
(19) United States 
(12) Patent Application Publication (10) Pub. No.: US 2014/0180875 A1 

Bockius et al. 

US 20140180875A1 

(43) Pub. Date: Jun. 26, 2014 

(54) 

(71) 

(72) 

(73) 

(21) 

(22) 

(63) 

METHOD AND SYSTEM FOR DISTRIBUTION 
OF USER GENERATED CONTENT 

Applicant: BAZAARVOICE, INC., Austin, TX 
(US) 

Inventors: Chad Bockius, Austin, TX (US); 
Brantley Barton, Austin, TX (US); 
Andrew Maag, Austin, TX (US); Sam 
Decker, Cedar Park, TX (US) 

BAZAARVOICE, INC., Austin, TX 
(US) 

Assignee: 

Appl. No.: 14/195.235 

Filed: Mar. 3, 2014 

Related U.S. Application Data 
Continuation of application No. 13/650,869, filed on 
Oct. 12, 2012, now Pat. No. 8,666.853, which is a 
continuation of application No. 12/243,679, filed on 
Oct. 1, 2008, now Pat. No. 8,321,300. 

CONTENT 
DISTRIBUTIONSYSTEM 

CONTENT 
DISTRIBUTON 
APPLICATION 

(60) Provisional application No. 61/076,852, filed on Jun. 
30, 2008. 

Publication Classification 

(51) Int. Cl. 
G06Q 30/06 (2006.01) 

(52) U.S. Cl. 
CPC .................................. G06Q30/0623 (2013.01) 
USPC ....................................................... 705/26.61 

(57) ABSTRACT 

Systems and methods for distributing user-generated content 
are disclosed. Specifically, embodiments of the present inven 
tion may allow content to be generated by a user at a manu 
facturer's site with respect to a corresponding product and 
this content distributed to one or more retailers who sell that 
product such that the user-generated content may be incorpo 
rated into the retailer's site or brick and mortar location in 
conjunction with that product to allow consumers shopping at 
that retailer to access or view Such user-generated content. 
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FIG. 44 
View Cart My ACCOUnt Order Status Help Gift Cards | Free Shipping $199 and up (O)MIE) EESÉ 
COnSUmer (C 
Computers & Peripherals | Upgrades Software Accessories Electronics | Games & Movies Office Supplies | See All 

search 
CompUSA.Com Categories Computer Upgrades HardDrives 
Western Digital My Book Essential Edition 500GB HardDrive 
7200RPM, External, 16MB, USB 2.0 Delivery Usually ships in 

O) $169.99 1-2 Business Days -- Brand: Western Digital 
Mfg. Part#: WD500GB1000001 Free Shipping Estimate ActualTime 
SKU: 3304124 In-Store Ready for Pick-Up in: 

O See product info from Western Digital O S169.99 5 Minutes 
Check Store Availability 

Protect this product 
Customer Rating trek Ark 4.7 Out of 5 Plans as OW as S17.99 - Choose below 
Read all 22 reviews Rate this product Add to Cart Special Financing Available 

Overview. Tech Specs | Add-Ons Ratings Reviews | Add to Wishist Print E-Mail Compare 
Rate this product Ch90Sea SOrtOrder 

Outstanding! Just perfect for added storage June 7, 2007 Overal 
DakX(Baltimore) (read a my reviews). GenCer. Male Ease of Installation Arkkr 
How do you typically use CompUSA products?: For Fun Performance 
Technology awareness: Technology Guru Price/Wauerkrit 5 
Pros: Walue per dollar is absolutely amazing. 
Cons: None really 
This is really a great item. This is the kind of thing you buy for Occasionally used files, backup files, a place to drop all 
of your digital camera pictures when you fill up that 2GB SD card, etc. it really CCuldn't be easier. Turns itself of when 
not in USe; Guickly turnS back up when in USe. 

