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A method whereby advertisers wish to deliver at least one of
offerings and advertising messages relative to at least one of
a product and a service to a target audience of users selected
by a system operator during an advertising campaign. The
method includes defining the users within the context of a
social network, selecting the users from among the users of
the social network, storing the information relevant to the
defined users and utilizing the information stored/defined
within the social network to deliver the messages to the users
in an optimal manner.
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=
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ADVERTISING AND INCENTIVES OVER A
SOCIAL NETWORK

CROSS-REFERENCE TO RELATED
APPLICATIONS

[0001] This application is a continuation of U.S. applica-
tion Ser. No. 11/512,595, filed Aug. 30, 2006 in the U.S.
Patent and Trademark Office, which claims priority to U.S.
Application No. 60/596,146, filed Sep. 2, 2005. All disclo-
sures of the document(s) named above are incorporated
herein by reference.

BACKGROUND OF THE INVENTION

[0002] 1. Field of the Invention

[0003] The present invention relates generally to marketing
over the Internet, and more particularly to a method for mar-
keting, advertising and offering incentives over a social net-
work implemented over the Internet.

[0004] 2. Description of the Related Art

[0005] The purpose of advertising is to influence people
into changing/enforcing behavior. In order to produce maxi-
mum effect using minimum resources promoters aim to tailor
the message to the target audience and to target message
delivery to the appropriate audience.

[0006] Additionally, a form of advertising called viral or
word-of-mouth has become increasingly popular in recent
years. The core concept is to seed” the advertised message
with a select group of the target audiences and have the
message spread by word-of-mouth.

[0007] In parallel, the concept of formalizing, modeling
and utilizing social networks has become popular in the Inter-
net industry. Numerous examples exist: MySpace, LinkedIn,
epinions, Amazon’s friends & recommendations and others.
Additionally, a large amount of academic work has been
published relating to the modeling of trust relationship within
a social network, on context-sensitive trust, on deriving the
trust relations from communication patterns, etc.

[0008] The prior art includes a Method and System to Uti-
lize a User Network Within a Network-Based Commerce
Platform, U.S. patent application Ser. No. 10/968,197, to
Mengerink, etal filed Oct. 18,2004. The application discloses
a method and a system to utilize a user network within a
network-based commerce platform. For example, the method
includes identifying atarget group including at least one other
user of the network-based commerce system based on at least
one group association rule, the at least one group association
rule being selected by a first user, communicating transaction
information to the identified target group, and facilitating the
transaction between at least one target user of the identified
target group and the first user, wherein the first user and the
identified target group have an existing relationship.

[0009] In U.S. patent application Ser. No. 11/000,707 to
Tseng, et al, filed Nov. 30 2004, titled: “Enhancing Virally-
Marketed Facilities”, disclose a method and apparatus for
enhancing a virally marketed facility. In one embodiment, the
invention is a method of operating a virally marketed facility.
The method includes measuring virality of the facility based
on a conversion rate and a propagation rate. The method also
includes determining potential options for increasing virality.
The method further includes executing potential options for
increasing virality. In an alternate embodiment, the invention
is a method of operating a virally marketed facility. The
method includes measuring virality of the facility. Also, the

Apr. 16, 2015

method includes determining potential options for increasing
virality. Further, the method includes concurrently executing
potential options for increasing virality.

[0010] The existence of social networks is well known,
allowing for ranking of more and less influential individuals,
etc. However, the use of a social network for more focused
delivery of advertising based on the opportunities available
with the advent of the Internet remains undeveloped.

SUMMARY OF THE INVENTION

[0011] Accordingly, it is a principal object of the present
invention to provide a system of targeted advertising utilizing
a social network.

[0012] Itisanother principal object of the present invention
to provide to achieve the goal of any advertising campaign,
which s to advance a message and communicate it in the most
convincing way to the target audience.

[0013] It is a further principal object of the present inven-
tion to identify key members of a social network and provide
them with incentives to review and then spread by word-of-
mouth the product or service in question, wherein minimum
resources are expended to produce maximum effect.

[0014] It is one other principal object of the present inven-
tion to provide advertisements and promotions to affect peo-
ple’s behavior by addressing them with information and
incentives.

[0015] A method is disclosed whereby marketers and
advertisers wish to deliver at least one of offerings and adver-
tising messages relative to at least one of a product and a
service to a target audience of users selected by a system
operator during a marketing/advertising campaign. The
method includes defining the users within the context of a
social network, selecting the users from among the users of
the social network, storing the information relevant to the
defined users and utilizing the information stored/defined
within the social network to deliver the messages to the users
in an optimal manner.

[0016] Applicable configurations:
[0017] Social network—can be MySpace, email, tele-
phone log;
[0018] E-Commerce sites, classified sites promoting

diverse products/services;
[0019] Context sensitive advertisement mediums (e.g.
search-engines); and
[0020] User forums (e.g. emails, blogs).
The social network can be comprised of one or more:
[0021] Integrated social network where accessibility to
all data is available;
[0022] Data mining existing social networks (e.g. MyS-
pace), limited to data available to public; and
[0023] Traceable virally distributed messages (e.g. cou-
pons, emails).
[0024] Media advertising, however, is only one of the ways
by which one learns of new products, services or events.
Another is word of mouth from friends, from business asso-
ciates, from professional reporters and reviewers who are
trusted, or even by watching celebrities who are enamored.
Such an approach has the advantage of combining informa-
tion with a relationship of trust. One trusts the origin of the
message, and hence the message.
[0025] A company’s reputation, for example, is built over
time from an extensive support network of word-of-mouth.
When close people refer to a supplier as reliable, one tends to
take that on faith.
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[0026] The importance of social contexts in distributing
messages has not escaped the notice of advertisers, and so was
born the concept of viral advertising. A message is “injected”
into the population to a select group and then spreads person-
to-person. Movies sometimes use this approach to create
excitement and large attendances in the opening weekend.
Another example is free/VIP passes offered to celebrities at
clubs and other entertainment venues.

[0027] In parallel, the academic research into social net-
works has matured into deployed systems: Friendster,
Linked-In, Amazon’s “Friends & Recommendations”, and
many other examples, which can be found, for example, at
http://en.wikipedia.org/wiki/Social network.

[0028] These implementations of social networks map the
interrelations between users. The idea is to ascertain which
users are more “central” than others, extract typical flows of
information between members, etc. The more central users,
those with whom more people communicate, to whom more
people listen and who more people trust are termed “opinion
leaders”.

[0029] Itis important to note that being an opinion leader is
a matter of degree. Some members of the social network have
more influence and higher ranking, and some lower. But there
is no clear distinction between opinion leaders and regular
users.

[0030] The present invention discloses embodiments
wherein the system described is separate from the social
network, which is owned/operate by some 3 party; and
embodiments where the system of the present invention
makes use of multiple social networks simultaneously. This
will be discussed in detail in the following sections.

[0031] The following differentiates between the present
invention and the prior art patents in the background in the
prior art findings.

[0032] The above-referenced application no. 20060085253
is referred to hereinafter as 253. The present invention,
referred to hereinafter as P1, concentrates on ways to encour-
age opinion leaders to advertise and market products or ser-
vices.

[0033] As such P1 addresses:

[0034] Inter-trust (not addressed by 253):

[0035] Sorting opinion leaders based on context (e.g. cat-
egory); and

[0036] Sorting opinion leaders based on non-contextual

(e.g. degree of separation) and contextual inter-trust (ratings

on one another’s’ reviews, communication level)

[0037] No-relations (as opposed to 253, claims 24, 33):

[0038] To leverage credibility P1 prefers opinion leaders

who are not biased, thus having no relations (direct or
indirect) with the advertiser. P1 targets only the most
influential users and motivates them to perform actions.

[0039] Transaction related:

[0040] P1 transactions are based on incentive to encourage

the user to try out a product. Rather than generating a pur-

chase order by auction or other means, P1 tries to get the

target user to try out the product and contribute his opinion.

[0041] P1 provides a review serving the advertiser’s ben-

efit. Thus, the transaction type can be broader than a purchase

or an auction.

[0042] Opinions dissemination:

[0043] The whole topic of opinions dissemination is disre-

garded by patent 253. In P1 each user can sort the opinions/

reviews by different criteria:

Apr. 16, 2015

[0044] Credibility—persuade consumers that are closely
related to the opinion leaders and trust them most;

[0045] Recentness—persuade consumers that are influ-
enced by the latest opinions; and

[0046] Quantity—persuade consumers that act on critical
mass/popularity. Intelligent incentives policy—

[0047] Further to ‘Opinions dissemination above, P1 stud-
ies the users’ online behavior and accordingly operates the
most efficient incentives policy:

[0048] Credibility—in case the target users’ are looking for
credibility (sort by relations), the incentives would be tar-
geted to more centralized opinion leaders

[0049] Recentness—where users’ sort by date of review,
incentives will be granted periodically

[0050] Quantity—where users’ sort by quantity, incentives
will focus on small crowds in order to leverage total quantity
[0051] Opinion leader credit—P1 incentives policy can
also account for the opinion leader’s cooperation level. This
approach can operate similarly to the “US credit program”
which entitles people to build their credit in a progressive
manner only after they have proven themselves in smaller
sums. P1 can adapt this scheme, letting opinion leaders enjoy
smaller incentives at first and gradually, when they enter
reviews and reviews of higher quality (e.g. attached videos,
pictures, better stories) they’ll be granted higher incentives.
Thus satisfied, creative customers are rewarded for creating
powerful word-of-mouth advertising.

