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METHOD FOR PRODUCING AN ORTHESIS 

CROSS-REFERENCE TO RELATED 
APPLICATION 

[0001] This application incorporates by reference herein in 
the entirety, and claims priority to and bene?t of, US. Utility 
patent application Ser. No. 11/650,007, entitled “METHODS 
AND SYSTEMS FOR AN ACCOUNTABLE MEDIA 
ADVERTISING APPLICATION” and ?led on Jan. 5, 2007. 

FIELD OF THE INVENTION 

[0002] The systems and methods described herein gener 
ally pertain to the ?eld of media advertising. More particu 
larly, these systems and methods pertain to an interactive 
application for creating an accountable advertising environ 
ment Wherein data associated With advertisement content is 
regulated and utiliZed to drive actionable sales across mul 
tiple media platforms. 

BACKGROUND 

[0003] Traditional approaches to purchasing TV advertise 
ment are under close scrutiny due to a dramatic increase in the 
number of television channels across a variety of media plat 
forms. This expansion in channel capacities are forcing 
advertisers to become more creative in blending advertising 
campaigns across multiple platforms. The complex nature of 
today’s media campaigns makes it dif?cult to eliminate inef 
fectual spending on advertising. As such, With the adoption of 
interactive elements on television and blended media cam 
paigns on the rise, there is a need to capture reactions of 
consumers to television programs and turn them into action 
able sales across a variety of media platforms. 

SUMMARY 

[0004] The systems and methods described herein include, 
among other things, a system that alloWs a consumer to book 
mark or track an advertisement for a product delivered from a 
media platform, such as a television. In particular, a response 
by the consumer to the advertisement is captured by an equip 
ment, for example, a set-top box, coupled to the consumer’s 
television set. The equipment then forWards the consumer 
response to a portal, on Which the consumer is able to execute 
a purchase-related activity associated With the product of the 
advertisement. The portal may be provided in the form of a 
Website, herein referred to as a “Web portal.” HoWever, other 
platforms, such as a television, may be used to provide the 
portal to the consumer. An analysis application is additionally 
provided by the system to store and manage a trigger that 
correlates data associated With the consumer response to data 
associated With the purchase-related activity. Furthermore, 
the system includes a server con?gured to display multiple 
triggers from Which the consumer is able to track the selected 
advertisement. In certain implementations, the server dis 
plays the multiple triggers from the same Web portal on Which 
the consumer executed the purchase-related activity. 
[0005] In certain embodiments, the purchase-related activ 
ity may also be performed by the consumer from a Website 
accessible from the Web portal. Exemplary purchase-related 
activities include data retrieval, data revieW, data cataloging, 
data deletion, purchase execution, and media content doWn 
load by the consumer via at least one of the Web portal and the 
Website. 
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[0006] In one embodiment, the Website may be provided by 
a retailer sponsoring the advertisement or selected by the 
consumer for incorporation into the Website. In certain 
instances, the consumer opts to receive, via the Web portal, 
additional advertisements for a product similar to or same as 
the advertised product. The consumer is able to adjust, from 
the Web portal, the frequency and type of the opt-in adver 
tisements he or she receives. The consumer is also able to 
entirely opt out the advertisements. In certain instances, a 
retailer may offer a discount incentive, send a reminder, or 
present a targeted advertisement to the consumer, via at least 
one of the Web portal, the Website, the equipment, and a 
mailing address of the consumer. 
[0007] In one embodiment, communication betWeen the 
analysis application and at least one of the consumer, the 
retailer and a media provider is enabled via at least one of the 
equipment, the Web portal and the merchant Website. The 
media provider may be a cable company, a telephone com 
pany (TELCO), a Regional Bell Operating company 
(RBOC), a digital broadcast station, an over-builder, or a 
direct broadcast satellite company. This tWo-Way communi 
cation assists the analysis application in capturing the con 
sumer response data as Well as the data associated With the 
purchase-related activity. 
[0008] In one embodiment, the interactive environment 
includes a head-end processor in communication With the 
equipment, such as a set-top box, in order to receive the data 
associated With the consumer response and forWard the data 
to the analysis application for advertisement accountability 
determination. 
[0009] In one embodiment, the trigger is ?rst embedded in 
the advertisement content delivered to the consumer. Upon 
the consumer responding to the advertisement, the trigger 
captures the data associated With the consumer response and 
is forWarded, via the analysis application, to the Web portal or 
the merchant Website for incorporation into a link. Subse 
quently, When the consumer executes a purchase order via an 
activation of the link, the trigger captures sales data generated 
from the executed purchase order. The purchase order may be 
executedbased on the consumer doWnloading music, video or 
textual content from the Web portal or the Web site. The result 
ing executed trigger, Which includes both the consumer 
response data and the sales data, is transmitted to the analysis 
application for determining a measure of success of the adver 
tisement. More speci?cally, the data related to the consumer 
response is adapted to reveal at least one of time of the 
consumer response, origin of the consumer response, and 
demographic information of the consumer. The sales data is 
adapted to reveal at least one of time, price point and location 
of the purchase order. 
[0010] In one embodiment, the analysis application uses 
the trigger to track online content doWnload by the consumer 
as Well as bandWidth associated With the doWnload. Conse 
quently, the tracked information may be used by a provider of 
the Website to provision bandWidth for future doWnloads as 
Well as charge appropriate fees for the future doWnloads. In 
addition, a decision of the consumer opting into an advertise 
ment through the Web portal may be captured by the trigger 
and communicated to the analysis application for advertise 
ment accountability analysis. 
[0011] In one embodiment, the trigger is encrypted by the 
analysis application to conceal placement information of the 
advertisement Which includes at least one of time of the 
consumer response, origin of the consumer response, and 
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demographic information of the consumer. The encrypted 
trigger may be decrypted inside of the analysis application for 
allowing the advertisement placement information to be 
matched to the purchase-related data, Wherefrom a measure 
of accountability of the advertisement is determined. Subse 
quently, the trigger is accessible by at least one of the media 
provider, the retailer, and an advertiser for re?ning a strategy 
associated With advertising in a media advertising space. 
Exemplary media advertising spaces include a television 
space, the Internet space, a billboard space, a publishing 
space, and a direct mailing space. 
[0012] In one embodiment, the analysis application further 
includes an advertisement search engine that is adapted to 
provide one or more retailer Websites based on a search term 

supplied to the search engine. The one or more Websites are 
ranked according to information revealed by the triggers cor 
responding to purchase orders executed from the respective 
Websites. 
[0013] According to another aspect of the invention, a Web 
based application is provided to track performance of inter 
active advertisements. The application includes a ?rst inter 
face for receiving response data by a consumer based on the 
consumer responding to an advertisement in an interactive 
environment. The application also includes a second interface 
for communicating With a Web portal that alloWs the con 
sumer to perform a purchase-related activity associated With 
a product of the advertisement. In addition, the application 
includes a data library for storing a trigger that associates the 
consumer response data to data generated from the purchase 
related activity, Wherein the trigger provides a user of the 
application a degree of accountability for the advertisement. 
The user may be a cable company, a media outlet, a direct mail 
company, an advertiser, a billboard company, a publishing 
company, a catalog company, or a retailer. 

