search 
engines, may be targeted to search terms. Nonetheless, 
impression-based advertising inef?ciently exploits the Inter 
net’s direct marketing potential, as the click-through rate, the 
rate of consumer visits a banner generates to the destination 
site, may be quite loW. Web site promoters are therefore 
paying for exposure to many consumers Who are not inter 
ested in the product or service being promoted, as most visi 
tors to a Web site seek speci?c information and may not be 
interested in the information announced in the banner. Like 
Wise, the banner often fails to reach interested individuals, 
since the banner is not generally searchable by search engines 
and the interested persons may not knoW Where on the Web to 
vieW the banner. 

[0012] Pay for placement database search systems have 
been developed in Which advertisers bid on the placement of 
their listings in search results returned to a searcher in 
response to a World Wide Web query from a searcher. Each 
advertiser’s listing includes a search term and a bid amount. 
In some embodiments, each advertiser’s listing includes a 
title, descriptive text and a clickable hyperlink or uniform 
resource locator (URL). The database of search listings stores 
many such listings, each associated With an advertiser. Upon 
receipt of the query, the database is searched and listings 
having a search term matching the query are formatted for 
display to the searcher as search results. 

[0013] The advertisers adjust their bids or bid amounts to 
control the position at Which their search listings are pre 
sented in the search results. The pay for placement system 
places search listings having higher-valued bids higher or 
closer to the top of the search listings. Other rules may be 
applied as Well When positioning search listings. 

[0014] For example, a more senior listing may be posi 
tioned or ranked higher than a junior listing for the same 
search term and same bid. Higher-ranked listings are seen by 
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more searchers and are more likely to be clicked, producing 
tra?ic of potential customers to an advertiser’s Web site. 

[0015] The searcher is presented With search listings based 
at least in part on the bid amounts. The search listings may 
extend over several screens or pages When formatted for 
vieWing. As a result, higher positioned search listings are 
much more likely to be seen by the searcher. Moreover, some 
pay for placement systems have af?liate agreements Whereby 
some of their highest-bidded search listings are presented to 
searchers using other general purpose search engines. 
Because of these a?iliate agreements and similar arrange 
ments, an advertiser’s Web site, if bid highly enough, may 
today be seen by as many as seventy-?ve percent of Internet 
users. 

[0016] An advertiser Wishing to attract searchers to his Web 
site as potential customers for the advertiser’s goods and 
services thus has an incentive to position his search listing 
relatively high in the search results. An advertiser may enter 
bids on many search terms. For search terms Which are 
closely related to the content of the advertiser’s Web site, the 
advertiser might place relatively large bids. For less closely 
related search terms, the advertiser might place smaller bids. 
A number of strategies have been developed by advertisers to 
increase tra?ic to advertiser Web sites in this manner. 

[0017] Similarly, pay for placement search systems have 
developed tools to help the advertisers manage their bids and 
attract traf?c. Overture Services, Inc., (noW a division of 
Yahoo) operating a system at WWW.overture.com; and 
Google, at WWW.google.com, have presented advertisers With 
a standard bidding page accessible over the World Wide Web. 
The standard bidding page alloWs an advertiser to log in, 
display and edit all current search listings and revieW bids. 
Today, a number of other competitors including FindWhat 
also offer such pay for placement systems. 

[0018] Despite their current popularity, hoWever, such con 
ventional pay for placement systems actually have a surpris 
ing number of major draWbacks. First, as a result of these 
systems quickly expanding recognition and use since their 
development in the late l990’s, combined With their having 
an effective limit on the number of economically viable 
search terms upon Which advertisers are Willing to bid on, 
such systems groWth rate is noW predicted to decline precipi 
tously in the years to come. Due to the popularity of and 
resultant often rabid bidding for the most effective and 
responsive search terms, many companiesiespecially 
smaller onesiare starting to drop out of such systems due to 
this groWing lack of affordability. In fact, some experts noW 
believe that in the years to come, as has been the case With 
broadcast television, only larger companies, often bidding on 
100’s or even 1,000’s of search terms each, Will be able to 
even afford to participate in such systems at all. 

[0019] Second, as is Well knoWn in this “search engine 
marketing”[SEM] industry, despite these systems best 
efforts, attempting to match advertisements to search terms is 
inherently problematic When Working Within an unstructured 
environment like the Internet. Because search engines use at 
least in part impersonal algorithms, link analysis, and other 
automated methodologies to locate and present searchiand 
advertisingiresults, the delivery of irrelevant or minimal 
relevancy advertisements to the searcher is all too common. 
Indeed, attempting to discern searchers intent from the search 
terms they use is often characterized as being akin to trying to 
read their minds. 
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[0020] A third problem With these systems is their inability 
to identify those many products, services, and bene?ts the 
searchers knoW nothing about yet for Which they mayiand 
doiqualify to obtain, use, and bene?t from. While knoWing 
ones intent is great (if and When you can discern it), basing (so 
called) targeted advertising presentations on just that factor 
shortchanges both entities and the provider/advertisers. With 
such “targeted by intent only” advertising systems, it’s very 
much a case of “if only you kneW hoW much you don’t knoW.” 

[0021] A fourth problem is the arti?cial limit such systems, 
by their structural nature, place on the number of advertisers 
Who can effectively obtain placementiand therefore visibil 
ity of their advertisingibased on each search term. People 
conduct searches because they are looking for information of 
some type from any Web site or source Which might have it; 
and, they are not normally very patient about getting it. 
Numerous studies have shoWn that feW people Will vieW more 
that the ?rst tWo or three pages of search results before either 
changing the search terms and trying again; or trying their 
search at one or more of the many other readily available 
search engines. This means thatibecause computer screens 
and therefore Web pages are of limited physical/vieWable 
siZe, there’s only a precious feW positions of any marketing 
value for advertisers to bid on if they expect their ads to even 
be seen by the searcher (or by WorthWhile numbers of search 
ers), much less clicked on and forWarded to the advertisers 
Web site for a potential purchase to take place. 