[0052] System application/architecture: 253 discusses a
user network of a network-based commerce platform. P1 is
more diverse, extending to support and integrating one or
more social network sites, one or more commerce sites, one or
more reviews forum blog sites. These three can be united or
distributed. Exemplary applications:

[0053] eBay and Skype—powerful mix where the auction
site can utilize a social network partner to encourage opinion
leaders to generate a powerful buzz to leverage sales.

[0054] Classifieds mixed with social networks (e.g. MyS-
pace)—opportunity to attract opinion leaders from the social
network to tryout classified products and services, contribute
their word of mouth and help sales.

[0055] Scope of operation—P1 selects only the most prom-
ising and suitable social networks and operates on them
alone.

[0056] Campaign management—the whole issue of cam-
paign management arid the incentives budget management is
disregarded by 253.

[0057] The above-referenced application no. 20050216338
is referred to hereinafter as 338.

[0058] 338 focuses on viral effect measurement and the
options for increasing it. P1 also relates to this issue but in an
innovative way, and uses a more specific method of targeted
reputation building.

[0059] P1 may operate on numerous facilities rather than
one. P1 may not advertise to or act in the name of a single
restaurant or Web-site. P1 may connect a community (or
more) of opinion leaders with a community (or more) of
advertisers.

[0060] 338 disregards the whole cycle of reviews provi-
sioning.
[0061] P1 may operate on behalf of numerous advertisers,

as opposed to 253 and 338. P1 may aggregate a whole set of
advertisers that together gives the opinion leaders much more
added value in building their reputation and credit. After all,
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the opinion leaders have something to gain arid lose from the
aggregated total of offerings and not just from one advertiser.

Invention Overview

[0062] The system of the present invention is designed to
make full and rigorous use of social networks to achieve a new
level of advertising, primarily via word-of-mouth.

[0063] Using knowledge of the social network, in what
context the inter-personal connection is made and how
strong/trustworthy this connection is, the system of the
present invention allows an advertiser to deliver relatively
small scale, but very highly focused advertising, possibly
with associated incentives, to the key people in the most
appropriate communities in the sense of targeted social-net-
works.

[0064] This message would then propagate via the social
interaction, as modeled by the social network, and would not
only gain the advantage of free dissemination, but also would
benefit from the level of trust in which members of the social
network hold each other.

[0065] Alongside the original advertiser’s message, such as
product offering, the social network allows the addition of
user reviews, endorsements and other feedback. Thus, the
message may be either very significantly re-enforced by posi-
tive reviews from trusted members of the network, or
detracted.

[0066] In a preferred embodiment, advertisers specify the
message(s) they wish the system to deliver, and specify vari-
ous characteristics of the target audience. The system then
queries the social network(s) for the appropriate users and
delivers the message to them. In many cases, the advertisers
would be charged for this service.

[0067] To encourage endorsement of the advertiser’s offer-
ing, the advertiser would often attach incentives to the mes-
sage delivered to the opinion leaders. These may take various
forms, such as giveaways, early access to offerings or even a
cash giveaway. Note that the offering of the incentive predates
the generation of possible endorsement and is therefore not
directly linked to producing a positive review. When appli-
cable, the user may be given the incentive only after posting
his review of the product offering.

[0068] Insome instances, such as when the use of an incen-
tive requires reservation, or when the user receives the incen-
tive prior to making his opinion of the product known, the user
may be asked to pay a token fee to obtain higher chances that
the incentive will be used and a review will be generated.
[0069] There has thus been outlined, rather broadly, the
more important features of the invention in order that the
detailed description thereof that follows hereinafter may be
better understood. Additional details and advantages of the
invention will be set forth in the detailed description, and in
part will be appreciated from the description, or may be
learned by practice of the invention.

[0070] Additional aspects and/or advantages of the inven-
tion will be set forth in part in the description which follows
and, in part, will be obvious from the description, or may be
learned by practice of the invention.

BRIEF DESCRIPTION OF THE DRAWINGS

[0071] These and/or other aspects and advantages of the
invention will become apparent and more readily appreciated
from the following description of the embodiments, taken in
conjunction with the accompanying drawings of which:
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[0072] FIG. 1is a schematic block diagram of an overview
of the advertising campaign process, constructed in accor-
dance with the principles of the present invention;

[0073] FIG. 2 is a schematic illustration of the relationship
between a network and one embodiment of the system and
method for generating an incentive driven social network
advertisement, constructed in accordance with the principles
of the present invention;

[0074] FIG. 3 is an exemplary implementation of the sys-
tem breakdown into functional modules, constructed in
accordance with the principles of the present invention;
[0075] FIG. 4is ascreenshotofatypical user’s screen inthe
dedicated promotion system manifestation of the invention,
depicting typical element, constructed in accordance with the
principles of the present invention;

[0076] FIG. 5 is an exemplary screenshot of a Website
promoting businesses which uses campaign management to
promote advertised businesses by encouraging users to try out
the business and send a review in return for an incentive,
constructed in accordance with the principles of the present
invention;

[0077] FIG. 6 is a schematic Illustration of integration of
the campaign management system into a book store, con-
structed in accordance with the principles of the present
invention;

[0078] FIG. 7 is a block diagram of an enhanced product
review campaign management system, constructed in accor-
dance with the principles of the present invention;

[0079] FIG. 8a is an advertiser secured login into his
account, constructed in accordance with the principles of the
present invention;

[0080] FIG. 85 depicts an input display where the adver-
tiser specifies the parameters of a campaign, constructed in
accordance with the principles of the present invention;
[0081] FIG. 8C shows an exemplary embodiment of a sche-
matic diagram of a display screen for campaign management
presenting a list of active campaigns of a logged-in advertiser,
constructed in accordance with the principles of the present
invention;

[0082] FIG.9isaschematic block diagram of an exemplary
embodiment of a campaign database, constructed in accor-
dance with the principles of the present invention;

[0083] FIG.10isaschematic block diagram of a simplified
database scheme containing useful data, constructed in accor-
dance with the principles of the present invention;

[0084] FIG. 11 is a schematic block diagram of the user’s
rating database, constructed in accordance with the principles
of the present invention;

[0085] FIG. 12 is a schematic block diagram comparing
two users who were qualified for a campaign in terms of
contexts matching, constructed in accordance with the prin-
ciples of the present invention;

[0086] FIG.13 isaschematic flow diagram of an exemplary
embodiment of incentive budgeting for allocations to eligible
users, constructed according the principles of the present
invention;

[0087] FIG. 14 is a flow chart illustrating how the incentive
budgeting process iteratively integrates within the campaign
pricing procedure, performed according the principles of the
present invention;

[0088] FIG. 15 is an exemplary database schematic dia-
gram of a data structure for tracking users’ behavior in order
to evaluate campaign costs, constructed according the prin-
ciples of the present invention;
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[0089] FIG. 16 is a schematic diagram of the rewards state
for an exemplary embodiment of the present invention;
[0090] FIG. 17 is a schematic block diagram illustrating
two potential dissemination methods for coupons 1750 pub-
lished by opinion leaders, performed according to the prin-
ciples of the present invention; and

[0091] FIG.181saschematic block diagram of an overview
of the advertising campaign process concerning more than
one social network, constructed in accordance with the prin-
ciples of the present invention.

DETAILED DESCRIPTION OF THE
EMBODIMENTS

[0092] Reference will now be made in detail to the present
embodiments of the present invention, examples of which are
illustrated in the accompanying drawings, wherein like ref-
erence numerals refer to the like elements throughout. The
embodiments are described below in order to explain the
present invention by referring to the figures.

[0093] The principles and operation of a method and an
apparatus according to the present invention may be better
understood with reference to the drawings and the accompa-
nying description, it being understood that these drawings are
given for illustrative purposes only and are not meant to be
limiting.

[0094] FIG.1 is a schematic block diagram of an overview
of the advertising campaign process 100, constructed in
accordance with the principles of the present invention. An
advertiser 110, with inputs of campaign information 115 and
incentive information 117, provides input to search the social
network for users fitting the campaign requirements 120.
Then users are sorted by opinion-making order 130 and
incentives are distributed to the users 140. If the time runs out
or the contract is not fulfilled 150 the user is marked as having
forfeited the incentive 155. If the incentive is used the user is
marked as having used the incentive 163 and the spread of the
review is followed through the network, such as sent to
whom, who read it, etc 166. Finally, the user’s opinion-mak-
ers status is updated 170 and the cost to the advertiser is
calculated 180.