[0014] In one embodiment, the trigger, stored in an opt-in 
portion of the data library, reveals an identity of the consumer 
When accessed by the user, and the access is permitted based 
on the consumer opting to receive, via at least one of the 
interactive environment, the Web portal, and a mailing 
address of the consumer, advertisements for a product similar 
to or same as the advertised product. 

[0015] In one embodiment, the ?rst interface of the appli 
cation is able to communicate With one or more consumers 

via multiple nodes, Where each node is linked to at least a 
subset of the consumers, and the consumers tend to be non 
identi?able to the user. In addition, the second interface is 
able to communicate to one or more users via multiple serv 

ers, Where each server is linked to at least a subset of the users, 
and the users access the trigger according to permission levels 
assigned to respective ones of the servers. The second inter 
face may be used to communicate a retum-on-investment 
report to the user for re?ning a current or a future advertise 
ment strategy, Where such report is generated from informa 
tion revealed in the trigger. 
[0016] In one embodiment, the data associated With the 
purchase-related activity is generated based on the consumer 
selecting, from the Web portal, one or more options for track 
ing at least one of historical consumer spending, consumer 
Web portal usage, a consumer doWnload, an executed trans 
action, and a shipping notice, Where the shipping notice may 
be tracked by the application through Web-based integration 
With a shipping company. In addition, the consumer may 
select settings on the Web portal for storing consumer credit 
card and billing information, triggering an automatic pur 
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chase of the advertised product, generating automatic email 
noti?cations, maintaining updates for the application, and 
enforcing parental controls over at least one of the purchase 
related activity, content doWnload, and content vieWing. 
[0017] In one embodiment, the trigger stored in the data 
library of the application reveals an identity of the consumer. 
In addition, the trigger may be used to calculate a length of 
time from the consumer responding to the advertisement to 
the consumer purchasing the product. The trigger may also be 
used to provide a comparison of sales resulted from adver 
tisements delivered to the consumer via the direct mailing 
address, the interactive television environment, and the Web 
portal. 
[0018] In one embodiment, a recommendation engine is 
provided for recommending at least one media campaign to 
the user based on searching the data library using a targeting 
goal, Where the targeting goal is one of a consumer identity, a 
geographical pro?le, a demographic pro?le, and a sales pro 
?le. The application also includes a consumer access control 
feature that alloWs the consumer response data to be commu 
nicated to the Web portal only after content associated With 
the advertisement is compared to at least one of a rating, a 
passWord, and pre-selected content. In addition, multiple 
passWords may be assigned to multiple Web portal login 
accounts, Where, upon a consumer logging into the Web portal 
using one of the passWords, the consumer is able to control the 
other accounts. Moreover, in the event of the advertisement 
being assigned a Wrong airing time or location, the applica 
tion is adapted to perform at least one of preventing transmis 
sion of content betWeen a television server and an automatic 
scheduling system and preventing a transmission of billing 
data to a subscriber of the application. 

BRIEF DESCRIPTION OF THE DRAWINGS 

[0019] These and other features and advantages Will be 
more fully understood by the folloWing illustrative descrip 
tion With reference to the appended draWings, in Which like 
elements are labeled With like reference designations, and in 
Which the draWings may not be draWn to scale. 
[0020] FIG. 1 illustrates one embodiment of an interactive 
multi-platform media environment of the present invention. 
[0021] FIG. 2 illustrates a media advertising application 
used in the embodiment shoWn in FIG. 1. 
[0022] FIG. 3 illustrates a communicational netWork for 
the embodiment shoWn in FIG. 2. 
[0023] FIG. 4 illustrates a data library used in the embodi 
ment of FIG. 2. 
[0024] FIG. 5 illustrates a media-planning recommenda 
tion engine used in the embodiment of FIG. 2. 
[0025] FIG. 6 illustrates a Web portal used in the embodi 
ment shoWn in FIG. 1. 
[0026] FIG. 7 illustrates an exemplary hardWare implemen 
tation. 

DETAILED DESCRIPTION OF ILLUSTRATIVE 
EMBODIMENTS 

[0027] The invention, in various embodiments, provides, 
among other things, systems and methods for creating and 
enforcing accountability in interactive media advertising 
through active monitoring of media advertisement data asso 
ciated With an array of media sources and across various 
platforms. The folloWing detailed description of the invention 
refers to the accompanying draWings. The folloWing detailed 
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description does not limit the invention, and the various 
embodiments set out below and depicted in the ?gures are 
merely provided for the purposes of illustrating certain 
embodiments of these systems and methods and for describ 
ing examples of such systems and methods. However, it Will 
be apparent to those of skill in the art that the systems and 
methods described herein may, in certain forms, be employed 
in cable, netWork and satellite radio programming and other 
applications. Thus, the scope of the invention is at least the 
scope de?ned by the appended claims and equivalents. 
[0028] FIG. 1 provides an exemplary media advertising 
environment 100, according to an illustrative embodiment of 
the invention. Central to the media advertising environment 
100 is a media advertising application 102 that communicates 
With an array of media sources to facilitate an exchange of 
information related to advertisement content. These media 
sources include, for example, advertisement providers, media 
providers, product retailers and consumers. A media provider 
may be a cable company, a telephone company (TELCO), a 
Regional Bell Operating company (RBOC), a digital broad 
cast station, an overbuilder, or a direct broadcast satellite 
company. In certain examples, information related to adver 
tisement content is generated from a consumer responding to 
an interactive television advertisement. This response may be 
collected by a piece of equipment 106, such as a set-top box, 
connected to the consumer’s television set, from Which the 
response data is forWarded to a head-end processor 108 
before being transmitted to the media advertising application 
102 for data processing and analysis. The head-end processor 
1 08 may be supplied by the media advertising application 1 02 
or a media provider. 

[0029] The media advertising application 102 subse 
quently communicates the processed consumer response data 
to a Web portal 110 that alloWs the consumer to purchase the 
advertised product from a shopping region 112 of the Web 
portal 110 or from a merchant Website 114 accessible from 
the Web portal 110. In certain examples, information related 
to advertisement content is generated from a consumer per 
forming, via at least one of the shopping region 112 and the 
merchant Website 114, purchase-related activities associated 
With the product. Exemplary purchase-related activities 
include data retrieval, data revieW, data cataloging, data dele 
tion, purchase execution, in-store product reservation and 
media content doWnload. In certain arrangements, the Web 
portal 110 is oWned by a media provider. In other arrange 
ments, the Web portal 110 is a part of the media advertising 
application 102, but may be hosted by a media delivery com 
pany. In addition, the merchant Website 114 may be oWned by 
a retailer Whose advertisement tends to generate revenue for a 
media delivery company With Whom the advertisement is 
placed. The merchant Website 114 may also be pre-selected 
by a consumer to be linked to his or her Web portal 110. 
Exemplary retailers include Fortune 1000 companies, small 
or medium-size companies, or online-shopping businesses 
offering goods or services that can be bought, sold, doWn 
loaded, or otherWise reserved through digital television. In 
certain examples, information related to advertisement con 
tent is exchanged betWeen the media advertising application 
102 and a provider 116 of the advertisement, such as an 
advertisement agency. 