[0022] Relatedly, because people conducting searches usu 
ally are doing so to quickly gather What they consider to be 
unbiased (and preferably advertising-free) information, and 
not to look at a bunch of ads; if they don’t ?nd the information 
they’re actually looking for in the ?rst feW pages, as stated, 
they don’t often stick around scrolling through pages and 
pages of ads stuck along the side of or amongst What to them 
is irrelevant content. If they don’t quickly see What they’re 
looking for in the ?rst feW pages, anything that folloWs is 
historyiincluding any remaining ads. 

[0023] A little talked about ?fth problem With search 
engine marketing systems is “click fraud;” Where clicks on 
the various displayed paid listings are executed either manu 
ally or via automated systems (some noW very sophisticated 
in their operation) not due to an interest in the product or 
service advertised, but in order to in?ict ?nancial pain on 
targeted advertisers (often by their competitors, Who are 
unfortunately able to easily identify the search terms their 
competition is paying for) and/or in order to gain illegal 
commissions for the entities (or their agents) perpetrating 
these frauds. Overseas “click fraud rings” have even recently 
sprung up to take advantage of this vulnerability. Some esti 
mates place such fraud as high as 10-20% or more of all “hits” 
on the most valuable search terms and/or Within the most 
competitive industry sectors. Such fraud; considered by many 
in the ?eld to be far more Widespread than is readily admitted 
to by the providers of such systems; may reportedly be cost 
ing many advertisers up to $l00’s to l0’s of $1,000’s of 
dollars a month or more. 

[0024] A sixth problem With such systems is their great 
dif?culty in delivering search resultsiand therefore adver 
tisersiWho are geographically local to individual searchers. 
While at this time SEM has become a ?ve-billion dollar/year 
industry, various estimates place the total potential SEM mar 
ket to be perhaps three-to-?ve times this amount; if only 
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locally-based vendors Were able to target their products and 
services only to those people Within reasonable driving dis 
tance of their places of business. It doesn’t do “Joe’s Plumb 
ing” any good to be one of the paying advertisers on a search 
term such as “plumbing,” When only a minuscule percentage 
of “plumbing” searchers are Within Joe’s geographic service 
area, and therefore able to take advantage of his services. 

[0025] A seventh problem With SEM systems is their inher 
ently complicated, esoteric nature. While sophisticated prod 
uct and service providers haveithough usually With the 
assistance of experts in the ?eldireadily embraced these 
systems, precious feW of the many millions of smaller com 
panies and professional practices have done so. Already 
familiariand comfortableiWith such media as yelloW 
pages, neWspapers, direct mail; perhaps even radio and TV; 
they’ve understandably shoWn little interest to date in putting 
complicated SEM (or the related search engine optimiZation 
[SEO]) techniques and methodologies to Work in their busi 
nesses4even as much additional pro?t doing so could mean 
to them. The Whole complicated Internet advertising business 
leaves them lost and confused. As the current conventional 
SEM advertising systems continue to become more and more 
complicated as the years go on, this small-company/business 
disconnect only continues to groW Worse. 

[0026] These paid search systems eighth problem is cen 
tered around trademark infringement and related intellectual 
property (IP) issues. An important percentage of the Words 
and phrases targeted by advertisers utilizing SEM systems are 
actually the legal product, service, and business-name trade 
marks of many l00’s to 1,000’s of companies around the 
World Who are for the most part understandingly very dis 
pleased and “up in arms” over the use of their intellectual 
property by competitors and others pro?ting from their Well 
knoWn creations. Though recent indications are that this issue 
may be reaching a conclusion and resolution generally favor 
able to those providing and utiliZing such SEM systems 
Within the US; as recently illustrated by the French court 
decision against one of the World’s largest paid search pro 
viders, such favorable outcomes may be feW and far betWeen 
When it comes to other countries; most of Which regularly 
demonstrate a greater propensity for “protecting” their estab 
lished companies against real or perceived interlopers and 
“outsiders” than does the US. 

[0027] Thus, search engine marketing (SEM) and other 
traditional paradigms of advertising fail both to provide maxi 
miZed results to l0’s of millions of businesses/advertisers, 
While further failing to deliver the up to 100’s of little- or 
un-knoWn yet valuable and useful, relevant, targeted product, 
service, and bene?t opportunities and information to inter 
ested parties in a cost-effective manner. Internet advertising 
done right can offer a level of targetability, interactivity, mea 
surability, and competitive privacy not generally available 
from other media. With the proper tools, technologies, and 
methodologies; Internet advertisers have the ability to 
quickly, easily, affordably, and con?dentially target their 
messages to speci?c groups of consumers and receive prompt 
feedback as to the effectiveness of their advertising cam 
paigns. 

[0028] Ideally, Web site promoters should be able to control 
their placement in match result listings so that their listings 
are prominent in match requests that are relevant to the con 
tent of their Web site and/or their offerings. The match engine 
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functionality of the Internet (i.e. GovBene?ts.gov and Ben 
e?tsCheckUp.org) needs to be focused in a neW direction to 
facilitate an on-line marketplace Which offers consumers and 
other entities quick, easy and relevant match results While 
providing Internet advertisers and promoters of all siZes and 
revenues With a cost-effective Way to target consumers. A 
consumer utiliZing a match engine that facilitates this on-line 
marketplace Will ?nd companies, businesses, government 
and non-pro?t agencies, etc that offer the products, services, 
bene?ts and information that the consumer is seeking. In this 
on-line marketplace, companies selling or offering products, 
services, bene?ts, or information bid in an open auction envi 
ronment for positions on a match result list generated by an 
Internet match engine. 

[0029] Since advertisers must pay for each click-through 
referral generated through the match result lists generated by 
the match engine, advertisers have an incentive to select and 
bid on those match criteria (characteristics) Which are most 
relevant to their Web site and offerings. The higher an adver 
tiser’s position on a match result list, the higher likelihood of 
a “referral;” that is, the higher the likelihood that a consumer 
Will be referred to the advertiser’s Web site/ offerings through 
the match result list. 

[0030] Therefore; it Would be desirable then to provide a 
system and method Which Would readily reduce/mitigate/ 
overcome the many substantial draWbacks, de?ciencies, and 
shortcomings of the present conventional advertising para 
digms. 