System Framework

[0095] The present invention can be implemented in any of
the following alternative embodiments:

[0096] a stand-alone Web site/portal with its own social
network;
[0097] an advertisement/incentive system integrated into

an existing social-network, community or commerce site;
[0098] a single system integrated into multiple existing
social-network, community or commerce site;

[0099] such an implementation will require identifying a
single user across multiple social networks, and most likely
be performed by a user identifying himself with a common
identifier in all member systems;

[0100] a standalone site integrating social network infor-
mation from multiple networks.

[0101] a similar inter-network identity matching will be
required; and
[0102] a standalone advertisement/incentive system data

mining one or more existing social-network, community or
commerce sites.

[0103] FIG. 2 is a schematic illustration of the relationship
between a network 230 and one embodiment of the system
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and method for generating an incentive driven social network
advertisement, constructed in accordance with the principles
of the present invention. Components appearing in the dia-
gram are as follows:

[0104] Social network sites 210—one or plurality of
social network sites 210 in which users’ profiles are
defined and the social ties between users are conceived
and developed over time;

[0105] the robustness of the social network can vary from a
full-fledged online site such as Friendster and MySpace down
to a simple list of friends connected to one another. In certain
manifestations, the interpersonal relationships may even be
generated by data mining past interactions, including extra-
neous collaborative systems, such as email databases or even
virally distributed messages.

[0106] Promoted items Web-server 240, either:

[0107] A dedicated Website which displays advertising
messages and offers incentives to users; or

[0108] One or a plurality of sites in which different items
(e.g. merchandise, articles, digital music files) are
offered (example: Amazon, iTunes, etc), To these items,
promotional messages and incentives may be attached
and viewed next to word-of-mouth (reviews) of people
who the social network indicates as trusted by the user;

[0109] Client 250—a device the user uses to access the
network. This may be a personal computer equipped
with a Web browser, an internet-enabled phone, an inter-
net-enabled television, PDA, etc.

[0110] The user may access any of the sites described
above—one of the social networks, a commerce site, the
dedicated promotional site, etc.

[0111] The linking of user identity across multiple sites
may be achieved by having the user explicitly creating the
link using the system of the present invention; and

[0112] Campaign management server 220, the system of
the present invention.

System Components

[0113] FIG. 3 is an exemplary implementation of the Cam-
paign management server 220, the system of the present
invention, breakdown into functional modules, constructed in
accordance with the principles of the present invention,

[0114] A users rating system 330 rates each user’s value
to each of his peers (accounting parameters such as
inter-trust level, communication volume, etc.) and to the
advertisers (accounting parameters such as activity
level, invited peers’ activity, etc.). It should be noted that
the rating may be context-sensitive, thus calculated per
context;

[0115] An users assigned incentives management sys-
tem 320 manages the lifecycle of an incentive from the
moment it was reserved by a user for more detail refer-
ence is made to FIG. 16, the “Rewards State Diagram”
below;

[0116] An incentives budgeting system 350 processes
the active campaigns and classify incentives to users
based on their ratings (e.g. social network influence,
correlation with campaign target audience specifica-
tions) and other optional rules derived from advertiser’s
or operator’s policies;

[0117] A payment and credit system 340 is a credit card
payment system through which a user and/or an adver-
tiser manage their account credit and charged for a com-
mission based on the pricing policy applied.
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[0118] A reviews management system 360 accumulates
reviews sent by users, ranks reviews based on the
author’s inter-trust in respect to its viewer, provide
reviews to promoted items Web-servers given the logged
in user identity, distributes new reviews to subscribed
users and more; and

[0119] A Web-server, which allows terminal clients run-
ning Web-browsers to connect through a secured HTTP
connection (or other protocol) to various administrative
tools related to described systems.

The User’s Perspective

[0120] This section depicts the system of the present inven-
tion as seen from the point of view of the end user. Several
possible manifestations of the invention are presented.
[0121] In certain embodiments of the system, the promo-
tional messages, incentives and social-network trust
enhanced reviews are not presented in a dedicated Website,
but are rather integrated into other sites, such as

[0122] E-Commerce retails sites (e.g. Amazon)
[0123] User aware search engines (e.g. Yahoo)
[0124] Social network sites (e.g. MySpace, Friendster)
[0125] E-mail server featuring targeted advertisements

(eg. Gmail)
[0126] Search engines featuring targeted advertisements
(e.g. Google)
[0127] Comparison shopping sites
[0128] Retailers catalog distributed by email
[0129] Examples of some possible manifestations are pre-
sented below.

A Dedicated System

[0130] Anexemplary embodiment ofthe system includes a
site dedicated to presenting the users with advertiser’s mes-
sages and associated incentives. In addition, the system will
promote the word-of-mouth advertising which it implements
by displaying most-endorsed offerings in the user’s area of
interest. Similarly, the system may promote higher incentives
by putting them in a more prominent placement then the
lower ones.

[0131] FIG. 4 is a screenshot of a typical user’s screen 400
in the dedicated promotion system manifestation of the inven-
tion, constructed in accordance with the principles of the
present invention. The logged-in user is identified by name
410 and the results are geographic-context sensitive 420. The
personalized recommendations/warnings of the businesses
reviewed by the user’s trusted friends and associates 430 are
listed, along with the personalized rewards the user is entitled
to, based on his influence upon social network members 440.
The system also shows awareness of social network of the
user 450.

Embedding in a Business Directory

[0132] Another possible embodiment of the present inven-
tion will integrate the word-of-mouth endorsement offerings
on pre-existing Yellow-Pages like site. This is by contrast with
the simple listings available on current sites, or listings
matched with anonymous reviews or reviews by those who
are unknown and not trusted by the user.

[0133] FIG. 5 is an exemplary screen shot of a Website
promoting businesses which use campaign management to
promote advertised businesses by encouraging users to try out
the business and send a review in return for an incentive,
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constructed in accordance with the principles of the present
invention. Elements worth noting are marked by arrows. A
logged in user identified by name 510 and the total incentives
to boost users’ activity is shown 520. Business rating based on
the reviewers’ trust by the logged in user (viewer) is given 530
and the personalized incentives offered to a specific user is
displayed next to promoted items or businesses 540.

Embedding Ina Commerce Site

[0134] In a possible manifestation of the system, the rec-
ommendations, incentives and information derived from the
social networks are embedded into an existing site, such as a
commerce, review or auction site.

[0135] FIG. 6 is a schematic Illustration of integration of
the campaign management system into a book store 600,
constructed in accordance with the principles of the present
invention. The campaign management system allows the
book publishers to promote their items effectively, while gen-
erating high quality reviews reaching large advocate audi-
ences of the reviewer. The user receives targeted incentives
next to the items. Upon clicking, a window presenting terms
of contract pops-up and once he accepts them, he can get the
discount coupon in email or in an online Web printable win-
dow or in other secured media 610.

[0136] InFIG.7,below, a further example of commerce site
integration is presented, in the form of an enhanced book
review campaign management system. Unlike existing
review mechanisms available, the present system allows the
user to view additional parameters of the reviewer, such as:

[0137] Trust level—denotes inter-trust between the user
and the author. Note, trust can also be in negative sense,
what’s known as distrust,

[0138] Degree the shortest path length connecting the
user with the reviewer

[0139] “‘Connected through x contacts”—through how
many close friends (ist degree) this reviewer can be
accessed.

[0140] Note that reviews originating from reviewer’s who
are not closely linked to the user on the social network are not
ranked, arid may even be discarded to leverage information
credibility, relevancy and reduce noise level.

[0141] FIG. 7 is a block diagram of an enhanced product
review campaign management system 700, constructed in
accordance with the principles of the present invention. Per-
sonalized information about the user relationship with the
reviewer is shown 705. An exemplary enhanced book review
is shown. Unlike existing review mechanisms available, the
present invention allows the user to view additional param-
eters of the reviewer’s, such as:

[0142] Gsa Trust level 710, which denotes inter-trust
between the user and the author. Note, trust can also be
manifested as distrust;

[0143] Degree 720, the shortest path length connecting
the user with the reviewer; and

[0144] “Connected throughx contacts™ 730, i.e., through
how many close friends (151 degree) this reviewer can
be accessed.

The Advertiser’s Perspective Sample Interface

[0145] FIGS. 8a-8¢ demonstrate display screens and input
screens presented to an advertiser accessing the campaign
management server in one exemplary embodiment of the
present invention:
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[0146] FIG. 8a is an advertiser secured login into his
account 810, constructed in accordance with the principles of
the present invention. FIG. 86 depicts an input display where
the advertiser specifies the parameters of a campaign 820,
constructed in accordance with the principles of the present
invention:

[0147] Gsd Campaign name—used as identifier for this
campaign
[0148] Target audience location—defines target audi-

ence residential location

[0149] Promoted item—the item the campaign is tar-
geted to promote/advertise

[0150] Max monthly budget—the maximal budget (total
discounts) the system is entitled to spend for this specific
item

[0151] Discount value—the value of the discount to be
granted to the “opinion leader”

[0152] Discount expiration time—the maximal period of
time the “opinion leader” can redeem his discount once
he has reserved it.