[0030] Aggregate data collected from the variety of media 
sources described above is stored in the media advertising 
application 102 and is used to produce retum-on-investment 
(ROI) analysis for interactive advertisements delivered 
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Within the interactive advertising system 100. The resulting 
ROI analysis tends to reveal a measure of accountability or 
success for each advertisement based on correlations formed 

betWeen consumer response and subsequent online pur 
chases. In addition, subscribers of the application 102 are able 
to use the advertisement ROI analysis to perform at least one 
of media campaign optimization, consumer demographics 
selection, media outlet determination, media buying negotia 
tion, predictive campaign planning, and ranking of media 
buyer and content effectiveness. Typically, subscribers of the 
application 102 are the same media sources from Which the 
data related to advertisement content is collected in the ?rst 
place to generate the ROI analysis. Thus, the media advertis 
ing application 102 is able to maintain a self-optimizing sys 
tem that drives accountable sales across both television and 
the Internet based on a continuous circulation and re?nement 
of data throughout the entire system. 
[0031] In an exemplary implementation, data communica 
tion in the interactive advertising environment 100 of FIG. 1 
is established through the usage of a trigger that captures 
consumer response data from both the interactive television 
environment and the Internet space. A trigger initially reaches 
a consumer as a part of video content of an interactive tele 
vision advertisement. Upon the consumer responding to the 
advertisement, the trigger captures consumer demographics 
information, along With information related to the advertise 
ment, and is forWarded to the media advertising application 
102 via the set-top box 106 and the head-end processor 108. 
The advertising application 102 is adapted to further transmit 
the trigger to an appropriate Web portal 110 or merchant 
Website 114, Wherefrom the advertised product may be pur 
chased by the consumer. Hence, the trigger is adapted to 
contain su?icient information to enable its accurate sourcing 
to the correct Web portal 110 or Website 114. Inbound trigger 
information includes, for example, advertisement time of day, 
media outlet information, length of the advertisement, adver 
tised product offer code, and any other digital information 
that may assist the trigger being transmitted to the correct 
retailer Web site 114 or Web portal 110. Once a trigger is 
received by the Web portal 110, it is deposited into a link 
selectable by the consumer to initiate a doWnload or purchase 
of the advertised product. In certain examples, the link resides 
in a retailer Website 114 that is accessible from the Web portal 
110. In other examples, the link is in the default shopping 
region 112 of the Web portal 110. Upon a consumer executing 
a purchase request by activating the link, the resulting trigger 
additionally captures sales information regarding the pur 
chase, such as a price point, time of day, and location of the 
purchase. The executed trigger may also include information 
such as a tag number, a coupon code, and a description of the 
purchased product or service. For example, if the consumer 
doWnloads purchased music content from iTune, the resulting 
trigger may capture information that identi?es an artist or 
creator of the music content as Well as its price. Executed 
triggers are doWnloadable from the Web portal 110 by the 
media advertising application 102 for consumer response 
analysis, Wherefrom a measure of advertisement accountabil 
ity or success is determined. 

[0032] In addition, the trigger may be used by a host of the 
Web portal 110 or a provider of media content to provision 
optimal bandWidth associated With content doWnload 
through the Web portal 110 or a retailer Website 114. DoWn 
loadable products include, for example, video, music, or tex 
tual content. Furthermore, a host of the Web portal 110 may 
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charge a provider of the content additional fees depending on 
the siZe of the download or royalty payment generated from 
the doWnload. In general, hoWever, products for sale from a 
Web portal 110 or a merchant Website 114 are not limited to 
doWnloadable content. Products may be services or merchan 
dise from a variety of categories such as grocery, clothing, pet 
food and children’s toys. 
[0033] In certain implementations, a trigger that circulates 
through the system is encrypted so as to prevent unauthoriZed 
individuals or companies from determining advertisement 
accountability using media placement information revealed 
in the trigger. Exemplary media placement information 
includes a speci?c time, day and origin of the advertisement. 
Hence, in a preferred implementation, a trigger is encrypted 
by the media advertising application 102, for example, after 
the trigger is transmitted from the head-end processor 108 
and before it is forWarded to the Web portal 110. More spe 
ci?cally, encryption is accomplished by removing an iden 
tity-revealing portion of the metadata associated With adver 
tisement video content after the content is converted to a 
trigger for ingestion into the media advertising application 
102. The identity-revealing portion tends to identify at least 
one of a time, day and origin of the advertisement content. In 
certain practices, association of consumer demographics data 
to online sales data is only made Within the media advertising 
application 102. Therefore, When a consumer purchases a 
product from the Web portal 110, the executed trigger is 
adapted to conceal its media placement information until the 
trigger is transported to the media advertising application 102 
for processing. A key to decrypt the encrypted trigger is stored 
only Within the media advertising application 102 and cannot 
be readily found on the Internet. The media advertising appli 
cation 102 thus serves as a bridge betWeen the consumers and 
the media providers for matching advertisement responses to 
information such as online sales ?gures, catalog sales orders, 
ful?llment data, telemarketing call results, and other elec 
tronic ?nancial information related to the advertisement. If a 
subscriber of the application is behind on paying his or her 
subscription fee, the application 102 is able to prevent the 
subscriber from determining accountability for a particular 
advertisement that is of interest to the subscriber. The com 
plete consumer response, advertisement and sales informa 
tion is only revealed to the subscriber from a secured source, 
such as in a passWord-protected ROI analysis report, after the 
application 102 validates the subscriber’s account and stand 
ing. 
[0034] Various components of the interactive media adver 
tising environment 100 of FIG. 1 are described beloW. In a 
preferred embodiment, the piece of equipment 106, Which 
may be a set-top box, includes a program installed therein to 
detect the presence of an interactive television advertisement 
as Well as the presence of a trigger embedded in the content of 
the advertisement. The set-top box 106 is also able to detect a 
response by a consumer to the advertisement. Such response 
may be generated by the consumer pressing a button, such as 
an “ok” button, on a remote control to select the advertise 
ment. The set-top box 106 then transfers the trigger, including 
its data related to the consumer response, to a head-end pro 
cessor 108 through an upstream link. Such transfer is per 
formed either in real-time or With data stored in an internal 
memory of the set-top box 106. The head-end processor 108 
subsequently forWards the trigger to the media advertising 
application 102 for storage, processing, and ROI analysis. In 
certain con?gurations, the set-top box 106 is able to directly 
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transmit the trigger to the application 102 Without using any 
intermediate data-forWarding devices. 
[0035] FIG. 2 shoWs an exemplary block diagram of the 
media advertising application 102 depicted in the interactive 
media advertising environment 100 of FIG. 1. Inparticular, an 
advertisement search engine 202 and a media-planning 
search engine 204 are connected to a data library 206 of the 
media advertising application 102. The data library 206 
includes an opt-in database 208 and a mass-media database 
210 for storing aggregate triggers pertaining to consumer 
vieWing preferences and consumer purchase habits. Details 
regarding the data library 206 are described beloW With 
respect to FIG. 4. The advertisement search engine 202 of the 
media advertising application 102 provides a list of retailer 
Websites 114 based on querying the data library 206 using one 
or more search terms supplied by a user of the search engine 
202. The resulting retailer Websites 114 are ranked according 
to certain criterion revealed in the triggers associated With 
each Website 114. In addition, the advertisement search 
engine 202 provides links to the ranked Websites 114 via 
connections from their respective servers, Which are 
described beloW With respect to FIG. 3. The recommendation 
engine 204, also coupled to the data library 206, determines 
optimal media campaign schedules and suitable media outlets 
based on the generation of a target population list using one or 
more target goals input by a user of the search engine 206. In 
a consumer non-identi?able approach to advertising, the tar 
get population list may identify multiple nodes, Which are 
described beloW With reference to FIG. 3, Where each node 
links together a neighborhood of consumers Whose identities 
are concealed from the user. In this case, consumer response 
analysis is done at a neighborhood, or node, level to provide 
the optimal media campaign schedule and the suitable media 
outlets. Alternatively, in a consumer-identi?able approach to 
advertising, the target population list may identify one or 
more consumers. Hence individualized responses to adver 
tisements are analyZed to determine the appropriate media 
campaign schedule and the suitable media outlets. Details of 
the media-planning recommendation engine 204 are pro 
vided beloW With respect to FIG. 5. 