ADVANTAGES 

[0031] Accordingly, the present invention may in one or 
more of its various embodiments have one or more of the 

folloWing advantages: 
[0032] The providing of a more level playing ?eld Where 
individuals, companies, businesses, and professional prac 
tices of all types, siZes, industries, and revenues may more 
quickly, easily, and affordably compete more equally among 
and betWeen themselves for customers and clients. 

[0033] The providing of a system and method Where pro 
moters may have their choice of potentially up to millions of 
different targeted criteria combinations from Which to target 
their offerings to. 

[0034] The providing of a system and method Where up to 
100’s or more of advertisers at one time may be more effec 

tively and pro?tably displayed to, vieWed by, and have their 
Web sites visited (and/or be otherWise contacted) by these 
motivated, highly-interested product, service, bene?t, and 
information seekers. 

[0035] The creation of a neW system of advertising Where 
advertisers target the most interested consumers and entities 
by participating in a free market Which attaches a monetary 
cost for an advertiser’s listing in a match result list generated 
using advertiser-selected criteria. 

[0036] The providing to product, service, bene?t, and infor 
mation seeking entities With products, services, bene?ts, and 
information individually tailored and speci?cally targeted to 
their demographic, geographic, psychographic factors (col 
lectively; multigraphics). 
[0037] The providing of a system and method Where bene?t 
providers may more quickly, easily, and affordably identify 
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potential recipients for Whom to present their must-qualify 
for-in-order-to-receive bene?ts and bene?t programs. 

[0038] The providing of a system and method for enabling 
promoters to in?uence a position on a match result list gen 
erated by a match engine for a speci?ed set of criteria. 

[0039] The providing of a system and method for enabling 
promoters to specify criteria to the match engine so as to 
target their match result list placement to the match queries 
most relevant to their business/offer. 

[0040] The providing of a system and method for enabling 
promoters to examine their current criteria and placement 
couplings online and to make substantially instantaneous 
changes to their selected criteria, placements, and Web site 
titles and descriptions. 

[0041] The providing to promoters a match engine that 
permits such promoters to in?uence a higher or loWer place 
ment in a match result list via a continuous, competitive 
online bidding process. 

[0042] The providing of a cost-effective method of Internet 
advertising Where the Web site promoter is charged in direct 
proportion to the number of actual visits generated by the 
match engine. 

[0043] The alloWing of a Web site promoter to control a title 
or description associated With the promoters listing in a match 
result list generated by the match engine. 

[0044] The providing of a pay-per-click (PPC) system With 
reduced click fraud and concurrent increased advertiser com 
petitive privacy by making more di?icult both the identi?ca 
tion of any particular advertiser(s) as Well as their advertise 
ment(s). 
[0045] The reduction and/ or possible elimination of the real 
or perceived need and/or desire of many PPC advertisers to 
bid on other companies trademarked products and services in 
order to reach their desired prospects. 

[0046] The enabling of the identi?cation of products, ser 
vices, and bene?ts Which are available to an entity yet Which 
entity Would otherWise have little or no knoWledge of. 

[0047] The enabling of less sophisticated product and ser 
vice providers to also make use of Internet based pay-for 
performance advertising due to the present invention being a 
more quickly and easily understood and utiliZed PPC system. 

[0048] The enabling of local companies/businesses to more 
easily pay-for-perfor'mance PPC advertise to only those pros 
pects located and/or operating Within the geographic areas in 
Which these companies/businesses choose to provide their 
products and services. 

[0049] The frictionless advertising disintermediation of 
traditional advertising vehicles including one or more of the 
folloWing: NeWspapers, Magazines, Search engines, Televi 
sion, Radio, Phone directories, Direct mail, Web sites, Bill 
boards, Insert media (i.e. package inserts, ride alongs, bloW 
ins), etc. 

SUMMARY OF THE INVENTION 

[0050] The present invention provides a Way for product/ 
service/bene?t (and information) providers/advertisers/pro 
moters (hereinafter “advertisers, “providers,” or “promot 
ers”) using a computer netWork to in?uence the positions 
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Within a product/service/bene?t (hereinafter “PSB”) result 
list (hereinafter “PSB result list” or just “result list”) gener 
ated by a product/service/bene?t (PSB) matching “engine” 
(hereinafter “match[ing] engine” or just “engine”). 

[0051] More particularly, the present invention relates to a 
system and method to enable providers/advertisers to select 
PSB criteria/ characteristics (hereinafter “PSB criteria” or 
“criteria” or “characteristics”) relevant (having nexus) to 
themselves and/ or their product(s)/service(s)/bene?t(s) 
(hereinafter “PSBs” or “offerings”); and in?uence result list 
positions for their PSB listings (hereinafter “PSB listings” or 
just “listings”) on a match engine result list. 

[0052] “Entities” shall herein be understood to mean indi 
viduals, companies, businesses, non-pro?ts, charities, gov 
ernments, educational institutions, and families; including 
any and all other agencies, groups, organizations, enterprises, 
etc. (of any manner or form); and also including tWo or more 
of any of these entities acting together and in concert With one 
another. 

[0053] In a preferred embodiment, after a PSB seeker 
(hereinafter “PSB seeker,”“entity seeker,” or simply 
“seeker”) has completed the requisite seeker questionnaire/ 
survey/pro?le (hereinafter “questionnaire”), the match 
engine Will generate a results list With each respective pro 
viders’ listing(s) in position(s) in?uenced at least in part by at 
least one criterion (criteria) factor as chosen by each provider. 
It is to be understood that “criteria,” as used herein, includes 
both the singular (criterion) as Well as the plural (criteria); as 
is common in today’s language. 

[0054] In a preferred embodiment of the present invention, 
a provider selects one or more of its criteria and in?uences a 
position Within the results list generated by that criteria by 
participating in an online competitive bidding process. This 
online competitive bidding process is knoWn as a “pay only 
for results” process. “Pay only for results” applies market 
principles to PSB matching on the Internet. Conventional 
PSB matching engines do not provide a Way for providers to 
easily predict the position of their PSBs in results lists. 

[0055] A tool enabling providers to target criteria relevant 
to their business/purpose and to pinpoint the placement of 
their PSBs Within the results provides a poWerful advantage to 
businesses and others seeking to increase the use of their 
PSBs. Furthermore, a competitive bidding process and pric 
ing based on number of referrals generated helps insure that 
the pricing structure re?ects the market and is accessible to 
providers of all budget siZes. 