Was this review helpful to you? YesNo (Regort Abuse) 
Best thing I've ever bought online March 20, 2007 

d Take a Product Tour 

| 
Shamrock125 (Minneapclis, MN) (read all my reviews). Gender. Female Ease of installation Arikkirk.5 
How do you typically use CompUSA products?: For Fun Performancer ArkrAr 5 
Technology awareness: Newbie Price/ValueArt AAA 5 
Pros: Simple to use, Oetter than expected, and worth the money 
Cons: Haven't found any yet 

SE COkec and found this cheaper at One place, but they wanted aton for shipping. CompUSA let me have free shipping. 
Was this review helpful to you? YesNo (Report Abuse) 

E excellent and elegant storage April 10, 2007 Overaldr Ardrdrdr. 5 
3 Computeruse? (10014) (read all my reviews). Gender. Male Ease of installation dry rrr 4 
How do you typically Use CompUSA products?: Home and Work Performance AAA 5 

S Technology awareness; Technology Guru Price/Nauerrrrr 5 
Pros: looks great, performs Super 
Cons: Sometimes Confusing installation, CumberSome backup routine 
This product is a great storage Solution. Can easily store a lot of information quickly. 

WaS this review helpful to you? YesNo (Report Abuse) 
Return to Top 1-3 of 13 NextPage 
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My ACCOUnt Want Lists Support 
irritor Write a Review, for a chance to win $500 

For the Home Apparel BOOKS/Movies/Music Toys Auto Garden Search 
For the Home > Electronics > AV > Accessories > Remotes > Logitech 
Harmony 880 Advanced Universal Remote 

Manufacturer Parti 9661.87-0403 
myShop Partif: A0466823 

Overview 
The easy-to-use Harmony (E) 880 Advanced Universal Remote from Logitech(B) allows 
your entire family to easily use the entertainment system. Use the 8 On-Screen activity 
buttons with Smart State Technology (R) to watch movies, listen to music, Cr enjoy your 
favorite TV shows, You can also integrate up to 15 devices including HDTVS, DVR systems, 
DVD, CD players, VCRs, PVRs, cable or satellite boxes, Speaker Systems and more, ItalSO 
includes a sleek docking station that keeps the remote fully charged. 
Highlights 
•Features plug-and-play USB Connectivity 
• 53top-mounted hard buttons and 8 On-Screenactivity buttons 
• Features 2 MB non-volatile flash memory 
• Interactive display keeps you in Control and informed of what is going On 
e Provides One touch help for any problems you might encounter 

Overall Customer Rating (2 reviews) 
Arritary 5 Out of 5 Read all reviews Write a review 

$249.00 flAdd to shopping bag Aslow as $8/month 
Apply for myShop Credit Now Learn More 
Minimum monthly price varies based on account balance. Click for details 

Customer Product Reviews Review This PrO(duct Choose a SOrt Order 
Overal: Arr RSTAFFREVIEW 
Features/Connectivity: Title: Help for the lost Date: 21-NOV-2006 
Ease Of USe: PrOS 
COst-Benefit This remote really does all the things it should for a Complex System. 
Reviews by: 880reviewer 
LOcation: Rye, NYIR (read all my reviews) 
MyShop Customer: Months 
Level of expertise: Good 

Overall refrir 

Cons 
Some things require close reading, like the device keys. 
Additional Thoughts 
It requires a bit of learning to understand this device. 
6 of 6 people found this review helpful. 
Was this review helpful to you? Yes No 
Title: Easiest to use and great Value Date: 27-NOV-2006 

Picture Quality: PrOS 
Features/Connectivity: m Works with all 6 of my cevices with more to come. 
Ease of USe: Cons 
COst-Benefit Small Screen size. Cable for base station is a little too short. 
Reviews by: ToyDawg 
LOcation: Los Angeles, CA 
s! (read all my reviews) 
MyShop Customer. Months 
Level of expertise. Expert 

Additional Thoughts 
have to say that this device has made my home theater a dream. 

TurnallyOur devices On with Only One touch of a button! I have my 
Harmony programmed to Operate 6 pieces of equipment, 
1 of 1 people found this review helpful. 
Was this review helpful to you? Yes No 
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BestBuy > Computers > Laptops > Entertainment > Product info 

Dell - Inspiron Laptop with Intel (R) Core 
Processor T5750 - Espresso Brown 
Model: 1525-135B | SKU;8892969 

Customer Reviews: Arkyrki 4.4 Read reviews (8) 

Shipping: Usually leaves Our Warehouse in 1 
business day. Estimate arrival time. 