[0153] Note that the specific embodiment above does not
cover all methods of campaign definition as described in this
invention (and described both in the “claims™ and “descrip-
tion” sections).

[0154] FIG. 8C shows an exemplary embodiment of a sche-
matic diagram of a display screen for campaign management
presenting a list of active campaigns of a logged-in advertiser
830, constructed in accordance with the principles of the
present invention. This screen may be used for a campaign to
deactivate, reactivate, make budgetary changes and other
administrative tasks.

Definition of a Campaign

[0155] In the most basic manifestation, the advertiser
passes to the Present system (either by a Web interface, via an
electronic channel using an XML formatting, or by other
means), the definition of the campaign it wishes to launch.
The definition of the campaign includes multiple instances of:

[0156] The promotional message.
[0157] Typically the message would be “rich”—not only
text but also graphics, animation, etc. (possible format: Web
content).
[0158] Definition of the target audience:

[0159] Users’ Demographic context (filters on common

fields such as age, sex, education, address, etc).

[0160] Target users’ contexts of interest—a set of key-
words the campaign is associated with. These keywords
are to be matched with the targeted users’ contexts of
interest.

[0161] Information entered by the users into the social
network.

[0162] Behavioral information of the users within the
system, including but not limited to their track-record in
responding to advertisements and incentives.

[0163] Behavioral information of the users within the
social network, including but not limited to their ranking
within a specified context.

[0164] Information obtained from 3rt party resources,
such as data-mining of information available on the net
for each user.

[0165] Minimal requirements—for example minimal
size of target user social network

[0166] Cross-checking of information between the vari-
ous sources

Apr. 16, 2015

[0167] Incentive(s):
[0168] Target audience per incentive, as defined above.
[0169] The visual elements (text, graphics, etc.) associ-

ated with the incentive

[0170] Time limits
[0171] 'Type (see below section)
[0172] Value (dependent on the type, e.g. dollars, per-

centage of the marketed product or service)
[0173] Contract details (will be specified below, along-
side the handling of said contracts).
[0174] Beyond abstract messages, the advertised service or
product may specifically be linked to a listed items and/or
item categories representing for example:

[0175] Physical service—offering discount as incentive

[0176] Physical product manufacturer—offering a give-
away shipment on request as

[0177] incentive

[0178] Digital item such as MP3 music—offering free

download as incentive
[0179] Website domain—offering temporary subscrip-
tion as incentive
[0180] Book category under Amazon—offering dis-
count as incentive
[0181] From a perspective of the system, the advertisers
defined a set of incentives to be distributed to some or all of
the users to whom the campaign is delivered. The incentives
need not be homogenous, but instead may be of disparate
types and values. For example the incentive may be give-
aways, early or privileged (VIP) access, discounts, “limited
time offers”, etc.
[0182] Note that there is no restriction for a user to be
eligible to multiple incentive types in the same campaign.

Campaign Database

[0183] FIG. 9isaschematic block diagram of an exemplary
embodiment of a campaign database 310, constructed in
accordance with the principles of the present invention. FIG.
9 depicts an exemplary embodiment of the campaigns data-
base, which allows the advertiser to login 910. The advertiser
can initiate multiple campaigns. Each campaign addresses
one or more items presented in one or more Websites 930,
associated with one or more contexts, and the campaign data
includes budget management related information 920. In a
preferred embodiment the campaign database also includes
target audience specifications. The campaigns promote a
URL, which can represent a specific item or a wide selection
of products and services 940. In an alternative, the URL may
present a database record associated with a product/service,
not essentially published on the Web.

The Cost of a Campaign—Pricing by the System

[0184] In certain embodiments of the invention, the adver-
tiser may be charged for the campaign.

[0185] The pricing of services to advertisers may be as
simple as a flat fee, or as complicated as to take into account
the predicted impact of the campaign, which depends on the
whole social network structure and its history. Pricing may be
such that it can be determined before the campaign is
launched, or after the incentives have been used, or both. It
may depend on incentives actually used, actual spread of
word-of-mouth, etc.

[0186] Pricing may further depend on the parameters of the
users which have been offered the incentive and/or users
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which have reserved the incentive and/or that successfully
completed the task and received the incentive. Said param-
eters may include all those used to specify the target audience
of the campaign.

[0187] For the both cases, the definition of the campaign
may include budgetary considerations. The advertiser may:

[0188] Manual budgeting: Send a proposed campaign
definition to the system to be priced and to calculate
projected market impact, adjust the campaign accord-
ingly, re-price, etc. until the goal target is met.

[0189] Automatic budgeting: Specify a specific budget
available and indicate which of the target audience defi-
nitions should be adjusted to fit the budget.

[0190] Of course, as said charge may depend on, among
other considerations, the size of the target audience and the
ranking of members within the social network, advertisers
would have to consider how much to invest in the campaign,
with more money giving both higher quality and a higher
number of users to whom the message is communicated.
[0191] A good example of'this is the prime opinion leaders.
The system of the present invention is aware of how many
messages overall opinion leaders are sent, and realizes that
over a certain number the impact of every specific message
decreases.

[0192] This allows for an embodiment of the invention
whereby advertisers bid on pricing of services so as to have
their message delivered and/or incentive offered to users of
higher rank in the social network and/or have better match to
target audience and/or are more likely to make use of the
incentive.

[0193] Itis clear that planning an advertising campaign is a
complicated matter—both as related to cost and as related to
projected impact. In certain embodiments, the system may
therefore provide assistance to advertisers in the planning
stages:

[0194] Providing results of previous campaigns, simu-
lating impact of new campaigns, etc., taking into
account an advertiser’s budgetary and other limitations.

[0195] The process of defining a target audience may be
“interactive”: the advertiser sends a proposed “audience
filter” to the system (by demographics, ranking as opin-
ion-maker, context, etc.) and the system returns the num-
ber of users who fit the match and statistical information
regarding said group. Details of individual users will
typically not be returned, both for reasons of privacy and
to maintain control of the advertising channel within the
system.

User Information

[0196] The system composes a comprehensive user view
from the available resources (e.g. user registration profile,
social network sites, data mining results, etc). A typical view
may comprise of:

[0197] A Unique user identifier (e.g. user name)

[0198] User profile—personal details (e.g. name,
address, sex, age)

[0199] User social network—contacts the user is con-
nected with in his social network scope (up to a certain
degree)

[0200] User contexts of interest—a set of contexts the
user is interested and/or active in. In this regard the
system maintains a record regarding the activity level in
each context.
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[0201] FIG. 10is a schematic block diagram of a simplified
database scheme containing useful data for a social network
database 1000, constructed in accordance with the principles
of'the present invention. The data includes 1st degree friends
1020 of a user 1010 and a user’s activity 1030 within his
contexts of interest. Contexts can represent a set of keywords,
line of interest or other kind of classification scope.

[0202] Asdescribed above, the exact implementation of the
social network is outside the scope of this patent (and in
certain embodiments may be outside the scope of the Present
system). To make things clear, however, listed below are
several ways in which the user’s context could potentially be
derived within the social network:

[0203] Areas of interest stated explicitly by the user.
These may be in a professional, recreational or adver-
tisement-specific context.

[0204] Ifthesocial system contains a home page, blog or
other ways of personal expression, the text itself may be
analyzed, as is done by search engines.

[0205] Bookmarks and external links maintained by the
user within the social network.

[0206] A context may be enforced by close ties to people
belonging to the same context, forming a context-centric
community.

User Rating—a Measure of Influence

[0207] As in the real world, the conjuncture of a social
network structure and contexts, allow people to be opinion
leaders in one field, but not in another.
[0208] An example of such context dependence may be as
follows: Linus Torvald may be generally considered an opin-
ion-maker in the Linux context, but his opinions regarding
good plumbers in Bangalore are held in significantly lower
regard.
[0209] The system models these relations using users rating
database. It is generated from one or a plurality of social
network databases. In addition to the context activity of the
user, it rates all the user’s social network members (limited by
max degree) connected to this user in parameters implying on
the inter-trust between the user and the contact at each context
of mutual interest. These parameters can include: total
reviews authored by contact and responded by user, total
questions initiated by the user to the contact and the total
reviews authored by the contact, but which may have been
contradicted by the user’s reviews or voting.
[0210] More implicit rating related indicators may also be
used in form of user-to-user interactions (e.g. messages,
impressions, etc.) and other activities performed in the scope
of a group/affiliate.
[0211] It should be noted that it’s the system responsibility
to maintain and update this database in order to project cur-
rent inter-trust state.
[0212] FIG. 11 is a schematic block diagram of the user’s
rating database 1100, constructed in accordance with the
principles of the present invention. User’s rating database
1100 provides information about the user 1110, the context
1120 and the content rating 1130.
[0213] Inanother embodiment of the invention, other infor-
mation sources for a user’s contexts of interest may be
deduced from:

[0214] The marketed items Web-server/s in which the

user search and browse
[0215] The campaign management server in which the
user expresses and exercises incentives.
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Targeting Users Participating in the Campaign

[0216] The parameters of context and social connection
between the various people are merged into a unified ranking
of users as related to a specific advertising campaign.