[0056] To participate in the process, a PSB provider may in 
a preferred embodiment access the provider’s user account 
through a secure Web site. The provider may use the account 
to place bids on criteria that are relevant to the provider’s Web 
site (e.g., it products, services, bene?ts, information). Each 
bid is speci?c to at least one criterion and corresponds to a 
money amount that the provider Will pay to the oWner of the 
matching engine each time a seeker clicks on the provider’s 
hyperlinked listing in the result list generated by the matching 
engine. The seeker’s click Will result in an access request 
being sent to the provider’s Web site (or, in other embodi 
ments, (an) alternative location(s) of provider’s choosing, 
including one or more product/infor'mational/sales message 
pages in the event provider doesn’t have (a) Web site/s or 
prefers not to use it/them), Which Will respond by transmitting 
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the provider’s Web page to the seeker’s browser. The charge to 
the provider for the placement is therefore directly propor 
tional to the bene?t received, since the charge is based on the 
number of referrals to the provider’s Web site (as stated, 
and/ or other online or of?ine provider designated location/ s) 
that Were generated by the matching engine. 

[0057] Preferably, the higher the bid, the more advanta 
geous the placement in the result list that is generated When 
the bidded criteria is entered by a PSB seeker using the 
engine. The list is arranged in order of decreasing bid amount, 
With the PSB listing corresponding to the highest bids dis 
played ?rst to the seeker. Optionally, each PSB listing corre 
sponding to a bid is identi?ed on the display as a paid listing. 
If so, the bid amount may be included on the identi?cation. In 
addition, the result list of the present invention is preferably 
combined With “non-paid” PSB descriptions; eg as With the 
numerous social bene?ts and otherbene?t programs provided 
by various government agencies, educational institutions, 
non-pro?t organizations, and the like. The combination of 
paid and unpaid listings helps ensure that the seeker Will 
receive the most complete and relevant PSB results. Option 
ally, because the non-paid listings are considered to have a bid 
amount of Zero, such listings may be located folloWing/un 
derneath the paid results. 

[0058] According to a ?rst embodiment of the present 
invention, there is provided a system and method for enabling 
PSB providers to in?uence a position for a PSB listing Within 
a result list generated by a PSB matching engine. The pro 
vider ?rst selects one or more criteria relevant to the PSB(s) to 
be listed. The provider in?uences the rank position for each 
listing through an ongoing online competitive bidding pro 
cess With other providers. The bidding process occurs When a 
provider enters a neW bid amount for an existing listing or 
enters a bid amount for a neW listing. Preferably, the provid 
er’s bid is then processed in real or near real time. This bid 
amount is compared With all other bid amounts from other 
providers for the same criteria, With neW rank values being 
generated for all listings having that criteria. 

[0059] The rank value determines the position Where the 
provider’s Web site description (and/or other contact and/or 
other information) Will appear on the results page(s) that is 
generated once the questionnaire has been submitted to the 
matching engine by a PSB seeker. A higher bid Will result in 
a higher rank value and a more advantageous placement, 
Which is preferably near the beginning of the results list page. 
Though it could be virtually anything of value; preferably, the 
quantity used in the competitive bidding process is a money 
amount that the provider Will pay to an oWner of the matching 
engine each time the provider’s Web site is referred by the 
engine. Preferably, this money amount Will be deducted from 
an account balance that is retained in the provider’s account 
for each time the provider’s Web site is referred by the engine. 

[0060] One embodiment of the system and method of the 
present invention provides a database having accounts for the 
PSB providers. Each account includes contact and billing 
information for a provider. In addition, each account includes 
at least one listing, each listing having preferably (though it 
could be more or less) ?ve components: a description of the 
Web site (and/or other contact/bene?t information) to be 
listed, the Uniform Resource Locator (URL) of the Web site, 
one or more criterion, a bid amount, and a title for the listing. 
Each account may also include the provider’s payment his 
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tory and a history of listings entered by the user. The provider 
logs in to its account via an authentication process running on 
a preferably secure server. Once logged in, the provider may 
add, delete, or modify a listing. The functions of adding or 
deleting a listing, or modifying the bid amount of a listing is 
to initiate the competitive bidding process described above. 
All listing changes and modi?cations are preferably pro 
cessed substantially in real time to support the online com 
petitive bidding process. Alternatively, the system operator or 
an entity acting on its behalf may itself set up and manage 
(automatically and/or manually) an advertising program for a 
system client e.g., as may be desired by provider/ advertisers 
Without a Web presence. 

[0061] In another embodiment, seekers clicks on the pro 
viders’ listings may resolve not (just) to a Web site, but could 
initiate any number of other commonly knoWn to the arts 
contact/information delivery channels e.g., e-mails or instant 
messages could be sent, letters mailed, pop-ups delivered, 
commercials initiated, phone calls made, personal visits 
undertaken, etc. Any such “resolvation(s)” deemed suitable 
(e.g., by the system administrator and/or by one or more 
advertisers) for the system of the present invention may be 
utiliZed. Note, hoWever, that the architecture for and proce 
dures to implement resolvations is not conventional in the 
system of the present invention as detailed herein. 

[0062] The present invention is unique in that never before 
has there been an entity demographic, geographic, psycho 
graphic criteria targeted pay-for-performance system Which 
alloWs product, service, and bene?t provider/advertiser/pro 
moters to pay for the exposure of their offerings to their 
desired targeted entities/marketplace(s) in real or substan 
tially real time via a computer netWork. Further aspects of the 
present invention and many additional obvious advantages 
Will become apparent during the course of the folloWing 
description and by reference to the attached draWings. 

[0063] As used herein including the claims, the term “ben 
e?t(s)” shall be understood to mean any product(s) [including 
money and monetary equivalents, e. g., vouchers, certi?cates, 
coupons, etc] or service(s) With a discounted (including to as 
little as Zero cost) rate or other added value available to a 
PSB-seeking entity in addition to those product(s) or ser 
vice(s) otherWise offered to the general set/applicable (of) 
entity(ies) for Which such discounted products or services are 
designed for and targeted to. 