Store Pickup: Not Available 
m m - - - - - - - - - - - - - - - - - - - 

Special Offers: 
3. More images y $39-$70 Off Select Printers: See How 

y Save 50%. On D-Link Router: Find Out How 
Also available in: y $69.99 Vista Ultimate with SP1: See How | 

I V15%-20% Off Accessories: FinC Out How : 

Overview Specifications 

Customer Reviews Use this laptop's 2.0-megapixel Webcam and 
& Ratings Standard Wi-Fi Catcher to video chat with 

friends and family on your wireless network. 
Use the double-layer DVD+RW/CD-RW drive 
to Watch movies and Create yOur Own Overal Rating 

Best Buy rri 4.4 Reviews v multimedia discs. 

Read reviews (8) E. Windows Vista Home Premium with 
Write a review with SP1 preloaded 

Which WindoWS Vista edition is 
Share this Product f$1. right for you? Compare. 

Learn more about the Intel Brains 
proCeSSOr technology rating. Overal Dell.com Rating 

Del 
Syndicated that 4.4 Information provided by Intel. 
Reviews Read reviewS from Dell.COm 

Customers 5 (1032) 
- - - - - - - - - - - Product Features 

FIG. 4C 
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Link to De 
Syndicated 
Reviews 

Best Buy > Computers > Laptops > Entertainment > Product info 

Dell - inspiron Laptop with intel (R) Core 
Processor T5750 - Espresso Brown 
Model: 1525-135B SKU:8892969 

Customer Reviews: Arrar, 4.4 Read reviews (8) 

Shipping: Usually leaves Our Warehouse in 1 
business day. Estimate arrival time. 

Store Pickup: Not Available 
eu- - - - - - - - - - - - - - - - - - - - 

Special Offers: 
e More Images y $39-S70 Off Select Printers: See How 
- y Save 50%. On D-Link ROUter: Find Out HOW 
Also available in: V$69.99 Vista Ultimate with SP: See HOW 

: 

Customer Editorial 
Overview Specifications ReviewS Reviews 

Customer Reviews & Ratings 

E I V15%-20% Off Accessories: Find Out How 

Customer Rating: 88% of customers would recommend this product 
4.4 to a friend (7 of 8). 

Customer Reviews: 8 

Share this Product f. 

Overal Dell.com Rating 
kirk 4.4 

Read reviews from Dell.com Customers ?till (1032) 

ChOOSea SOrt Orcier 

Custoner Rating frk Ardrik 5.0 
GREAT DELL 09/25/2008 
By techdj5641 from hollywood, fl Read all my reviews 
Value for Price 
Display 
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(9) Dell.com Inspiron 1525 Customer Ratings & Reviews-Top & Best Rated Products - Mozilla Firefox Cox) 
http://reviews.dell.com/2341bb/928/reviews.htm?format=brandvoice&bbpid=8892969 

Customer Reviews Collected from Dell.com 

Inspiron 1525 
Average Customer Rating: Arrier 4.5 Out of 52 
970 of 1,032 (94%) Customers would recommend this product to a friend. 

Customer Reviews for Inspiron 1525 Choose a SOrt Order 

Customer Rating: Ardrdrdr. 4.0 
Inspiron Laptop, 09/15/2008 
By LindyandGidget from Boston 
Quality: 4.0 
Features: 4.0 
Value: ::::::::::::: 

Pros: bought two laptops for my teenage children for School and they are absolutely thrilled with the 
functionality and ease of using the built-in Software! We have a Dell desktop Computer that is a few 
years old and now are hoping to replace it with a Dell laptop as well. 
"The whole process from order to shipping and receipt was easy and metall Our expectations." 

Duration of product use: Less than a month 
Level of expertise: Average 
Processor: Intel Core 2 Duo T5450 (1.66GHz/667MHz FSB2MB Cache) 
HardDrive: 160GB SATA HardDrive 540ORPM 
Memory: 2GB Shared Dual Channel DDR2 SDRAM at 667MHz 

227 of 251 people found this review helpful. 