[0036] In certain implementations, the media advertising 
application 102 also includes a user interface 212 that alloWs 
an authorized user to drill doWn into the application 102 to 
obtain customiZed ROI analysis data that tracks advertise 
ment performance at any user-speci?able detail. In certain 
implementations, the application 102 includes a media trans 
action manger 214 that provides automated media buying and 
account management services to a user of the application 102. 
The media transaction manager 214 alloWs the user to trans 
act media purchases, manage accounts related to media pur 
chases, and track media delivery generated from media pur 
chases. In certain examples, media purchases are made based 
on commercial schedules and outlets recommended by the 
media-planning recommendation engine 206. This media 
transaction manager 214 may be coupled to an automation 
scheduling system 216 of the application 102 to schedule an 
airing of purchased program content at a speci?c time and 
from speci?c media outlets, as agreed upon by terms of the 
purchase. Details regarding the automation scheduling sys 
tem 216 are described beloW. 

[0037] As shoWn in FIG. 3, a server 302 may be used to 
facilitate data communication betWeen the media advertising 
application 102 and a media delivery company such as a 
retailer, a cable company, a media outlet, a direct mail com 
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pany, an advertiser, a billboard company, a publishing com 
pany, a catalog company, or any company or individual that 
has permission to upload aggregate data to or doWnload 
aggregate data from the application 102. In addition, a node 
structure 306 may be formed that links together multiple 
servers 304 so that more than one individual or company is 

able to access and share information With the application in 
accordance to a pre-determined permission level assigned to 
the node 306. Moreover, multiple nodes 306 may communi 
cate With the application 102 according to multiple permis 
sion levels that are assigned to respective ones of the nodes 
306. The permission levels may be set by the application 102, 
the media outlets, the consumers, or the cable companies in 
observance to certain privacy regulations. On the consumer 
side, a set-top box 308 may be used to communicate 
responses from a consumer to the application 102. One or 
more node structures 310 can also be formed on the consumer 
side, Where each node 310 is adapted to link together a neigh 
borhood of consumers by their set-top boxes 308 for commu 
nication With the application 102. 
[0038] FIG. 4 shoWs an illustrative con?guration of a data 
library 206 of the media advertising application 102 depicted 
in FIG. 2. The data library 206 is partitioned into tWo distinct 
databases consisting of an opt-in database 208 and a mass 
media database 210. The opt-in database 208 houses aggre 
gate triggers collected, for example, from various current or 
historical interactive advertisement campaigns. Each trigger 
is likely to include identity-revealing information pertaining 
to individual households or consumers from Whom advertise 
ment response data is collected as Well as details regarding 
products the consumers have purchased. In particular, the 
trigger may be archived in a customer folder 402 of the opt-in 
database 208, as illustrated in FIG. 4. The trigger includes 
information such as a speci?c time of day of the advertise 
ment to Which the consumer responded, content of the adver 
tisement, location of the consumer, one or more products 
advertised from the advertisement, advertised price point, 
product marketer information, consumer information and 
media outlet information. If the trigger subsequently results 
in an online product purchase by the consumer via the Web 
portal 110 or the Website 114, then purchase information 
related to the executed trigger is also housed in the customer 
folder 402. Exemplary purchase information includes a spe 
ci?c time of day the advertised product is purchased, Website 
of the purchase, price point of the purchase, any repeat prod 
uct purchase information, and time from contact to purchase. 
Purchase information may also include a location or a name 

of the catalog from Which the purchase Was made. In addition, 
a unique identi?cation number may be assigned to a trigger 
for linking to a media campaign stored in a campaign folder 
404. Details regarding the campaign folder 404 are described 
beloW. 