[0064] Bene?ts are therefore themselves products and ser 
vices; the difference being that “bene?ts,” as used herein, are 
products and services (including programs) made unique and 
special due to their discounted and/or value-added nature; 
targeted as they are to some subset of/Within one or more 

entity type. Bene?ts, unlike usual “available for purchase 
and/or use by all” products and services, have at least one 
eligibility/quali?cation requirement Which absolutely must 
be met in order for an entity to obtain/use it/them. 

[0065] Such requirements (criteria/ characteristics) may 
include such factors as Where a person lives, hoW much they 
earn, siZe and make-up of family, current/past employment, 
spending habits, personal property oWned (cars, computers, 
etc), personal interests and desires, etc; number of employees 
in a business, a company’s location, gross revenues, net pro?t, 
equipment needs (?rmograpics); population of a toWn, indus 
tries present, geographic siZe, its demographic makeup; stu 
dent number of an educational facility, its location, courses of 
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study offered, expansion desires; number of people served by 
a non-pro?t organization, its targeted constituency, percent 
age of funds used for operations, etc. 

[0066] A match engine is, typically, a program (or coordi 
nated set of programs) With related structure (database, inter 
face, etc) able to match entities (individuals, businesses, gov 
ernments, non-pro?t organizations, etc) With products, 
services, and bene?ts based on the geographic and/ or demo 
graphic and/ or psycho graphic and/ or ?rmographic criteria/ 
characteristics unique to each entity. 

[0067] Such a match engine is described in detail in US. 
Pat. No. (Ser. No. 09/ 832,440) by the same present inventor, 
entitled Method and Apparatus for the Furnishing of Bene?ts 
Information and Bene?ts. It is incorporated herein by refer 
ence in its entirety. 

[0068] Other examples of match engines include those pro 
vided and administered by the U. S. Dept. of Labor (DOL) and 
the National Council on the Aging (N COA); as found at their 
respective GovBene?ts. gov and Bene?tsCheckUp .org Web 
sites. 

[0069] While there are a number of useful similarities, a 
principle, foundational difference betWeen match engines 
and (Internet) search engines are that match engines’ data 
base(s) consist of an orderly collection of set-format, easily 
identi?ed, easily-correlated, easily-manipulated product, ser 
vice, bene?t information from any number of “member” 
companies and ?rms. Search engines, on the other hand, 
utilize algorithms, links, etc to “craWl” the unorganized, 
unstructured Internet in order to create a huge collection of 
disparate Web (and other) pages of information from sources 
normally having no nexus of any type With the search engine 
itself, often in any number of disparate formats; usually gath 
ered from some 100’s of millions4or billionsiof unrelated 
sources. Obtaining product, service, and bene?t relevancy for 
system users With a match engine is therefore, unlike With 
search engines, a goal far more easily obtained. 

[0070] Criteria (characteristics) are, essentially, the Who, 
What, When, Where, Why, and hoW information/data/factors 
that are a part of/Which correspond to all entities of all types; 
being most commonly of a demographic, geographic, psy 
chographic (collectively; multigraphics), ?rmographic (gen 
erally, for non-human entities, i.e. companies, businesses, 
commercial enterprises, non-pro?ts and charities, agencies, 
etc), interest/preference/ desire nature. 

[0071] “Seeker(s)” shall be understood to mean those enti 
ties desiring to obtain products, services, and bene?ts (and/or 
information concerning such) from the providers of such; and 
shall include individuals, businesses, and other commercial 
enterprises, non-pro?ts and charities, governments, educa 
tional institutions, agencies, families, groups, organizations, 
enterprises, and any other entities of any type; including tWo 
or more of any of these entities acting together and in concert 
With one another. It is also to be understood that “(in) sub 
stantially (in) real time” also includes “in real time.” 

[0072] While in a preferred embodiment the current inven 
tion directs itself to combining products AND services AND 
bene?ts AND information together for maximum effective 
ness, usefulness, and value; in alternative embodiments, it 
could easily also match entities to ONLY products, ONLY 
services, ONLY bene?ts, ONLY information; or to some 
combination of at least tWo of these four. 
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[0073] As it is a summary only and therefore in no Way 
exhaustive of the present inventions numerous possible forms 
and embodiments, it is to be understood that the present 
inventions Summary is not intended to, and should accord 
ingly not be used to, either limit the scope of the claims or to 
limit the invention to any particular embodiment(s) or to (a) 
precise form(s). 

BRIEF DESCRIPTION OF SEVERAL VIEWS OF 
THE DRAWINGS 

[0074] FIG. 1 is a block diagram illustrating the relation 
ship betWeen a large netWork and one embodiment of the 
system and method for generating a pay-for-performance 
Product/Service/Bene?t (PSB) match result of the present 
invention; 

[0075] FIG. 2 is a chart of menus, display screens, and input 
screens used in one embodiment of the present invention; 

[0076] FIG. 3 is a How chart illustrating the advertiser user 
login process performed in one embodiment of the present 
invention; 

[0077] FIG. 4 is a How chart illustrating the administrative 
user login process performed in one embodiment of the 
present invention; 

[0078] FIG. 5 is a diagram of data for an account record for 
use With one embodiment of the present invention; 

[0079] FIG. 6 is a floW chart illustrating a method of adding 
money to an account record used in one embodiment of the 

present invention; 

[0080] FIG. 7 illustrates an example of a PSB match result 
list generated by one embodiment of the present invention; 

[0081] FIG. 8 is a How chart illustrating a change bids 
process used in one embodiment of the present invention; 

[0082] FIG. 9 illustrates an example in one embodiment of 
a screen display used in the change bids process of FIG. 8; and 

[0083] FIG. 10 illustrates an example of a seeker question 
naire used in one embodiment of the present invention. 

DETAILED DESCRIPTION OF THE INVENTION 

[0084] Methods and systems for generating a pay-for-per 
formance product/service/bene?t result determined by a site 
promoter, such as an advertiser, over a client/server based 
computer netWork system are disclosed. The folloWing 
description is presented to enable any person skilled in the art 
to make and use the invention. For purposes of explanation, 
speci?c nomenclature is set forth to provide a thorough 
understanding of the present invention. Descriptions of spe 
ci?c applications are provided only as examples. Various 
modi?cations to the preferred embodiments Will be readily 
apparent to those skilled in the art, and the general principles 
de?ned herein may be applied to other embodiments and 
applications Without departing from the spirit and scope of 
the invention and its claims. 