[0217] As specified above, multiple concurrent parameters
exist for the selection of the target audience. Some are easily
implemented (such as age or sex), while some are not. Below,
is a discussion of the more subtle criteria.

[0218] One of the primary ways of selecting a target audi-
ence is by contexts with which both the users and the adver-
tisement are associated. The advertisement context is stated
explicitly by the advertiser, whereas the user’s keywords are
extracted from the social network and other available user
information, such as demographic details.

[0219] The present invention may also take into account
overlap between contexts and the context’s relative scope. For
example, “iMac” is a context which is part of the more gen-
eralized “computer” context. The “iPod” and “mp3” contexts
are strongly related, while “iPod” and “radishes” are not. The
creation/derivation of the context map is outside the scope of
this patent. The use of this map for advertising over a social
network is not.

Targeting Incentives to Participant Users

[0220] It is clear, however, that simply targeting specific
influential users with messages may be insufficient, as the
users have little motivation to echo the message. To this end,
an advertiser may elect to couple the message with an incen-
tive. The range of possible incentives is vast, and generally
well known.

[0221] The system than elects the optimal distribution of
incentives to higher and lower ranked opinion leaders as to
achieve maximum impact. As part of this process, the con-
junction of user contexts and user ranking within said context
can be combined in a multitude of ways. For example, the
system may first find the strongest opinion leaders, and then
filter out those unrelated to desired contexts, or the system
may first filter the users to those of the desired context and
then rank them by influence. A typical manifestation of the
system, however, will do neither of these extremes, but
instead assign a (non-linear) weight function to match of user
to context and (non-linear) weight function of user influence
and combine the two.

[0222] FIG. 12 is a schematic block diagram comparing
two users who were qualified for a campaign in terms of
context matching, constructed in accordance with the prin-
ciples of the present invention, On the left side a user ranked
as highly trusted 1210 thanks to strong inter-trust streaming in
from his social network members. Thick arrows denote a high
inter-trust level flowing in. Conversely, on the right-side is
shown a lowly trusted user 1220, who wins less trust from
fewer of his network members. In this specific scenario,
highly trusted user 1210 may be privileged to get a higher
reward or other preference over less trusted user 1220. Note,
that both users may belong to the same social network, but
still may be reward discriminated due to inter-trust differen-
tiation.

[0223] When the system operates over several social net-
works, the optimization may span the networks.

[0224] As the question of user influence ranking is of high
importance, the system may seek to periodically validate a
user’s ranking by targeting said user an incentive above the
level he is usually presented with, thus increasing the chance
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the user will take part in the campaign, and subsequently
follow the impact that user’s opinion had on other users.
[0225] FIG. 13 is a schematic flow diagram of an exemplary
embodiment of incentive budgeting for allocations to eligible
users, constructed according the principles of the present
invention. Incentive budgeting begins with the extraction of
all users whose profiles correlate with the specification of the
target campaign audience, i.e., above a predefined threshold
1310. Next, calculate each target user’s “importance” per-
ceived by all other target user participants 1320 and distribute
incentives to target users by sorting the target users by
weighted importance and sharing their incentive eligibility
based on time 1330. Required data is extracted from the
Social Network database (may also be data mined), Users
rating database and the Campaigns database 1325. An exem-
plary campaign of one month is depicted 1335. The resulting
data tables show the Target User 1341, the User Correlation
Factor with the Campaign Target Audience 1342, the
Weighted Importance 1343 and the Incentive Eligible Since
Date 1344.

[0226] When the system of the present invention spans
multiple social networks and/or sites, the system may distrib-
ute the incentive to several networks/sites, optimizing distri-
butions for best predicated impact.

[0227] FIG. 14 is a flow chart illustrating how the incentive
budgeting process iteratively integrates within the campaign
pricing procedure 1400, performed according the principles
of the present invention, Once the advertiser specifies the
campaign 1410, the incentive budgeting is executed to gen-
erate results used to evaluate campaign costs 1420, as detailed
in Table I below. If the campaign is out of budget and there is
a need to fine-tune 1430, the advertiser can fine-tune the
campaign specifications 1435, e.g., by increasing the budget,
playing with other campaign settings such as the threshold of
target users correlation factor with the campaign target audi-
ence and/or, targeting smaller users group by selecting amore
focused geographical region, etc. Once fine-tuning is com-
plete, the advertiser can save the campaign for launch or
discard the campaign 1440.

[0228] FIG. 15 is an exemplary database schematic dia-
gram of a data structure for tracking users’ behavior in order
to evaluate campaign costs 1500, constructed according the
principles of the present invention. The monitored behaviors
of'auser 1510 are context-sensitive 1520 and can be managed
as an extension of the users’ ratings database, with reference
to FIG. 11 above. FIG. 15 shows tracking of the user’s aver-
age number of times within a month he gets impressions of
incentives, within a specific context 1520, and his tendency to
act upon them by reserving incentives. This is referred to as
“the incentive reservation conversion rate 1530”.

[0229] Table I, below, is an exemplary formulation of an
equation to evaluate total campaign cost where the advertiser
is charged for campaign registration fees, cost-per-incentive-
impression and cost-per-incentive-reservation, formulated
according the principles of the present invention. Payment for
later word-of-mouth dissemination is not included. The pric-
ing also compiles each opinion leaders “weighted impor-
tance,” with reference to FIG. 11 above, in such a way that
when more influential opinion leaders reserve an incentive
the charge is higher than less influential ones.

[0230] This is all in the context of the campaigns’ target
audience specifications. Note that while this is a compara-
tively simple embodiment, it can easily be expanded to com-
pile more intricate behavioral hints, in conjunction with addi-
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tional database acquisition of statistics related to users’
conversion rates and other actions. For example, the conver-
sion rates can also account for a broader scope of the conver-
sion rates beyond the scope of the user. Another option is to
weight the advertiser incentive value compared to others
offered to a specific user. After all there is a higher probability
that the opinion leader will choose the more valuable incen-
tive.

TABLE I
Crorat Forecast monthly campaign cost
Ry Campaign registration fees
U Collection of target users
u A single target user
F,,.(w) Forecast of total incentives impressions
Creserve(ll) Cost per incentive reservation
Converel Costs of converted incentives reservations
I(w) User’s weighted importance
Lonaun (W) User’s average monthly impressions

Epponmn(W) Incentive eligibility over month
(see FIG. 13 “incentive eligible since date™)
R(w) User’s incentive reservation conversion rate

Cuorat = Reg + | Fing@) X Creserve @ + Coamers (0) X Iw)

uel
Fins (@) = Lnonaty (@) X Eponrity (W)

Ceonverr (1) = Creserve (W) XR(w)

Centives Lifecycle

[0231] From the perspective ofthe user, the system presents
him with a list of messages with associated incentives. The
user may elect to make use of them or not.

[0232] Some incentives will have time limits (which may,
of course, be different to different user ranks). Some incen-
tives may be mutually exclusive with others (a user may elect
to take incentive A or incentive B, but not both).

[0233] Some incentives will have conditions attached. For
example:
[0234] Gs An opinion leader will get his money back for

purchase of product X provided she writes a review of

said product/service.

[0235] An incentive is given only if user elects to
purchase a minimum amount of goods or services
from advertiser.

[0236] More than one condition may also apply (for
example, write a review and send messages to 5 other
users notifying them of the new review).

[0237] A free giveaway is given only if the user commits

to promote/advertise the product service.

[0238] In cases conditions apply, users must consent to the
terms prior to reserving and subsequently receiving the incen-
tive.
[0239] Insome cases, however, a condition need not apply.
For example: night clubs may provide free VIP tickets to
movie starts and fashion models, content with having them be
seen in their establishment.
[0240] When incentives are dependent on some action by
the user, said action may have a time limit. In some cases, a
user will be required to indicate he intends to take advantage
of'an incentive (such as a theater ticket, for example) and that
incentive will be reserved (allocated to it). In some embodi-
ments the choice to make use of an incentive may incur a price
on the user.
[0241] Alternatively, in some embodiments, failure to act
on an incentive once reserved” may result in a penalty,
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whether monetary or otherwise (such as lowering his scope as
an opinion leader, and hence leading to lesser incentives be
offered to him in the future).

[0242] Conversely, a user may announce he declines the
incentive, in which case the incentive may be re-offered to
another user. This may also occur automatically after the
period for which the incentive is offered has lapsed.

[0243] FIG. 16 is a schematic diagram of the rewards state
for an exemplary embodiment of the present invention.

[0244] On reservation 1620—the campaign budget is
updated, making the incentive value on reserve.

[0245] On abort 1650—reverse the checkout operation
in sense of campaign budget
[0246] Incentive authenticated 1640—the campaign

budget is updated, the formerly reserved incentive is
now spent after having been paid 1630.