[0039] In certain implementations, the households identi 
?ed in the opt-in database 208 correlates to opt-in members of 
their respective media campaigns. The opt-in respondents are 
classi?ed as those Who requested a speci?c action regarding a 
product via, for example, a phone, a remote control or the Web 
portal 110. Explicit opt-in requests may also be made through 
mailing list submissions or during product purchases. HoW 
ever, the respondents may select a ‘mass media only’ option 
With their responses so that these respondents cannot be iden 
ti?ed for direct media targeting. 
[0040] Advertisement data pertaining to speci?c media 
campaigns may also be organiZed into their individual folders 
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404 and archived in the opt-in database 208 of the data library 
206. The advertisement data can be obtained by the applica 
tion 102 through a server 304 connection to a provider of the 
advertisement 116, as depicted in FIG. 1. In particular, each 
campaign folder 404 is assigned a unique tag number for 
correlation to those customer folders that contain triggers 
associated With the media campaign. Each tag number is 
automatically generated and assigned to an advertisement at 
the moment of the advertisement’s inception and may be 
transmitted to the media advertising application 102 based on 
the user responding to the advertisement from an interactive 
environment. An exemplary campaign folder 404 includes, 
for example, a campaign script, a telemarketing script, a 
campaign creative, a package insert, a campaign budget, or a 
link to a third-party media-service provider. A campaign 
folder 404 may further include advertisement rates and/or 
sales information regarding the media campaign. 
[0041] FIG. 4 provides an exemplary con?guration of the 
mass-media database 210 of the data library 206 as shoWn in 
FIG. 2. The mass-media database 210 of the data library 206 
contains trigger and media campaign information that is 
accessible by any subscriber of the media advertising appli 
cation 102. Trigger information in this mass-media database 
210 is suf?ciently high-level that identities of individual 
household respondents and their speci?c product purchase 
information are concealed from those accessing the database 
210. It is likely that those respondents have not given their 
opt-in approval to the media campaigns at the time of data 
collection; hence their privacies are protected through this 
non-identi?able approach to information sharing. High-level 
trigger information 408 may include consumer data 410 such 
as a consumer geographical pro?le or a demographic pro?le, 
and may be classi?ed under a corresponding broad product 
market category 406. LikeWise, campaign data 412 stored in 
the mass-media database is suf?ciently high-level that prod 
uct-speci?c information is removed from the data to provide 
anonymity to the providers of the media campaign. Campaign 
data 412 may include information such as an advertisement 
rate pro?le or a sales pro?le, and may also be classi?ed under 
a corresponding product market category 406. In addition, 
consumer data 410 may be linked to a category such as 
“?tness” that tracks past ?tness of speci?c product consump 
tion patterns Without revealing the identities of the associated 
clients or media outlets. In certain examples, the mass-media 
portion 210 of the data library 206 can be shared With a group 
of subscribers, Where overall aggregated sales and response 
results, identi?able doWn to a node level 310, as depicted in 
FIG. 3, are used to assist the users in their advertisement 
planning. 
[0042] With reference to FIG. 2, an illustrative con?gura 
tion of an advertisement search engine 202 of the media 
advertising application is provided. In particular, the adver 
tisement search engine 202, coupled to the data library 206, 
provides a ranked list of merchant Websites 114 and/or Web 
portals 110 determined based on a query of the data library 
206 using one or more search terms. In general, the Web 
portals 110 and Websites 114 are ranked according to certain 
criterion revealed in the triggers that are executed from the 
respective interfaces. More speci?cally, in certain examples, 
a retailer Website 114 tends to be ranked higher by the search 
engine 202 if the Website 114 generates a higher volume of 
clickstream data, as determined by its executed triggers 
stored in the data library 206 of the media advertising appli 
cation 102. In certain examples, a Website 114 is ranked 
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higher by the search engine 202 if the Website 114 has a 
higher aggregate sales ?gure, as revealed in its executed trig 
gers. Consequently, Website rankings are used to inform 
media buys, in?uence retailers ’ business strategies, and affect 
future click-through rates Within the Internet space. The 
search engine 202 operates by giving more Weight to compa 
nies that have both television and Web presences since these 
companies are more established and have trustWorthy repu 
tation in their industries. The search engine 202 thus provides 
a safe and reliable on-line shopping experience to consumers 
and, at the same time, reWards those companies that advertise 
using the media advertising application 102. Searches con 
ducted via the advertisement search engine 202 may be by 
keyWords, company names, advertiser URLs’, and/or product 
categories. 
[0043] FIG. 5 shoWs an illustrative con?guration of a 
media-planning recommendation engine 204 of the media 
advertising application 102 as depicted in FIG. 2. In particu 
lar, the media-planning recommendation engine 204, coupled 
to the data library 206, determines an optimal media cam 
paign schedule 502, a list of suitable media outlets 504, and a 
target population list 506 by querying the data library 206 
using a set of targeting goals 508 input by a subscriber of the 
application 102. The targeting goals 508 specify those desired 
characteristics the subscriber Wants to have in his or her 
consumers so as to maximize advertisement ROI. In certain 
examples, the targeting goals 508 are mass-media goals that 
do not identify any particular households, but instead, direct 
the media campaign to one or more neighborhood nodes 310 
based on criteria such as geographical regions, demographic 
pro?les, and/ or historical product responses. In other 
examples, the targeting goals 508 consist of a direct-mailing 
list that may be used to identify one or more households 510 
to Whom the media campaign should be served. The identities 
of the households may be explicitly provided by the targeting 
goal based on a search of the opt-in portion 208 of the data 
library 106. The recommendation engine 204 proceeds to use 
this target population list 506, along With addition subscriber 
inputs regarding the desired media campaign itself, to deter 
mine the optimal campaign schedule 502 from Which suitable 
media outlets 504 offering such campaign schedule are found 
and recommended to the subscriber. 

[0044] In certain implementations, customiZed ROI analy 
sis reports may be provided to a user of the media advertising 
application 102 via an interface 212 of the application 102, 
such as the interface shoWn in FIG. 2. The user is like to 
represent, for example, a cable company, a media outlet, a 
direct mail company, an advertiser, a billboard company, a 
publishing company, a catalog company, and a retailer. Each 
ROI analysis report is adapted to include drill-doWn data 
related to one or more current or historical advertisements 

that are of interest to the user. An exemplary ROI report 
includes information such as a percentage of executed pur 
chases associated With an advertisement budget, a product 
category, a time of purchase, purchased content and a media 
outlet. A price point of the most effective advertisements 
determined by the application 102 may also be provided to the 
subscriber from a ROI report. Other ROI information 
includes, for example, a length of time from advertisement 
airing to purchase order execution or to product shipping, 
drag effect that involves average time to purchase execution, 
sales information by identi?able household or demographic 
attributes, and opt-in or opt-out requests by consumers for 
television-based, direct mail based, and intemet-based adver 
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tisements. In addition, a ROI report may include a compari 
son of sales generated from advertisements via direct mailing, 
the Internet space, and interactive television environment. 
The resulting ROI information may be used by a subscriber to 
in?uence a current or future target advertising strategy imple 
mented through the media advertising application 102. For 
example, in a consumer-identi?able approach to advertising, 
the application 102 alloWs the subscriber to target a consumer 
With speci?c commercials, coupons and/or promotional deals 
for products or services that are complimentary to products or 
services purchased by the consumer. In one example, a cable 
company or an advertiser chooses to aWard bonus points to a 
consumer When the consumer attains a certain response or 
purchase level. In a consumer non-identi?able approach to 
advertising, a subscriber of the application is alloWed to re?ne 
direct mailing delivery dates, Website designs, interactive 
television advertisements, or a combination thereof to pro 
mote accountability in sales by regions, income levels, and 
other demographic pro?les. Such high-level pro?les are 
determined by the subscriber based on, for example, searches 
conducted from the media-planning recommendation engine 
204 using one or more targeting goals 508. In another 
example, the application 102 offers a global coupon or dis 
count to all consumers via their respective Web portals 110 so 
as to promote consumer loyalty to the application as Well as to 
the providers of the Web portals 110. 
[0045] In certain implementations, the media advertising 
application 102 is able to coordinate the airing of advertise 
ment content purchased through the application 102 using an 
automation scheduling system, such as the automation sched 
uling system 216 shoWn in FIG. 2. This scheduling system 
216 is adapted to insert commercial content into regular pro 
gramming at a speci?c time and on a speci?c network, as 
speci?ed by terms of the purchase. Exemplary netWorks 
include television, cable and satellite. Commercial airing 
Instructions may be given to the automation scheduling sys 
tem 216 by a media transaction manger 214 of the application 
102 that handled the transaction aspect of the media purchase. 
The media transaction manger 214 is also able to track the 
subsequent media delivery via the scheduling system 216. 
More speci?cally, checks may be performed at predetermined 
times prior to the scheduled program air time to determine if 
the particular commercial is properly queued in a netWork 
server. Checks may also be performed by comparing an “as 
aired” veri?cation to an “as-scheduled” veri?cation for the 
purchased program content. If a Wrong schedule or Wrong 
delivery location is assigned to a speci?c commercial, the 
application 102 may promptly prevent transmission of media 
content from the automation scheduling system 216 to the 
netWork server to prevent program airing. The application 
102 is also able to prevent bills being served by the media 
transaction manager 214 to the parties associated With the 
erroneous transaction. 