[0085] By Way of example and not limitation, those skilled 
in the art Will appreciate that the invention may be practiced 
With various computer system con?gurations, including 
hand-held devices, multiprocessor systems, microprocessor 
based or programmable consumer electronics, netWork PCs, 



US 2010/0049695 A2 

minicomputers, mainframe computers, other types of suitable 
computing devices, TV set-top boxes, cell phones, and the 
like. 

[0086] Thus, the present invention is not intended to be 
limited to the embodiments shoWn, but is to be accorded the 
Widest scope consistent With the principles and features dis 
closed herein. 

[0087] Referring noW to the drawings, FIG. 1 is an example 
of a distributed system 10 con?gured as client/server archi 
tecture used in a preferred embodiment of the present inven 
tion. A “client” is a member of a class or group that uses the 
services of another class or group to Which it is not related. In 
the context of a computer netWork, such as the Internet, a 
client is a process (i.e. roughly a program or task) that 
requests a service Which is provided by another process, 
knoWn as a server program. The client process uses the 
requested service Without having to knoW any Working details 
about the other server program or the server itself. In net 
Worked systems, a client process usually runs on a computer 
that accesses shared netWork resources provided by another 
computer running a corresponding server process. However, 
it should also be noted that it is possible for the client process 
and the server process to run on the same computer. 

[0088] A “server” is typically a remote computer system 
that is accessible over a communications medium such as the 
Internet. The client process may be active in a second com 
puter system, and communicate With the server process over 
a communications medium that alloWs multiple clients to take 
advantage of the information-gathering capabilities of the 
server. Thus, the server essentially acts as an information 
provider for a computer netWork. 

[0089] The block diagram of FIG. 1 therefore shoWs a 
distributed system 10 comprising a plurality of client com 
puters 12, a plurality of advertiser Web servers 14, an account 
management server 22, and a match engine Web server 24, all 
of Which are connected to a netWork 20. The netWork 20 Will 
be hereinafter generally referred to as the Internet. Although 
the system and method of the present invention is speci?cally 
useful for the Internet, it should be understood that the client 
computers 12, advertiser Web servers 14, account manage 
ment server 22, and match engine Web server 24 may be 
connected together through one of a number of different types 
of Wired and/ or Wireless netWorks. 

[0090] Such netWorks may include local area netWorks 
(LANs), other Wide area netWorks (WANs), and regional 
netWorks accessed over telephone lines, cable, Wireless; such 
as commercial information services. The client and server 
processes may even comprise different programs executing 
simultaneously on a single computer. 

[0091] The client computers 12 can be conventional per 
sonal computers (PCs), Workstations, computer systems, etc. 
Each client 12 typically includes one or more processors, 
memories, input/output devices, and a netWork interface, 
such as a conventional modem. The advertiser Web servers 
14, account management server 22, and the match engine Web 
server 24 can be similarly con?gured. HoWever, advertiser 
Web servers 14, account management server 22, and match 
engine Web server 24 may each include many computers 
connected by a separate private netWork. In fact, the netWork 
20 may include hundreds of thousands of individual netWorks 
of computers. 
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[0092] The client computers 12 can execute Web broWser 
programs 16, such as the NAVIGATOR, EXPLORER, or 
FIREFOX broWser programs, to locate the Web pages or 
records 30 stored on advertiser server 14. The broWser pro 
grams 16 alloW the users to enter addresses of speci?c Web 
pages 30 to be retrieved. These addresses are referred to as 
Uniform Resource Locators, or URLs. In addition, once a 
page has been retrieved, the broWser programs 16 can provide 
access to other pages or records When the user “clicks” on 

hyperlinks to other Web pages. Such hyperlinks are located 
Within the Web pages 30 and provide an automated Way for 
the user to enter the URL of another page and to retrieve that 
page. The pages can be data records including as content plain 
textual information, or more complex digitally encoded mul 
timedia content, such as softWare programs, graphics, audio 
signals, videos, and so forth. 

[0093] In a preferred embodiment of the present invention, 
shoWn in FIG. 1, client computers 12 communicate through 
the netWork 20 With various product, service, and bene?t 
providers, including account management server 22, match 
engine server 24, and advertiser servers 14 using the func 
tionality provided by a Hypertext Transfer Protocol (HTTP), 
although other communications protocols, such as FTP, 
SNMP, TELNET, and a number of other protocols knoWn in 
the art, may be used. Preferably, match engine server 24, 
account management server 22, and advertiser servers 14 are 
located on the World Wide Web. 

[0094] As discussed above, at least tWo types of server are 
contemplated in a preferred embodiment of the present inven 
tion. The ?rst server contemplated is an account management 
server 22 comprising a computer storage medium 32 and a 
processing system 34. A database 38 is stored on the storage 
medium 32 of the account management server 22. The data 
base 38 contains advertiser account information. It Will be 
appreciated from the description beloW that the system and 
method of the present invention may be implemented in soft 
Ware that is stored as executable instructions on a computer 

storage medium, such as memories or mass storage devices, 
on the account management server 22. Conventional broWser 
programs 16, running on client computers 12, may be used to 
access advertiser account information stored on account man 

agement server 22. Preferably, access to the account manage 
ment server 22 is accomplished through a ?reWall, not shoWn, 
Which protects the account management and match result 
placement programs and the account information from exter 
nal tampering. Additional security may be provided via 
enhancements to the standard communications protocols 
such as Secure HTTP or the Secure Sockets Layer. 

[0095] The second server type contemplated is a match 
engine Web server 24. A match engine program permits net 
Work users, upon navigating to the match engine Web server 
URL or sites on other Web servers capable of submitting 
queries to the match engine Web server 24 through their 
broWser program 16, to complete at least in part at least one 
questionnaire containing question(s) applicable to netWork 
users; the questions being preferably demographic, geo 
graphic, psychographic (multigraphic) in nature; in order to 
identify products, services, and bene?ts (PSBs) of interest to 
netWork users. 