[0247] Closed-on-penalty 1660—user is charged by
penalty fees for reserving an incentive but not using it.
[0248] Closed-on-review 1670—review is dissemi-

nated among target user’s 1610 social members.

[0249] Closed-on-expiration 1680—as in “upon abort”,
the campaign budget is rolled back

[0250] FIG. 17 is a schematic block diagram illustrating
two potential dissemination methods for coupons 1750 pub-
lished by opinion leaders, performed according to the prin-
ciples of the present invention. The opinion leader is free to
advertise his opinion wherever he likes. That includes emails
1720, forums and personal blogs 1730, social network user
pages 1730, groups, etc. Anyone interested can click the
attached coupon hyperlink and print a coupon 1740 of the
promoted item (product/service).

[0251] The coupons, for example, provide simple links
directing to promotional online resources (e.g. video clips,
articles). What’s important to note is that these links, just like
the coupons, can be monitored to allow measurement of opin-
ion leader’s influence.

[0252] In this embodiment the opinion leaders can help
advertise/market an item (e.g. a product or service) by dis-
tributing coupons, which are delivered in the context of a
personal recommendation written by them.

[0253] This approach has several benefits:

[0254] 1. Vast exposure in any online medium—there is no
need for integration with any 3 party. It only involves the
operator and the public online resources available to all (e.g.
forums, blogs, social networks, etc).

[0255] 1I. Advanced compensation schemes—exact mea-
surement of the actual sales and exposure originated by each
opinion leader. This measurement enables new compensation
schemes, such as revenue sharing, performance based con-
tracts, etc.

[0256] One of the principal objects of the present invention
is to keep track of the opinion leaders’ viral influence. For this
aim Table ha illustrates a simple database capable of tracking
the disseminated coupons described above. This data is even-
tually utilized to check the opinion leader’s performance thus
promoting/demoting his status.

TABLE LLA

CAMPAIGN COUPONS DATABASE

campaignld
promotedItemid
discount percentage
terms of use
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TABLE LLA-continued

CAMPAIGN COUPONS DATABASE

total coupons
total printed coupons
total exercised coupons

[0257] Table Ila provides an addition to the campaigns
database. The table comprises general coupon information
and statistics about its current usage.

[0258] Table IIb tracks the converted coupons. The conver-
sion may be of several kinds:

[0259] Coupon print
[0260] Coupon exercising
[0261] Call for more info
[0262] Beyond historical records, this conversion data

serves the operator in updating the opinion leaders’ status.
Opinion leaders that did well are promoted and others may
even be demoted when not meeting minimal benchmarks.

TABLELLB

COUPON USAGE

couponld
camapignld
opinionLeaderId
printedOn: date
calledUpon: boolean
expirationDate: date
exercisedOn: date

Opinion Leaders’ Inter-Trust Maintenance

[0263] Once the user has been presented with the message
(regardless of incentives, but especially when a user com-
ments/reviews an offering), the system will monitor the
spread of his comment to other users within his social net-
work. This will then feed back into the social network and
strengthen or weaken the opinion leader’s ranking.

[0264] Another factor of importance is this regard is
whether, in instances where the review is quantitative,
whether the opinion of the opinion leader is echoed by others,
or contradicted by them. One possible implementation of this
can be a voting mechanism in which a user can vote for or
against a review.

Campaign Benefits Reputation

[0265] In many cases, the benefit of the advertiser is in the
dissemination of the opinion leader’s response to their social
network members. This dissemination can take form in mul-
tiple ways, for example:

[0266] Nextto the advertised item, display a list of opin-
ion leaders, which have responded to it. The list may
include the respondents’ personal details, day of
response and other response information such as their
authored reviews, purchase dates, etc.

[0267] Calculate an overall, reputation score to the
advertised item—weight the opinion leaders’ response
(e.g. positive vote, negative vote, assigned customer sat-
isfaction grade) with their personal inter-trust by the user
(viewer)

[0268] Next to the advertised item, display statistics
about the actions performed by the opinion leaders, such
as total views, amount of coupons printed, etc.
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Contexts

[0269] The system maintains information regarding the
coupling and overlap between the various contexts. For
example: the “flowers” and “muscle car” contexts are unre-
lated, “flowers” and “anniversary” are related, whereas “lil-
ies” is a sub-context of “flowers”.

[0270] The definition of contexts and their interrelations is
not unique to the system of the present invention. It is present
in many search engines (Google, Yahoo, MSN, etc) as in their
attached advertising systems. This is a tool which may be
used by the present invention and is not part of the claimed
invention.

[0271] The present invention aims to capture and model
trust relationships in the real world. This implies:

[0272] It is intended to trust those with wide-spread
reputation in the field.

[0273] Itis intended to trust those close to us in their field
of expertise (if my brother is a medical doctor, I would
tend to trust his recommendations beyond those of a
doctor unknown to me of equal qualifications and repu-
tation).

[0274] Trust is transitive. Meaning if I trust X and X
trusts Y, then one may assume that I trust Y (at least to
some degree).

[0275] Ranking of trust within the context of a social net-
work is outside the scope of this patent. It may be performed
in a myriad of ways, and extensive work has been done on the
subject. In particular, reference is made to a provisional
patent application by the applicant of the present invention. A
few references discuss social network trust algorithms:

[0276] Gs“Bandwidth and Echo: Trust, Information, and
Gossip in Social. Networks”, December 2000, Ronald S.
Burt, University of Chicago and INSEAD, http://www.
google.com/urPsa=U&start=1 &p=http:Ilasbwww.

uchicago, edu/fac/ronald burtlresearchfB  %26E.
pdf&e747
[0277] “Extracting reputation in Multi Agent Systems by

Means of Social Network Topology”, Josep M. Pujol,
Ramon Sanguesa, Jordi Delgado, University of Catalo-
nia http://ccs. mit.edu/dell/reoutationlp467-pujol. pdf
[0278] “‘Supporting trust in Virtual Communities”,
Alfarez Abdul-Rabman, Stephen Hailes, University
College London
[0279] http://www.cs. ucl.ac. uk/staft/F.AbdulRahman/
docs/hicss33. Pdf
[0280] ““Trust Network-based Filteringto Retrieve Trust-
worthy Word-Of-Mouth Information”, Hironmitsu
Kato, Yoshinori Sato, Takashi Fukumoto, Koichi
Homma, Toshiro Sasaki, and Motohisa Funabashi, Sys-
tems Development Laboratory, Hitachi Ltd. http:/
wwww.vs.inf.ethz.ch/events/ubicomp2003sec/papers/
secubio3 p05.pdf
[0281] FIG. 18 is aschematic block diagram of an overview
of the advertising campaign process concerning more than
one social network, constructed in accordance with the prin-
ciples of the present invention. Multiple social networks are
searched for users meeting the campaign requirements 1810,
for example by demographics 1815. Users that are missing
any valuable demographic necessary for the campaign are
sent surveys to complement this information and achieve
better targeting 1820, e.g., for seating arrangements, “smok-
ing or non-smoking?” 1825.
[0282] The next step is to filter out from the selected users
group, users that are not eligible to get incentives 1830, e.g.,
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blocked users, etc. 1S35. Once the final list of participant
users is obtained, independently grades each social network
to which they belong 1840, by weighting factors that concern
the whole network scope, rather than an individual scope (e.g.
advertisers current reputation, overall competition, total users
answering campaign profile, etc) 1845. The graded networks
are sorted according to the users with the most potential I 850,
and those, accordingly, are passed for further sorting into
opinion-making order 1860 (with reference to step 130, FIG.
1 described above).

[0283] Having described the present invention with regard
to certain specific embodiments thereof, t is to be understood
that the description is not meant as a limitation, since further
modifications will now suggest themselves to those skilled in
the art, and it is intended to cover such modifications as fall
within the scope of the appended claims.

[0284] Although a few embodiments of the present inven-
tion have been shown and described, it would be appreciated
by those skilled in the art that changes may be made in this
embodiment without departing from the principles and spirit
of the invention, the scope of which is defined in the claims
and their equivalents.

1-20. (canceled)

21. An advertising method implemented by at least one
computing device, said advertising method comprising:

obtaining information from a social network, said informa-

tion describing interactions of users via said social net-
work;

determining influence of some of said users on others of

said users via said social network from said information;
and

computing a reward based on said influence for at least one

of said users.

22. The method of claim 21, wherein said information
describes status updates communicated via said social net-
work.

23. The method of claim 21, wherein said information
describes content sharing that was performed via said social
network.

24. The method of claim 21, wherein said reward is a
nonmonetary reward.

25. The method of claim 24, wherein said nonmonetary
reward includes an indicator that is viewable via a profile of
said at least one of said users in said social network.

26. The method of claim 21, wherein a notification of said
reward is communicated via an email.

27. The method of claim 21, wherein said determining
influence is based at least in part on a number of communi-
cations involving said reward that were communicated via
said social network that were initiated by each user that
caused subsequent communications via said social network.