Review 2 for Inspiron 1525 

FIG. 4E 
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METHOD AND SYSTEM FOR DISTRIBUTION 
OF USER GENERATED CONTENT 

RELATED APPLICATIONS 

0001. This application is a continuation of, and claims a 
benefit of priority under 35 U.S.C. 120 of the filing date of 
U.S. patent application Ser. No. 12/243,679 by inventors 
Chad Bockius et al. entitled “Method and System for Distri 
bution of User Generated Content filed on Oct. 1, 2008, 
which in turn claims the benefit of priority under 35 U.S.C. 
S119 to U.S. Provisional Patent Application No. 61/076,852, 
filed Jun. 30, 2008, entitled “Method and System for Distri 
bution of Generated Content” by Chad Bockius et al., both of 
which are hereby fully incorporated by reference herein. 

TECHNICAL FIELD 

0002 This invention relates generally to the distribution of 
content. More particularly, embodiments of this invention 
relate to the distribution ofuser-generated content. Even more 
specifically, certain embodiments of this invention relate to 
the distribution of user-generated content gathered by a 
manufacturer (which may include manufacturers or distribu 
tors of goods, providers of services, etc.). 

BACKGROUND 

0003. Today’s consumer is inundated with advertising. In 
fact, advertising is so ubiquitous it is often times ignored. 
What is more, many people lack the belief that companies tell 
the truth in advertisements. As a result, word of mouth mar 
keting and advertising has become increasingly important 
with respect to the sales of certain products. Word of mouth 
refers to the passing of information, especially recommenda 
tions, but also general information. In the context of adver 
tising and marketing, the use of word of mouth may mean 
passing information between consumers or other entities, 
including manufacturers, experts, retailers, etc. to convey 
aspects or merits of a productor service, or the experience one 
person has related to that product or service, or related prod 
ucts or services. 
0004. The emergence of the importance of word of mouth 
marketing and advertising has coincided with the use of the 
Internet for researching, shopping and purchasing of prod 
ucts. Thus, online marketing and advertising has also become 
increasingly important. The use of word of mouth marketing 
in an online setting may therefore be an effective method for 
Such online advertising, as consumer recommendations allow 
word of mouth advertising to be disseminated either online or 
offline. 
0005. In fact, according to a 2007 global Nielsen survey, 
consumer recommendations are the most credible form of 
advertising, as cited by 78% of the study's respondents. When 
businesses enable customers, or other types of users, to write 
reviews, ask or answer questions from the community, or 
share experiences, they create content that become powerful 
forms of marketing, and in particular, as discussed above, 
word of mouth marketing. 
0006. This view has been wide reinforced by many retail 
ers (retailers will be, used herein to refer to any type of seller 
of product or service, for example both online and brick and 
mortar) who report that products with relatively more reviews 
sell better and are returned less often. Thus, user-generated 
content (comprising any information Such as text, audio, 
Video, or other information carrying medium generated by a 
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user who is a consumer (of goods, a product, website, service, 
purchaser of the product, etc.)) may be extremely important to 
manufacturers, retailers or other sellers of a productor service 
(collectively referred to hereinas a product) as user-generated 
content may allow products to be differentiated and sales of 
products increased. 
0007 As this user-generated content may include such 
things as user reviews, user stories, ratings, comments, prob 
lems, issues, question/answers, or other type of content 
which, for example, a user is allowed to compose or Submit 
through any medium, there may be many methods and loca 
tions (for example, online or offline) where a user may be 
allowed to generate content and the user content generated 
may be provided in a wide variety of mediums or formats the 
distribution of this user-generated content may be difficult. In 
fact, in many cases user-generated content may be more 
effectively generated or gathered at one location and more 
effectively utilized at a different location. Thus, the effective 
collection and distribution of user-generated content may be 
important to both manufacturers and retailers of products, as 
utilization of such user-generated content may increase sales 
of these products. 
0008 Accordingly, improved systems and methods for the 
collection and distribution of user-generated content are 
desired. 