[0096] In a preferred embodiment of the present invention, 
the match engine Web server 24 generates a match result list 
that includes relevant entries obtained from and formatted by, 
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at least in part, the results of the bidding process conducted by 
the account management server 22. The match engine Web 
server 24 generates a list of hypertext links to documents that 
contain information relevant to PSB criteria entered by the 
user at the client computer 12. The match engine Web server 
transmits this list, in the form of a Web page, to the netWork 
user, Where it is displayed on the broWser 16 running on the 
client computer 12. In addition, the match result list Web 
page, an example of Which is presented in FIG. 7, Will be 
discussed beloW in further detail. 

[0097] Match engine Web server 24 is connected to the 
Internet 20. In a preferred embodiment of the present inven 
tion, match engine Web server 24 includes a match database 
40 comprised of PBS listing records used to generate match 
results in response to user queries. In addition, match engine 
Web server 24 may also be connected to the account manage 
ment server 22. Account management server 22 may also be 
connected to the Internet. The match engine Web server 24 
and the account management server 22 of the present inven 
tion address the different information needs of the users 
located at client computers 12. 

[0098] For example, one class of users located at client 
computers 12 may be PSB providers such as advertising Web 
site promoters or oWners having advertiser Web pages 30 
located on advertiser Web servers 14. These advertising Web 
site promoters, or advertisers, may Wish to access account 
information residing in storage 32 on account management 
server 22. An advertising Web site promoter may, through the 
account residing on the account management server 22, par 
ticipate in a competitive bidding process With other advertis 
ers. An advertiser may bid on any number of PSB criteria 
relevant to the content of the advertiser’s offerings and/ or its 
Web site. In one embodiment of the present invention, the 
relevance of one or more bidded criteria to an advertiser’s Web 
site is determined through a manual editorial process prior to 
insertion of the PSB listing containing the criteria and adver 
tiser Web site URL into the database 40. In an alternate 
embodiment of the present invention, the relevance of one or 
more bidded criteria in a PSB listing to the corresponding Web 
site may be evaluated using a computer program executing at 
processor 34 of account management server 22, Where the 
computer program Will evaluate the criteria and correspond 
ing Web site according to a set of prede?ned editorial rules. 

[0099] The higher bids receive more advantageous place 
ment on the PSB result list page generated by the match 
engine 24 When a match request using the criteria bid on by 
the advertiser is executed. In a preferred embodiment of the 
present invention, the amount bid by an advertiser comprises 
a money amount that is deducted from the account of the 
advertiser for each time the advertiser’s Web site is accessed 
via a hyperlink on the PSB result list page. A PSB seeker 
“clicks” on the hyperlink With a computer input device to 
initiate a retrieval request to retrieve the information associ 
ated With the advertiser’s hyperlink. Preferably, each access 
or “click” on a PSB result list hyperlink Will be redirected to 
the match engine Web server 24 to associate the “click” With 
the account identi?er for an advertiser. 

[0100] This redirect action, Which is not readily apparent to 
the seeker, Will access account identi?cation information 
coded into the PSB result page before accessing the advertis 
er’s URL using the PSB result list hyperlink clicked on by the 
seeker. The account identi?cation information is recorded in 
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the advertiser’s account along With information from the 
retrieval request as a retrieval request event. Since the infor 
mation obtained through this mechanism conclusively 
matches an account identi?er With a URL in a manner not 

possible using conventional server system logs knoWn in the 
art, accurate account debit records Will be maintained. 
Optionally, the advertiser’s Web site description and hyper 
link on the PSB result list page is accompanied by an indica 
tion that the advertiser’s listing is a paid listing. Optionally, 
each paid listing displays a “cost to advertiser,” Which is an 
amount corresponding to a “price-per-click” paid by the 
advertiser for each referral to the advertiser’s site through the 
PSB result list. 

[0101] A second class ofusers at client computers 12 may 
comprise seekers seeking speci?c information on the Web. 
The seekers may access, through their broWsers 16, a match 
engine Web page 36 residing on Web server 24. The match 
engine Web page 36 includes a questionnaire in Which a 
seeker may type or otherWise enter ansWers to one or more 

questions concerning the seeker. Alternatively, the seeker 
may query the match engine Web server 24 through a ques 
tionnaire hyperlinked to the match engine Web server 24 and 
located on a Web page stored at a remote Web server. When the 

seeker has ?nished completing anyWhere from one to, pref 
erably, a required all of the questions in the questionnaire 
containing one or more questions, the seeker may transmit the 
query to the match engine Web server 24 by clicking on a 
provided hyperlink. The match engine Web server 24 Will then 
generate a match result list page and transmit this page to the 
seeker at the client computer 12. 

[0102] The seeker may click on the hypertext links associ 
ated With each listing on the PSB results page to access the 
corresponding Web pages. The hypertext links may access 
Web pages anyWhere on the Internet, and include paid listings 
to advertiser Web pages 30 located on advertiser Web servers 
14. In a preferred embodiment of the present invention, the 
match result list also includes non-paid listings that are not 
placed as a result of advertiser bids. The non-paid hypertext 
links may also include links manually indexed into the data 
base 40 by an editorial team. Preferably, non-paid listings 
may appear among the paid advertiser listings. Optionally, the 
non-paid listings folloW the paid advertiser listings on the 
match results page. 

[0103] FIG. 2 is a diagram shoWing menus, display screens, 
and input screens presented to an advertiser accessing the 
account management server 22 through a conventional 
broWser program 16. The advertiser, upon entering the URL 
of the account management server 22 into the broWser pro 
gram 16 of FIG. 1, invokes a login application, discussed 
beloW as shoWn at screen 110 of FIG. 2, running on the 
processing system 34 of the server 22. Once the advertiser is 
logged-in, the processing system 34 provides a menu 120 that 
has a number of options and further services for advertisers. 
These items, Which Will be discussed in more detail beloW, 
cause routines to be invoked to either implement the adver 
tiser’s request or request further information prior to imple 
menting the advertiser’s request. 