28. The method of claim 21, wherein said determining
influence includes computing an influence graph.

29. The method of claim 21, wherein:

said reward is one of a plurality of rewards,

said plurality of rewards is based on at least one criterion

used in said determining influence; and

said plurality of rewards is arranged in a hierarchy accord-

ing to said at least one criterion.

30. An advertising method implemented by at least one
computing device, said advertising method comprising:

computing an effect of a reward, associated with a product

or service, on communications via a social network
between users of said social network; and
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employing information relating to said effect to generate a
display in a user interface to show said effect of said
reward.

31. The method of claim 30, wherein said employing
includes indicating a monetary amount that is chargeable to a
provider of said product or service regarding said reward.

32. The method of claim 31, wherein said monetary
amount is based at least in part on said effect.

33. The method of claim 30, wherein said reward is asso-
ciated with user profiles of said social network.

34. The method of claim 30, wherein said reward is a
nonmonetary reward that is configured to recognize one or
more of said users of said social network that initiated com-
munications regarding said product or service.

35. The method of claim 30, wherein said computing of
said effect is based at least in part on a number of communi-
cations involving said reward, communicated via said social
network that were initiated by each of said users, respectively,
that caused subsequent communications via said social net-
work.

36. At least one tangible computer-readable medium com-
prising instructions stored thereon that, responsive to execu-
tion on a computing device, cause the computing device to:

determine influence of a plurality of users of a social net-
work on each other;

ascertain designated users of said plurality of users who are
to receive a reward based on said influence; and

communicate a notification of said reward to said desig-
nated users via accounts of said designated users in said
social network.

37. At least one tangible computer-readable medium of
claim 36, wherein said influence is based at least in part on
multiple communications involving said reward that were
communicated via said social network and that were initiated
by each of'said plurality of users, respectively, which multiple
communications caused subsequent communications via said
social network.

38. At least one tangible computer-readable medium of
claim 36, wherein said rewards are arranged in a hierarchy
according to one or more criteria.

39. An advertising method comprising:

obtaining data, using at least one computing device, that
describes interaction of users via a social network, said
interaction pertaining to anumber of mentions of'a prod-
uct or service by said users;

determining influence, using said at least one computing
device, of one or more of said users on other ones of said
users via said social network from said obtained data,
said influence being based at least in part on said number
of mentions of said product or service; and

configuring a reward, using said at least one computing
device, to be associated with at least one of said users
based on said influence, said reward being associated
with a user profile that is displayed in conjunction with
status updates originated by said at least one of said users
in anetwork feed of at least one other of said users of said
social network.

40. The method of claim 39, wherein said data describes

status updates communicated via said social network.

41. The method of claim 39, wherein said data describes
content sharing that was performed via said social network.

42. The method of claim 39, where said determining influ-
ence includes computing an influence diagram.
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43. A method executing on one or more computing devices,
the method comprising:

transmitting, using said one or more computing devices, an

electronic advertisement to a computing device ofa user,
wherein said electronic advertisement includes an invi-
tation for said user to receive a non-cash benefit in return
for allowing an advertiser associated with said electronic
advertisement to utilize one or more aspects of an
account of said user on a social network on behalf of said
advertiser, wherein said social network comprises a ser-
vice on which said user can post messages, and wherein
said social network comprises accounts for each of one
or more co-users of said social network and said account
of said user is connected to said accounts of said one or
more co-users of said social network;

receiving, using said one or more computing devices, an

indication that said user has accepted said invitation for
said non-cash benefit; and

in response to said receiving said indication, performing at

least one action on behalf of said advertiser relating to
said account of said user on said social network.

44. The method of claim 43, wherein said non-cash benefit
comprises a discount on a product or service provided by said
advertiser.

45. The method of claim 43, wherein said non-cash benefit
comprises access to at least one of a product, a service and
information to which said user did not previously have access.

46. The method of claim 43, wherein said user allowing
said advertiser to utilize one or more aspects of said account
of'said user comprises said user agreeing to post a message on
said account of said user on said social network, wherein
performing said action on behalf of said advertiser comprises
transmitting data responsive to which said message is posted,
wherein said message is related to at least one of said adver-
tisement and said advertiser.

47. The method of claim 43, further comprising:

receiving interaction data relating to an interaction of one

or more co-users of said social network with a posted
message; and

storing derived data based on said interaction data in a

memory and providing said advertiser with access to
said derived data.

48. The method of claim 47, wherein said non-cash benefit
is based at least in part on said interaction data.

49. The method of claim 43, wherein said performing said
one or more actions on behalf of said advertiser comprises
storing social network data relating to said social network of
said user in a memory and providing said advertiser with
access to said social network data.

50. The method of claim 49, wherein said social network
data comprises a list of said co-users with which said user is
connected in said social network.

51. The method of claim 49, wherein said social network
data comprises profile information associated with said user
on said social network.

52. The method of claim 49, wherein said non-cash benefit
is based at least in part on said social network data.

53. The method of claim 52, wherein said non-cash benefit
is based at least in part on a number of co-users with which
said user is connected through said social network.

54. The method of claim 43, wherein a confirmation mes-
sage is provided to said user and said confirmation message
includes information usable by said user to access said non-
cash benefit.
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55. A communications apparatus comprising:
at least one computing device operably coupled to at least

one memory and configured to:

transmit an electronic advertisement to a computing
device of a user, wherein said electronic advertise-
ment includes an invitation for said user to receive a
non-cash benefit in return for allowing an advertiser
associated with said electronic advertisement to uti-
lize one or more aspects of an account of said user on
a social network on behalf of said advertiser, wherein
said social network comprises a service on which said
user can post messages, and wherein said social net-
work comprises accounts for each of one or more
co-users of said social network and said account of
said user is connected to said accounts of said one or
more co-users of said social network;

receive an indication that said user has accepted said
invitation for said non-cash benefit;

in response to said indication, perform at least one action
on behalf of said advertiser relating to said account of
said user on said social network; and

in response to said indication, transmit benefit data to
said user that is configured to provide said user with
access to said non-cash benefit.

56. The apparatus of claim 55, wherein said non-cash ben-
efit comprises a discount on a product or service provided by
said advertiser.

57. The apparatus of claim 55, wherein said non-cash ben-
efit comprises access to at least one of a product, service, or
information to which the user did not previously have access.

58. The apparatus of claim 55, wherein said at least one
computing device is configured to perform said at least one
action on behalf of said advertiser by transmitting responsive
data, responsive to which a message is posted on said account
of said user on said social network, said message being
related to at least one of said advertisement or said advertiser.

59. The apparatus of claim 55, wherein said at least one
computing device is configured to:

receive interaction data relating to an interaction of one or

more co-users of said social network with a posted mes-
sage; and

store derived data based on said interaction data in said at

least one memory and provide said advertiser with
access to said derived data.

60. The apparatus of claim 59, wherein said non-cash ben-
efit is based at least in part on said interaction data.

61. The apparatus of claim 55, wherein said at least one
computing device is configured to perform at least one of said
at least one action on behalf of said advertiser by storing
social network data, relating to said social network of said
user, in said at least one memory and providing said advertiser
with access to said social network data.

62. The apparatus of claim 61, wherein said social network
data comprises a list of said co-users with whom said user is
connected in said social network.

63. The apparatus of claim 61, wherein said social network
data comprises profile information associated with said user
on said social network.

64. The apparatus of claim 61, wherein said non-cash ben-
efit is based at least in part on said social network data.

65. The apparatus of claim 64, wherein said non-cash ben-
efitis based at least in part on a number of co-users with whom
said user is connected through said social network.
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66. A computer-readable medium having instructions
stored thereon that, when executed by a processor, cause said
processor to perform operations comprising:

transmitting an electronic advertisement to a computing

device of a user, wherein said electronic advertisement
includes an invitation for said user to receive a non-cash
benefit in return for allowing an advertiser associated
with said electronic advertisement to utilize one or more
aspects of an account of said user on a social network on
behalf of said advertiser, wherein said social network
comprises a service on which said user can post mes-
sages, and wherein said social network comprises
accounts for each of one or more co-users of said social
network and said account of said user is connected to
said accounts of said one or more co-users of said social
network;

receiving an indication that said user has accepted said

invitation for said non-cash benefit;
in response to said receiving said indication, performing at
least one action on behalf of said advertiser relating to
said account of said user on said social network; and

in response to said receiving said indication, transmitting
data to said user that is configured to provide said user
with access to said non-cash benefit.

67. The computer-readable medium of claim 66, wherein
said performing said at least one action on behalf of said
advertiser comprises transmitting data responsive to which a
message is posted on said account of said user on said social
network, wherein said message is related to at least one of'said
advertisement or said advertiser.

68. The computer-readable medium of claim 66, further
comprising:

receiving interaction data relating to an interaction of one

or more co-users of said social network with a posted
message; and

storing derived data, based on said interaction data, in a

memory and providing said advertiser with access to
said derived data.

69. The computer-readable medium of claim 68, wherein
said non-cash benefit is based at least in part on said interac-
tion data.