[0046] FIG. 6 shoWs an illustrative con?guration of the Web 
portal 110 depicted in the interactive media advertising envi 
ronment of FIG. 1. Such Web portal 110 may be a part of the 
media advertising application 102, but may be hosted by a 
media provider such as a cable company, a TELCO, a RBOC, 
a digital broadcast station, an overbuilder, or a direct broad 
cast satellite company. As depicted, a login area 602 is pro 
vided on the Web portal 110 for alloWing a consumer to enter 
his or her account information in order to gain access to 
products offered by various retailers. In one embodiment, the 
Web portal 110 presents to the consumer hyperlinks 604 to 
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merchant Websites 114 for purchasing products selected by 
the consumer from one or more interactive advertisements. 

The consumer’s account With the Web portal 110 alloWs the 
consumer to gain direct access to the merchant Websites 114 
Without requiring separate accounts or passWords. Master 
account information for a consumer may be saved to the 
media advertising application 102 or to the Web portal 110 in 
order to facilitate the consumer’s online shopping experience. 
In certain instances, one or more merchant Websites 114 are 
loaded into the Web portal 110 upon the consumer logging 
into the Web portal 110, Where such loading is executed based 
on, for instance, a promotional agreement that exists betWeen 
the retailers and the media provider or the media advertising 
application 102. In addition, merchant Websites 114 shoWn 
on the Web portal 110 may be arranged by the consumer 
according to, for example, product categories or product 
names. In another embodiment, product information is pre 
sented from a shopping region 608 of the Web portal 110. This 
shopping region 608 is established to promote businesses that 
may not have a strong Web presence. In this case, the con 
sumer is able to obtain more information about the products 
shoWn on the shopping region 608 or even purchase the 
product from the shopping region 608 based on, for example, 
prior agreements betWeen the product retailers and the Web 
portal 110 or the media advertising application 102. In gen 
eral, products vieWable in the consumer’s Web portal 110 may 
be selected by the consumer from advertisements in interac 
tive television environment as Well as from other interactive 
media platforms. Hence the consumer is able to perform, via 
a uni?ed Web portal 110, purchase-related activities With 
respect to click-through responses generated from a variety of 
interactive media sources. 

[0047] In certain implementations, triggers related to cer 
tain transactions are presented to the consumer for revieW 
from the Web portal 110. Each trigger typically includes 
products sales information generated from a “click-through” 
consumer response to an interactive advertisement. In par 
ticular, executed trigger data presented to a consumer may be 
a date on Which the consumer responded to an advertisement, 
a date of execution of the subsequent purchase, a price point 
of the product purchased, shipping information of the pur 
chased product, and a description of goods or services. In 
certain implementations, executed triggers are presented to 
the consumer from a dashboard 610 of the Web portal 110 
upon the consumer logging into the Web portal 110. The 
consumer is able to sort, ?lter and rank current and historical 
executed triggers according to a selectable criterion such as a 
date of purchase or a product name. 

[0048] In certain implementations, the Web portal 110 
includes a variety of settings 612 that let the consumer cus 
tomiZe his or her Web portal environment. For example, some 
of the settings 612 are selectable by the consumer to execute 
automatic transactions upon a con?rmation of product avail 
ability. Some of the settings 612 alloW the consumer to 
specify automatic email delivery notifying him or her triggers 
for executed transactions or pending transactions or to track 
total historical spending across the entire Web portal 110. 
Some settings 612 alloW the consumer to enforce parental 
control over certain portions of the Web portal 110 or retailer 
Websites 114 such that a minor is guarded from making unau 
thoriZed purchases or doWnloading illegal content from the 
Web. Parental control over advertisement content Will be 
described beloW in more detail. In addition, certain settings 
612 permit the Web portal 110 to set up different pro?les for 
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different members of the consumer household in order to 
provide individualized shopping experience to each of the 
household members. Certain settings 612 are selectable by 
the consumer to save his or her information, such as a mailing 
address, to the system so that this information may be used to 
perform future targeted advertising, such as sending adver 
tisements of potential interest to the consumer via his or her 
Web portal, television set, or mailing address. Details regard 
ing this opt-in approach to advertising Will be described 
beloW. Settings 612 of the Web portal 110 also permit the 
consumer to track product shipping notices through Web 
based integration 614 With shipping companies such as 
FedEx and UPS. Moreover, certain settings 612 of the Web 
portal 610 are selectable by the consumer to schedule system 
maintenance updates, create a Wallet for storing credit card 
and billing information, and opt into or opt out of selected 
advertisements. In some examples, settings 612 chosen by the 
consumer are transferable to another Web portal 110 if the 
consumer moves to a different city or state. 

[0049] In one embodiment of an opt-in setting 616 of the 
Web portal 110, a consumer is able to opt into advertisements 
offered by certain product lines or companies from his or her 
online Web portal account. These advertisements may be 
interactive television advertisements, interne advertisements, 
or direct mailing advertisements, in Which case the consumer 
is likely to provide a mailing address to receive such adver 
tisements. In addition, the consumer is able to specify a gen 
eral product category he or she Wants to receive advertise 
ments from. The consumer is also able to change his or her 
selection for speci?c product or company advertisements 
from either the Web portal 110 or the individual retailer Web 
sites 114. Moreover, the consumer is able to de-select com 
mercials offered by a product line or a product company. 
Hence, consumer choices are preserved and promoted Which 
results in increased overall advertising ef?ciency in the form 
of optimiZed advertising campaigns and bandWidth savings. 
For those consumers Who are opting into an online or direct 
mail advertisement due to a lack of television advertisement 
options, the media advertising application 102 is con?gured 
to recogniZe such condition and is adapted to notify those 
service providers closest to the consumer in order to remedy 
the situation. This functionality alloWs the application 102 to 
build its opt-in database 208 While providing value to cable 
and satellite providers. For those consumers Who choose not 
to opt into an advertisement or having just opted out of an 
advertisement, the consumers are still able to be targeted With 
advertisements, but based on demographics information 
obtained at a mass-media node level 310 instead of at an 
individual consumer level. Hence, the advertisers are adapted 
to gain advertising e?iciency through blended media cam 
paigns and judicious allocation of spending dollars that target 
interested consumers as opposed to passive vieWers. 