[0104] In one embodiment of the present invention, the 
advertiser may access several options through menu 120, 
including requesting customer service 130, vieWing adver 
tiser policies 140, performing account administration tasks 
150, adding money to the advertiser’s account 160, managing 
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the account’s advertising presence on the match engine 170, 
and vieWing activity reports 180. Context-speci?c help 190 
may also generally be available at menu 120 and all of the 
above-mentioned options. 

[0105] The login procedure of the preferred embodiment of 
the present invention is shoWn in FIGS. 3 and 4 for tWo types 
of user. FIG. 3 shoWs the login procedures 270 for an adver 
tiser. FIG. 4 shoWs the login procedures 290 for an adminis 
trator managing and maintaining the system and method of 
the present invention. As discussed above, the advertiser or 
administrator at a client computer 12 must ?rst use a broWser 
program at steps 271 or 291 to access the account manage 
ment server. After the advertiser navigates to the URL of the 
login page to start the login process at step 272 or 292, the 
processing system 34 of the account management server 22 
invokes a login application at steps 274 or 294. According to 
this application, the processor provides an input screen 110 
(FIG. 2) that requests the advertiser’s or administrator’s user 
name and passWord. These items of information are provided 
at steps 276 or 295 to a security application knoWn in the art 
for the purpose of authentication, based on the account infor 
mation stored in a database stored in storage 32 of account 
management server 22. 

[0106] According to FIG. 3, after the user has been authen 
ticated as an advertiser, the advertiser is provided With the 
menu screen 120 of FIG. 2 and limited read/Write access 

privileges only to the corresponding advertiser account, as 
shoWn in step 278. The advertiser login event 278 may also be 
recorded in step 280 in an audit trail data structure as part of 
the advertiser’s account record in the database. The audit trail 
is preferably implemented as a series of entries in database 
38, Where each entry corresponds to an event Wherein the 
advertisers account record is accessed. Preferably, the audit 
trail information for an account record may be vieWed by the 
account oWner and other appropriate administrators. 

[0107] HoWever, if the user is authenticated as an adminis 
trator in step 295 of FIG. 4, the administrator is provided With 
speci?ed administrative access privileges to all advertiser 
accounts as shoWn in step 296. The administrator login event 
296 is recorded in step 297 in the audit trail data structure 
portion of the administrator’s account record. This audit trail 
is preferably implemented as a series of entries in database 
38, Where each entry corresponds to an event Wherein the 
administrators account record is accessed. Most preferably, 
the administrator’s audit trail information may be vieWed by 
the account oWner and other appropriate administrators. 

[0108] Furthermore, instead of the general advertiser main 
menu shoWn to the authenticated advertiser users in step 282, 
the authenticated administrator is provided in step 298 With 
access to search the database 38 of advertiser accounts. Pref 
erably, a database search interface is provided to the admin 
istrator that enables the administrator to select an advertiser 
account to monitor. 

[0109] For example, the interface may include query boxes 
in Which the administrator may enter an account number or 
usemame or contact name corresponding to an account the 

administrator Wishes to access. When the administrator 
selects an advertiser account to monitor in step 299, the 
administrator is then brought to the main advertiser page 120 
of FIG. 2, Which is also seen by the advertisers. 

[0110] Access to the account information 32 located on the 
account management server 22 is restricted to users having an 
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account record on the system, as only those users are provided 
With a valid login name and passWord. PassWord and login 
name information is stored along With the user’s other 
account information in the database 38 of the account man 
agement server 22, as shoWn in FIG. 1. Account information, 
including a login user name and passWord, is entered in the 
database 38 of FIG. 1 via a separate online registration pro 
cess that is outside the scope of the present invention. 

[0111] FIG. 5 is a diagram shoWing the types of informa 
tion contained in each advertiser account record 300 in the 
database. First, an advertiser account record 300 contains a 
usemame 302 and a passWord 304, used for online authenti 
cation as described above. The account record also contains 
contact information 310 (e.g., contact name, company name, 
street address, phone, e-mail address). 

[0112] Contact information 310 is preferably utiliZed to 
direct communications to the advertiser When the advertiser 
has requested noti?cation of key advertiser events under the 
noti?cation option, discussed beloW. The account record 300 
also contains billing information 320 (e.g., current balance, 
credit card information). The billing information 320 con 
tains data accessed When the advertiser selects the option to 
add money to the advertiser’s account. In addition, certain 
billing information, such as the current balance, may trigger 
events requiring noti?cation under the noti?cation option. 
The audit trail section 325 of an account record 300 contains 
a list of all events Wherein the account record 300 is accessed. 
Each time an account record 300 is accessed or modi?ed, by 
an administrator or advertiser, a short entry describing the 
account access and/or modi?cation event Will be appended to 
the audit trail section 325 of the administrator or advertiser 
account that initiated the event. The audit trail information 
may then be used to help generate a history of transactions 
made by the account oWner under the account. 

[0113] The advertising information section 330 contains 
information needed to conduct the online bidding process of 
the present invention, Wherein a position is determined for 
preferably a Web site description and hyperlink Within a prod 
uct/service/bene?t (PSB) result list generated by a match 
engine. The advertising data 330 for each user account 300 
may be organiZed as Zero or more subaccounts 340. Each 
subaccount 340 comprises at least one PSB listing 344. Each 
PSB listing corresponds to a bid on one or more PSB criteria. 
An advertiser may utiliZe subaccounts to organize multiple 
bids on multiple PSB criteria sets (corresponding to multiple 
PSBs), or to organiZe bids for multiple Web sites. Subac 
counts are also particularly useful for advertisers seeking to 
track the performance of targeted market segments. The sub 
account superstructure is introduced for the bene?t of the 
advertisers seeking to organiZe their advertising efforts, and 
does not affect the method of operation of the present inven 
tion. 

[0114] Alternatively, the advertising information section 
need not include the added organizational layer of subac 
counts, but may simply comprise one or more PSB listings. 

[0115] The PSB listing 344 corresponds to at least one 
criteria/bid pairing and contains key information to conduct 
the online competitive bidding process. Preferably, each PSB 
listing comprises the folloWing information: PSB criteria 
352, Web site description 354, URL 356, bid amount 358, and 
a title 360. The PSB criteria 352 comprises one or more 
criteria factors, preferably of a demographic, geographic, 




















