70. The method of claim 43, wherein said non-cash benefit
comprises a discount relating to at least one of said advertiser
or a product or service associated with said advertisement,
and wherein a value of said discount provided to said user
increases as a number of co-users with whom said user is
connected through said social network increases.

71. The method of claim 43, wherein said non-cash benefit
comprises a discount relating to at least one of said advertiser
or a product or service associated with said advertisement,
and wherein a value of said discount provided to said user
increases as a number of co-users who interact with said
posted message increases.

72. The method of claim 46, further comprising transmit-
ting said electronic advertisement to at least one of co-users
who repost said message and co-users who provide an indi-
cation of approval of said message, wherein said electronic
advertisement includes an invitation for said at least one of
co-users who repost said message and co-users who provide
an indication of approval of said message to receive said
non-cash benefit in return for allowing said advertiser to
utilize one or more aspects of an account of said at least one
of co-users who repost said message and co-users who pro-
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vide said indication of approval of said message on a social
network on behalf of said advertiser.
73. A method, comprising:
detecting, via a processor, a social networking interaction
by a user within a social networking website that posi-
tively references a marketplace offering of an entity;

ascertaining, in response to said detecting said social net-
working interaction by the user, a social networking
influence of the user based upon entity interactions by
social network connections of the user with said entity
via a plurality of entity access channels of said entity;

determining that said social networking influence of the
user satisfies a reward threshold defined within a social
networking influence incentive rule; and

generating, in response to said determining that said social

networking influence of the user satisfies said reward
threshold, an incentive defined within said social net-
working influence incentive rule for the user.

74. The method of claim 73, wherein said ascertaining, in
response to said detecting said social networking interaction
by the user, said social networking influence of the user based
upon said entity interactions by said social network connec-
tions of the user with said entity via said plurality of entity
access channels of said entity comprises:

identifying social network connections of the user;

monitoring subsequent entity interactions with said entity

via said plurality of entity access channels of said entity;
and

calculating social networking influence of the user based

upon a number of said subsequent entity interactions
determined to have been performed by said social net-
work connections of the user.

75. The method of claim 74, wherein said calculating said
social networking influence of the user based upon said num-
ber of said subsequent entity interactions comprises:

analyzing said subsequent entity interactions with said

entity via said plurality of entity access channels of said
entity;

ascertaining a number of said subsequent entity interac-

tions with said entity via said plurality of entity access
channels of said entity that were performed by said
social network connections of the user;

mapping a number of said subsequent entity interactions

determined to have been performed by said social net-
work connections of the user to said social networking
interactions of the user; and

assigning said social networking influence to the user

based upon said number of said subsequent entity inter-
actions.

76. The method of claim 73, further comprising:

inasimulation mode, determining that said social network-

ing influence of the user is not defined within said social
networking influence incentive rule;

inasimulation mode, determining that said social network-

ing influence of the user justifies a new social network-
ing incentive definition;

creating, in response to said determining that said social

networking influence of the user justifies said new social
networking incentive definition, a new social network-
ing influence incentive rule comprising said new social
networking incentive definition; and

generating said incentive for the user using said new social

networking influence incentive rule.
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77. The method of claim 73, further comprising:
creating an incentive profile for the user based upon said
social networking influence of the user;
monitoring said social networking influence of the user
over time;
ascertaining that said social networking influence of the
user has changed over time;
adjusting, in response to said ascertaining that said social
networking influence of the user has changed over time,
said social networking influence of the user within said
incentive profile for the user based on a function of
changing social networking influence of the user over
time; and
changing future suggestions of incentives for the user
based upon said social networking influence of the user
within said incentive profile for the user as adjusted by
said adjusting.
78. The method of claim 73, further comprising:
determining that said generated incentive defined within
said social networking influence incentive rule for the
user did not effectively incentivize further positive
social networking interactions by the user; and
increasing said incentive defined within said social net-
working influence incentive rule for the user in response
to said determining that said generated incentive defined
within said social networking influence incentive rule
for the user did not effectively incentivize further posi-
tive social networking interactions by the user.
79. A system, comprising:
amemory that stores social networking influence incentive
rules; and
a processor programmed to:
detect a social networking interaction by a user within a
social networking website that positively references a
marketplace offering of an entity;
determine, in response to detecting said social network-
ing interaction by the user, a social networking influ-
ence of the user based upon entity interactions by
social network connections ofthe user with said entity
via a plurality of entity access channels of said entity;
ascertain that said social networking influence of the
user satisfies a reward threshold defined within a
social networking influence incentive rule; and
generate, in response to ascertaining that said social
networking influence of the user satisfies said reward
threshold defined within said social networking influ-
ence incentive rule, an incentive defined within said
social networking influence incentive rule for the
user.
80. The system of claim 79, wherein said processor which
is programmed to determine is programmed to:
identify said social network connections of the user;
monitor subsequent entity interactions with said entity via
said plurality of entity access channels of said entity; and
calculate said social networking influence of the user based
upon a number of said subsequent entity interactions
determined to have been performed by said social net-
work connections of the user.
81. The system of claim 80, wherein said processor pro-
grammed to calculate is programmed to:
analyze said subsequent entity interactions with said entity
via said plurality of entity access channels of said entity;
ascertain a number of said subsequent entity interactions
with said entity via said plurality of entity access chan-
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nels of said entity that were performed by said social
network connections of the user;

map said number of said subsequent entity interactions

determined to have been performed by said social net-
work connections of the user to said social networking
interaction by the user; and

assign said social networking influence to the user based

upon said number of said subsequent entity interactions.

82. The system of claim 79, wherein said processor is
further programmed to:

ascertain that said social networking influence of the user is

not defined within said social networking influence
incentive rule;

determine that said social networking influence of the user

justifies a new social networking incentive definition;
create, in response to determining that said social network-
ing influence of the user justifies said new social net-
working incentive definition, a new social networking
influence incentive rule comprising said new social net-
working incentive definition, said create a new social
networking influence incentive rule comprising:
defining said social networking influence of the user as a
new social networking incentive threshold within said
new social networking incentive definition of said
new social networking influence incentive rule; and
providing a new incentive within said new social net-
working incentive definition of said new social net-
working influence incentive rule; and

generate said incentive for the user using said new social

networking influence incentive rule.

83. The system of claim 79, wherein said processor is
further programmed to:

create an incentive profile for the user based upon said

social networking influence of the user;

monitor said social networking influence of the user over

time;

ascertain that said social networking influence of the user

has changed over time;
adjust, in response to determining that said social network-
ing influence of the user has changed over time, said
social networking influence of the user within said
incentive profile for the user based upon said social
networking influence of the user over time; and

change future suggestions of incentives for the user based
upon said social networking influence of the user within
said incentive profile for the user as adjusted.

84. The system of claim 79, wherein said processor is
further programmed to:

determine that said incentive defined within said social

networking influence incentive rule for the user did not
effectively incentivize further positive social network-
ing interactions by the user; and

increase said incentive defined within said social network-

ing influence incentive rule for the user in response to
determining that said incentive defined within said
social networking influence incentive rule for the user
did not effectively incentivize further positive social
networking interactions by the user.

85. A computer program product comprising a computer
readable storage medium including computer readable pro-
gram code, where the computer readable program code when
executed on a computer causes the computer to:
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detect a social networking interaction by a user within a
social networking website that positively references a
marketplace offering of an entity;

ascertain, in response to detecting said social networking
interaction by the user, a social networking influence of
the user based upon entity interactions by social network
connections of the user with said entity via a plurality of
entity access channels of said entity;

determine that said social networking influence of the user
satisfies a reward threshold defined within a social net-
working influence incentive rule; and

generate, in response to determining that said social net-
working influence of the user satisfies said reward
threshold defined within said social networking influ-
ence incentive rule, an incentive defined within said
social networking influence incentive rule for the user.

86. The computer program product of claim 85, wherein
causing the computer to ascertain, in response to detecting
said social networking interaction by the user, said social
networking influence of the user based upon said entity inter-
actions by said social network connections of the user with
said entity via said plurality of entity access channels of said
entity, comprises causing the computer to:
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identify said social network connections of the user;
monitor subsequent entity interactions with said entity via
said plurality of entity access channels of said entity; and

calculate said social networking influence of the user based
upon a number of said subsequent entity interactions
determined to have been performed by said social net-
work connections of the user.
87. The computer program product of claim 86, wherein
causing the computer to calculate said social networking
influence of the user based upon said number of said moni-
tored subsequent entity interactions determined to have been
performed by said identified social network connections of
the user, comprises causing the computer to:
analyze said subsequent entity interactions with said entity
via said plurality of entity access channels of said entity;

ascertain a number of said subsequent entity interactions
with said entity via said plurality of entity access chan-
nels of said entity that were performed by said social
network connections of the user;

map said number of said subsequent entity interactions

determined to have been performed by said social net-
work connections of the user to said social networking
interaction by the user; and

assign said social networking influence to the user based

upon said number of said subsequent entity interactions.
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