[0050] In one embodiment of a consumer control setting 
618 described above, a consumer is able to enact security 
features to prevent another consumer from accessing certain 
media content Within television and Internet environment. 
For example, parents are alloWed to control What children 
vieW through the Web portal 110 by setting security levels or 
blocking certain questionable Websites. In addition, adults are 
able to choose one or more settings of the Web portal to 
pre-select commercials that are displayable to children. More 
speci?cally, parents are able to monitor children’s interac 
tions With certain television advertisements through the usage 
of a V-chip that blocks the display of television programming 
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based upon its rating. Hence, parents are able to make use of 
a V-chip to block inappropriate interactive television com 
mercials broadcast on adult programs and other premium 
cable and satellite channels. This may be accomplished by 
assigning different passWords for accessing a set-top box to 
different members of the household in order to distinguish the 
household members. This may also be accomplished by 
assigning and registering different set-top boxes 106 to dif 
ferent members of the household. Consequently, each mem 
ber is provided With his or her oWn passWord to access his or 
her oWn Web portal 110. If a member of the household is a 
child, then the child’s parents, Who have a master login 
account, is able to “child-proof" the child’s Web portal 110 by, 
for example, blocking inappropriate product selections from 
entering their child’s Web portal 110 or pre-approving Web 
sites for their child to gain access to and receive promotions 
from. Content selection by the parents may be based on FCC 
television content ratings, third-party education rankings, or 
rankings provided by the advertisement search engine 202 of 
the media advertising application 102. Moreover, in certain 
implementations, the media advertising application 102 is 
able to install additional passWord controls over shoWs With 
adult content in the event that the child is able to bypass the 
V-chip protection. For example, a passWord may be prompted 
if commercial content having a higher than recommended 
FCC rating is selected by the vieWer for uploading to the Web 
portal 110. 
[0051] FIG. 7 shoWs a functional block diagram 700 of a 
general purpose computer system for performing the func 
tions of the media advertising application and the Web portals, 
according to an illustrative embodiment of the invention. The 
exemplary computer system includes a central processing 
unit (CPU) 702, a memory 704, and an interconnect bus 706. 
The CPU 702 may include a single microprocessor or a plu 
rality of microprocessors for con?guring the computer sys 
tem as a multi-processor system. The memory 704 illustra 
tively includes a main memory and a read-only memory. The 
computer 700 also includes the mass storage 708 device 
having, for example, various disk drives, tape drives, etc. The 
main memory also includes dynamic random access memory 
(DRAM) and high-speed cache memory. In operation, the 
main memory 704 stores at least portions of instructions and 
data for execution by the CPU 702. 

[0052] The mass storage 708 may include one or more 
magnetic disk or tape drives or optical disk drives, for storing 
data and instructions for use by the CPU. At least one com 
ponent of the mass storage system 708, preferably in the form 
of a disk drive or tape drive, stores the databases used for 
processing the functions of the media advertising application 
of the invention. The mass storage system 706 may also 
include one or more drives for various portable media, such as 
a ?oppy disk, a compact disc read only memory (CD-ROM), 
or an integrated circuit non-volatile memory adapter (i.e. 
PC-MCIA adapter) to input and output data and code to and 
from the computer system 700. The mass storage 708 may 
support a database, such as opt-in database 208 or mass 
media database 210, as depicted in FIG. 2. The database can 
be any suitable database system, including the commercially 
available Microsoft Access database, or the Oracle database 
system and can be a local or distributed database system. The 
design and development of suitable database systems are 
described in McGovern et al., A Guide To Sybase and SQL 
Server, Addison-Wesley (1993). The database can be sup 
ported by any suitable persistent data memory, such as a hard 
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disk drive, RAID system, tape drive system, ?oppy diskette, 
or any other suitable system, and connect to the system over 
a netWork or bus as shoWn in FIG. 7. 

[0053] The computer system 700 may also include one or 
more input/output interfaces 710 for communications via a 
netWork of the computer system. The input/ output interface 
710 may be a modem, an Ethernet card or any other suitable 
data communications device. The input/output interface 710 
may provide a relatively high- speed link to the netWork, such 
as an intranet, intemet, or the Internet, either directly or 
through an another external interface. The communication 
link to the netWork may be, for example, optical, Wired, or 
Wireless 712 (e.g., via satellite or cellular netWork). Altema 
tively, the computer system may include a mainframe or other 
type of host computer system capable of Web-based commu 
nications via the netWork. 
[0054] The computer system also includes suitable input/ 
output ports or use the interconnect bus for interconnection 
With a local display 714 and keyboard or the like serving as a 
local user interface for programming and/or data retrieval 
purposes. Alternatively, server operations personnel may 
interact With the system for controlling and/or programming 
the system from remote terminal devices via the netWork. 
[0055] The computer system may run a variety of applica 
tion programs and stores associated data in a database of mass 
storage system 708. One or more such applications may 
enable the receipt and delivery of messages to enable opera 
tion as a server, for implementing server functions relating to 
the media advertising application 100 of the present inven 
tion. The components contained in the computer system 700 
are those typically found in general purpose computer sys 
tems used as servers, Workstations, personal computers, net 
Work terminals, and the like. In fact, these components are 
intended to represent a broad category of such computer 
components that are Well knoWn in the art. Certain aspects of 
the invention may relate to the softWare elements, such as the 
executable code and database for the server functions of the 
media advertising application. 
[0056] It Will be apparent to those of ordinary skill in the art 
that methods involved in the present invention may be embod 
ied in a computer program product that includes a computer 
usable and/or readable medium. For example, such a com 
puter usable medium may consist of a read only memory 
device, such as a CD ROM disk or conventional ROM 
devices, or a random access memory, such as a hard drive 
device or a computer diskette, having a computer readable 
program code stored thereon. 
[0057] Exemplary usage of the media advertising applica 
tion 102 of the present invention is provided in the folloWing 
examples. In one example, children are able to Watch educa 
tional shoWs, such as Sesame Street, and click on different 
segments of the shoW. When the children visit their Web 
portals 102, they are able to see doWnloaded multi-media 
lessons related to the segments of the shoW. Such automatic 
doWnload of program content may be pre-selected or pre 
approved by patents. Subsequently, parents are able to gain 
increased control of and value from their child’s television 
vieWing experience. 
[0058] In another example, digital elements of a “Cherry 
Coca-Cola” advertisement is ?rst distributed from an auto 
mation scheduling system 216 of the media advertising appli 
cation 102 to pertinent broadcast television stations or cable 
systems. Subsequently, a consumer vieWing the Cherry Coca 
Cola advertisement clicks an “OK” button on his or her 
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remote control to select the advertisement. A set-top box 106 
captures the click and uploads a link to an online grocery store 
for Cherry Coke from the consumer’s Web portal 110, along 
With a unique tag identifying the exact commercial airing. 
The speci?c grocery store may be a sponsor of the advertise 
ment or may be pre-selected by the consumer as his or her 
grocery store of choice. In certain instances, the consumer 
orders, via the Web portal 110, groceries to be delivered to his 
or her home. In certain instances, the consumer sWipes his or 
her frequent purchase card in the grocery store to retrieve the 
Cherry Coke. Hence, success rate associated With a Cherry 
Coke advertisement can be calculated by the media advertis 
ing application 102 using data captured from the consumer 
responding to the advertisement and the consumer purchas 
ing the advertised product. 
[0059] In an example of the opt-in feature of the Web portal, 
if a consumer places an order With a car dealership, via his or 
her Web portal 110, expressing interest for leasing a Mercedes 
Benz, that consumer may choose to opt out of all future 
interactive commercials corresponding to automobile leasing 
or purchasing. Likewise, the same “Mercedes Benz” con 
sumer may opt to receive commercials related to high-end 
automobile accessories. This creates system-Wide advertis 
ing ef?ciencies that promote optimiZed advertising cam 
paigns and bandWidth savings for cable companies and, at the 
same time, ensure a safe and friendly shopping experience for 
consumers. These savings are passed back to the advertising 
agencies in the form of reduced commercial avail costs and 
improved media campaign creative Which results in enhanced 
vieWing experience for consumers. 
[0060] In an example of the media advertising search 
engine 202, if a company is ranked relatively high by the 
search engine 202, then advertisements placed on the com 
pany’s Website 114 are likely to be charged more money per 
click than the same advertisements placed on a lesser-ranked 
Website 114. This is because advertisements With the higher 
ranked company are more relevant due to the reliability and 
popularity associated With the company’s Website 114. 
[0061] The foregoing description of the preferred embodi 
ment of the invention has been presented for the purposes of 
illustration and description. It is not intended to be exhaustive 
or to limit the invention to the precise form disclosed. Many 
modi?cations and variations are possible in light of the teach 
ing herein. 