SUMMARY 

0009 Systems and methods for distributing user-gener 
ated content are disclosed. Specifically, embodiments of the 
present invention may allow content to be generated by a user 
at a manufacturer's site with respect to a corresponding prod 
uct and this content distributed to one or more retailers who 
sell that product Such that the user-generated content may be 
incorporated into the retailer's site or brick and mortar loca 
tion in conjunction with that product to allow consumers 
shopping at that retailer to access or view Such user-generated 
COntent. 

0010 More particularly, users may generate and submit 
content on a manufacturer's site using one or more content 
generation tools incorporated in the manufacturer's site. 
User-generated content may be received at a content distri 
bution system and Vetted using a moderation process by 
which undesired user-generated content may be filtered out 
either before it is distributed to retailers or before the undes 
ired user-generated content is incorporated into a retailers 
site or brick and mortar location. User-generated content 
associated with a particular product may then be distributed to 
one or more retailers who sell this product such that this 
content may be incorporated into the retailer's site or brick 
and mortar location in association with that product. In cer 
tain embodiments, a matching process may be utilized to 
match a product of a manufacturer with a product at a retail 
er's site Such that user-generated content may be easily dis 
seminated to a retailer and incorporated at the retailer with 
respect to the correct product. 
0011. In one embodiment, user-generated content may be 
received from a manufacturer of a first product at a content 
distribution system, wherein the user-generated content cor 
responds to the first product or the manufacturer. The user 
generated content may be associated with one or more second 
products sold by a retailer and the user-generated content 
corresponding to the first product may be distributed from the 
content distribution system to the retailer and incorporated 
into a portion of a site of the retailer corresponding to the one 
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or more second products. The manufacturer can then be 
charged a fee based on the distribution of this user-generated 
COntent. 

0012 Aspects and embodiments of the invention may pro 
vide the advantage of improving retailer sales by increasing 
online and in-store awareness of the manufacturer's products, 
driving sales (which may cost the retailer nothing). Manufac 
turers are able to differentiate their products, and create a link 
to consumers at the same time. 
0013 Furthermore, manufacturers that provide user-gen 
erated content may be able to generate more “shelf space' on 
online retailer sites, allowing customers to differentiate prod 
ucts in the midst of competitive products. This allows manu 
facturers to increase overall product information withoutgen 
erating themselves. Additionally, by distributing such user 
generated content manufacturers can increase overall content 
Volume, Such as number of reviews or other types of content, 
therefore increasing the chances that its products will be 
chosen by shoppers who are interested in hearing the opinions 
and experiences, or obtaining assistance, from other users 
familiar with the product. 
0014. This user-generated content may be seamlessly inte 
grated with that generated or found on retailers’ sites, so the 
consumer cannot tell whether the reviews came from the 
retailer or the manufacturer. Alternatively, this integrated 
content may be identifiable by the consumeras being Sourced 
from the manufacturer or the content may be segregated and 
clearly denoted as being sourced from the manufacturer. Con 
Sumers can find a wider variety of reviews and content at their 
favorite retailer site, enabling them to research and buy in one 
place. As a result, consumers may not have to rely on a 
salesperson at a store to provide information. They can read 
about tests conducted by expert reviewers, get product spe 
cifics from the manufacturer, ask experts or product owners 
questions, and get reviews and real-world experiences from 
consumers like them. 

0015 Retailers or manufacturers may also make the con 
tent sourced from the manufacturer available within the 
retailer's brick and mortar store in the form of shelf tags, 
in-store signage, kiosks, mobile web sites, mobile SMS mes 
sages, in-store video marketing available to in-store shoppers 
to the same effect as online shoppers. 
0016 Retailers can instrument or tag their sites and brick 
and mortar stores using Internet web analytics methods to 
measure how user-generated content from manufacturers 
affects sales, conversions, repeat Store visits, time spent 
onsite, shopping cart abandonment, average order size, web 
site traffic or in-store foot traffic volume. This analysis can 
fuel further merchandising efforts, such as allowing top-rated 
products to be included in special navigation paths or high 
lighted in customer communications. 
0017 Thus, user-generated content helps increase the 
overall attention and content a manufacturer's product can get 
online and offline. Instead a manufacturer may pay a fee to a 
content distributor for distributing content generated at the 
manufacturer's site to one or more retailers which sell the 
product. In conjunction with the payment from manufactur 
ers to the content distributor, the content distributor may 
provide a variety of services, including the collection and 
moderation of such user-generated content, the association of 
products offered by the manufacturer to products sold at the 
retailer and formatting and hosting of user-generated content. 
0018 Thus, instead of being paid based upon lead genera 
tion (for example, referring or directing a person to a retailer), 
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content distributor may leverage its position as a centralized 
location for the collection and distribution of user-generated 
content to implement a number of payment schemes to charge 
a manufacturer based upon the distribution of user-generated 
content obtained from the manufacturer. These pricing 
schemes may be tiered schemes, based the amount of user 
generated content associated with a product, brand, manufac 
turer, etc, the number of retailers to which the content is 
distributed, the number of times user-generated content is 
distributed to each retailer (for example, number of views of 
pages in which user-generated content from that manufac 
turer incorporated) Some other criteria or some combination 
of criteria. The information to calculate such fees may be 
readily determined as user-generated content may be both 
received at, and distributed from, the content distributor. 
0019. These, and other, aspects of the invention will be 
better appreciated and understood when considered in con 
junction with the following description and the accompany 
ing drawings. The following description, while indicating 
various embodiments of the invention and numerous specific 
details thereof, is given by way of illustration and not of 
limitation. Many Substitutions, modifications, additions or 
rearrangements may be made within the scope of the inven 
tion, and the invention includes all such substitutions, modi 
fications, additions or rearrangements. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0020. The drawings accompanying and forming part of 
this specification are included to depict certain aspects of the 
invention. A clearer impression of the invention, and of the 
components and operation of systems provided with the 
invention, will become more readily apparent by referring to 
the exemplary, and therefore nonlimiting, embodiments illus 
trated in the drawings, wherein identical reference numerals 
designate the same components. Note that the features illus 
trated in the drawings are not necessarily drawn to Scale. 
0021 FIG. 1 is a block diagram of one embodiment of a 
content distribution system and an associated embodiment of 
an architecture in which Such a content distribution system 
may be utilized. 
0022 FIG. 2 is a depiction of one embodiment of an inter 
face. 
0023 FIG. 3 is a flow diagram of one embodiment of a 
method for content distribution. 
(0024 FIGS. 4A, 4B, 4C, 4D and 4E are depictions of 
embodiments of the incorporation of user-generated content. 
0025 FIG. 5 is a flow diagram of one embodiment of a 
method for the matching of products. 

DETAILED DESCRIPTION 

0026. The invention and the various features and advanta 
geous details thereofare explained more fully with reference 
to the nonlimiting embodiments that are illustrated in the 
accompanying drawings and detailed in the following 
description. Descriptions of well known starting materials, 
processing techniques, components and equipment are omit 
ted so as not to unnecessarily obscure the invention in detail. 
It should be understood, however, that the detailed descrip 
tion and the specific examples, while indicating preferred 
embodiments of the invention, are given by way of illustration 
only and not by way of limitation. Various substitutions, 
modifications, additions and/or rearrangements within the 
spirit and/or scope of the underlying inventive concept will 
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become apparent to those skilled in the art from this disclo 
Sure. Embodiments discussed herein can be implemented in 
Suitable computer-executable instructions that may reside on 
a computer readable medium (e.g., a HD), hardware circuitry 
or the like, or any combination. 
0027. As used herein, the terms “comprises.” “compris 
ing,” “includes.” “including.” “has “having or any other 
variation thereof, are intended to cover a non-exclusive inclu 
Sion. For example, a process, article, or apparatus that com 
prises a list of elements is not necessarily limited only those 
elements but may include other elements not expressly listed 
or inherent to Such process, process, article, or apparatus. 
Further, unless expressly stated to the contrary, “or refers to 
an inclusive or and not to an exclusive or. For example, a 
condition A or B is satisfied by any one of the following: A is 
true (or present) and B is false (or not present), A is false (or 
not present) and B is true (or present), and both A and B are 
true (or present). 
0028. Additionally, any examples or illustrations given 
herein are not to be regarded in any way as restrictions on, 
limits to, or express definitions of any term or terms with 
which they are utilized. Instead, these examples or illustra 
tions are to be regarded as being described with respect to one 
particular embodiment and as illustrative only. Those of ordi 
nary skill in the art will appreciate that any term or terms with 
which these examples or illustrations are utilized will encom 
pass other embodiments which may or may not be given 
therewith or elsewhere in the specification and all such 
embodiments are intended to be included within the scope of 
that term or terms. Language designating Such nonlimiting 
examples and illustrations includes, but is not limited to: “for 
example”, “for instance”, “e.g., “in one embodiment'. 
0029 Embodiments of the present invention can be imple 
mented in a computer communicatively coupled to a network 
(for example, the Internet), another computer, or in a standa 
lone computer. As is known to those skilled in the art, the 
computer can include a central processing unit (“CPU”), at 
least one read-only memory (“ROM), at least one random 
access memory (“RAM), at least one hard drive (“HD), and 
one or more input/output (“I/O) device(s). The I/O devices 
can include a keyboard, monitor, printer, electronic pointing 
device (for example, mouse, trackball, stylist, etc.), or the 
like. In embodiments of the invention, the computer has 
access to at least one database over the network. 