1. A system for alloWing a consumer to track an advertise 
ment for a product, comprising: 

an equipment for capturing a response by the consumer to 
the advertisement delivered from a ?rst platform; 

a portal, provided from a second platform, for alloWing the 
consumer to execute a purchase-related activity associ 
ated With the product of the advertisement; 

an analysis application for storing and managing a trigger 
that correlates data associated With the consumer 
response to data associated With the purchase-related 
activity; and 

a server for displaying a plurality of triggers that alloW the 
consumer to at least track the advertisement selected by 
the consumer from the ?rst platform. 

2. The system of claim 1, Wherein the ?rst and the second 
platforms include at least one of a television, an electronic 
display, and a Website. 
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3. The system of claim 1, further comprising a Website 
accessible from the portal, Wherein the purchase-related 
activity associated With the product is performed via one of 
the portal and the Website. 

4. The system of claim 1, further comprising a head-end 
processor in communication With the equipment to receive 
the data associated With the consumer response and forWard 
the data to the analysis application, Wherein the equipment is 
a set-top box. 

5. The system of claim 3, Wherein the purchase-related 
activity includes the consumer performing one of data 
retrieval, data revieW, data cataloging, data deletion, purchase 
execution, and media content doWnload from at least one of 
the portal and the Website. 

6. The system of claim 3, Wherein the analysis application 
communicates to at least one of the consumer, a retailer and a 
media provider via at least one of the equipment, the portal 
and the Website to determine at least one of the data associated 
With the consumer response and the data associated With the 
purchase-related activity. 

7. The system of claim 6, Wherein the media provider is one 
of a cable company, a telephone company, a Regional Bell 
Operating company, a digital broadcast station, an over 
builder, and a direct broadcast satellite company. 

8. The system of claim 1, Wherein the trigger is embedded 
in content of the advertisement delivered to the consumer, and 

upon the consumer responding to the advertisement, the 
trigger captures the data associated With the consumer 
response and is forWarded, via the analysis application, 
to the portal for incorporation into a link on the portal. 

9. The system of claim 8, Wherein upon the consumer 
executing a purchase order via an activation of the link, the 
trigger is adapted to capture data generated from the executed 
purchase order. 

10. The system of claim 9, Wherein the trigger, including 
the data associated With the consumer response and the data 
generated from the executed purchase order, is transmitted to 
the analysis application for determining a measure of success 
of the advertisement. 

11. The system of claim 9, Wherein the purchase order 
includes a doWnload of at least one of music, video and 
textual content. 

12. The system of claim 9, Wherein the data related to the 
consumer response is adapted to reveal at least one of time of 
the consumer response, origin of the consumer response, and 
demographic information of the consumer. 

13. The system of claim 9, Wherein the data generated from 
the executed purchase order is adapted to reveal at least one of 
time, price point and location of the purchase order. 

14. The system of claim 3, Wherein the analysis application 
uses the trigger to track at least one of a doWnload of online 
content from the Website and a bandWidth associated With the 
doWnload for performing at least one of provisioning a band 
Width associated With a future doWnload and charging a fee 
for the future doWnload. 

15. The system of claim 1, Wherein the trigger is encrypted 
by the analysis application to conceal at least one of time of 
the consumer response, origin of the consumer response, and 
demographic information of the consumer. 

16. The system of claim 15, Wherein the encrypted trigger 
is decrypted inside of the analysis application for alloWing at 
least one of the time of the consumer response, the origin of 
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the consumer response, and the demographic information of 
the consumer to be matched to the data associated With the 
purchase-related activity. 

17. The system of claim 1, Wherein the trigger is accessible 
by at least one of a media provider, a retailer, and an advertiser 
from the analysis application for re?ning a strategy associ 
ated With advertising in a media advertising space. 

18. The system of claim 17, Wherein the media advertising 
space includes one of television space, Internet space, bill 
board space, publishing space, and direct mailing space. 

19. The system of claim 3, Wherein the analysis application 
includes a search engine that is adapted to provide a plurality 
of Websites based on a search term supplied to the search 
engine, Wherein 

the plurality of Websites are ranked according to informa 
tion revealed by a plurality of triggers corresponding to 
purchase orders executed from the respective Websites. 

20. The system of claim 3, Wherein a retailer performs at 
least one of offering a discount incentive, sending a reminder, 
and presenting a targeted advertisement to the consumer for a 
product related to the product from the advertisement via at 
least one of the ?rst platform, the second platform, the Web 
site, the portal, and a direct mailing address of the consumer. 

21. The system of claim 3, Wherein the portal assigns to the 
consumer at least one of an account and a passWord for 
secured access to at least one of the portal and the Website. 
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22. The system of claim 3, Wherein the consumer chooses, 
from at least one of the Website and the portal, to receive a 
second advertisement. 

23. The system of claim 22, Wherein a decision of the 
consumer to opt into the second advertisement is captured by 
the trigger and communicated to the analysis application 
from at least one of the Website and the portal. 

24. The system of claim 22, Wherein the consumer is 
adapted to opt out of the second advertisement from at least 
one of the Website and the portal. 

25. The system of claim 22, Wherein at least one of a 
frequency and a type associated With the second advertise 
ment is adjustable by the consumer. 

26. The system of claim 1, Wherein the data associated With 
the consumer response is communicated to the portal after 
content of the advertisement is compared to at least one of a 
rating, a passWord, and pre-selected content. 

27. The system of claim 1, Wherein at least one of the 
plurality of triggers alloWs the consumer to track a historical 
advertisement selected by the consumer from the ?rst plat 
form. 

28. The system of claim 1, Wherein the server displays the 
plurality of triggers from the portal. 

* * * * * 