0030) ROM, RAM, and HD are computer memories for 
storing computer-executable instructions executable by the 
CPU or capable of being complied or interpreted to be execut 
able by the CPU. Within this disclosure, the term “computer 
readable medium' or is not limited to ROM, RAM, and HD 
and can include any type of data storage medium that can be 
read by a processor. For example, a computer-readable 
medium may refer to a data cartridge, a data backup magnetic 
tape, a floppy diskette, a flash memory drive, an optical data 
storage drive, a CD-ROM, ROM, RAM, HD, or the like. The 
processes described herein may be implemented in suitable 
computer-executable instructions that may reside on a com 
puter readable medium (for example, a disk, CD-ROM, a 
memory, etc.). Alternatively, the computer-executable 
instructions may be stored as Software code components on a 
DASD array, magnetic tape, floppy diskette, optical storage 
device, or other appropriate computer-readable medium or 
storage device. 
0031. In one exemplary embodiment of the invention, the 
computer-executable instructions may be lines of C++, Java, 
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HTML, or any other programming or scripting code. Other 
software/hardware/network architectures may be used. For 
example, the functions of the present invention may be imple 
mented on one computer or shared among two or more com 
puters. In one embodiment, the functions of the present inven 
tion may be distributed in the network. Communications 
between computers implementing embodiments of the inven 
tion can be accomplished using any electronic, optical, ratio 
frequency signals, or other Suitable methods and tools of 
communication in compliance with known network proto 
cols. 
0032. Additionally, the functions of the disclosed embodi 
ments may be implemented on one computer or shared/dis 
tributed among two or more computers in or across a network. 
Communications between computers implementing embodi 
ments can be accomplished using any electronic, optical, 
radio frequency signals, or other Suitable methods and tools 
of communication in compliance with known network proto 
cols. 
0033. Before discussing specific embodiments a brief 
overview of the context of the disclosure may be helpful. As 
discussed above the generation, distribution and use of user 
generated content is increasingly important in the modern 
marketplace. As such, in many cases, retailers may provide 
customers the ability to produce Such user-generated content. 
These retailers may, however, sell a wide variety of products 
from a wide variety of manufacturers. As a consequence it 
may be difficult to build up a critical mass of user-generated 
content (enough to effect purchasing or other consumer deci 
sions) with respect to any particular one product. 
0034. It is therefore in the best interest of manufacturers 
(including other wholesalers, sellers, etc.) to provide methods 
that enable a user to generate content regarding one of their 
products and many manufacturers have done just that. In 
many instances, however, these manufacturers may not be the 
main outlets for the sales of these products, thus it may be 
desired to provide this user-generated content created at the 
manufacturer's site to the actual sellers of the manufacturers 
products. The dissemination of this content has, however, 
proved problematic for a variety of reasons. For example, 
retailers (i.e. any seller of a manufacturer's product) may 
desire to have user-generated content vetted before it is 
included on their sites, the same product may be differently 
identified with respect to the manufacturer's site and the 
retailer site, it may be time consuming to manually incorpo 
rate such user-generated content into a retailers website, etc. 
Thus, what is desired are systems and methods which allow 
generation of content by a user at a manufacturer's site and 
the simple distribution and incorporation of this user-gener 
ated content at appropriate retailers sites. 
0035. To that end, attention is now directed to embodi 
ments of the systems and methods for distributing user-gen 
erated content. Specifically, embodiments of the present 
invention may allow content to be generated by a user at a 
manufacturer's site with respect to a corresponding product 
and this content distributed to one or more retailers who sell 
that product such that the user-generated content may be 
incorporated into the retailer's site or brick and mortar loca 
tion in conjunction with that product to allow consumers 
shopping at that retailer to access or view Such user-generated 
COntent. 

0036 More particularly, user's may generate and submit 
content on a manufacturers site using one or more content 
generation tools incorporated in the manufacturer's site. 
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User-generated content may be received at a content distri 
bution system and Vetted using a moderation process by 
which undesired user-generated content may be filtered out 
either before it is distributed to retailers or before the undes 
ired user-generated content is incorporated into a retailers 
site or brick and mortar location. User-generated content 
associated with a particular product may then be distributed to 
one or more retailers who sell this product such that this 
content may be incorporated into the retailer's site or brick 
and mortar location in association with that product. In cer 
tain embodiments, a matching process may be utilized to 
match a product of a manufacturer with the a product at a 
retailers site such that user-generated content may be easily 
disseminated to a retailer and incorporated at the retailer with 
respect to the correct product. 
0037 Retailers may be provided with an interface to moni 
tor aspects of this process, including the generation of content 
at their site by users or the incorporation of user-generated 
content created at a manufacturer's site. This interface may, 
for example, allow a retailer to run a report by categories of 
products for sale, brands, user-generated content (for 
example, user-generated content accepted or rejected for pub 
lishing), etc. 
0038 Turning now to FIG. 1, one embodiment of an archi 
tecture including one embodiment of a content distribution 
system is depicted. Manufacturers 130 (shown individually 
as manufacturers 130a, 130b. . . 130m) may produce, whole 
sale, distribute or otherwise be affiliated with the manufac 
turer or distribution of one or more products. Retailers 160 
(shown individually as retailers 160a, 160b... 160m) may be 
sales outlets for products made by one or more of manufac 
turers 130. In fact, in most cases each retailer 160 will sell 
products from multiple manufacturers 130. These products 
may be provided for sale in conjunction with one or more 
websites (referred to as sites) 162 (shown for the individual 
retailers as sites 162a, 162b . . . 162n) or brick and mortar 
stores provided by each of retailers 160 such that users at 
computing devices 110 may access the retailer's site 162 over 
network 170 (for example, the Internet) in order to purchase 
these products or perform other actions. 
0039. In addition to offering the ability to purchase these 
products, retailer's site 162 may offer the ability for a user to 
access user-generated content associated with the products 
offered for sale on the retailer's site 162. By accessing such 
user-generated content at the retailer's site 162a user may be 
better able to make a purchasing decision with respect to the 
various products offered for sale on that retailer's site 162 or 
may be more inclined to buy a product, as the user feels that 
the product has received positive user-generated content (re 
views, ratings, etc.) from a critical mass of other users, etc. A 
user may thus purchase manufacturer's product from a 
retailer 160 using retailer's site 162. 
0040. Retailer site 162 may also offer the ability for a user 

to generate content with respect to products offered for sale 
by retailer 160 (or other products). In other words, a user may 
utilize the retailer's site 162 to generate user reviews, ratings, 
comments, problems, issues, question/answers, or almost any 
other type of content regarding a product or experience with 
the product, brand, manufacturer or retailer, where this user 
generated content may be displayed to other users accessing 
retailer's site 162. 

0041. It will be apparent, however, that there may be many 
other ways to purchase or obtain Such a product. The product 
may be offered for sale at many physical stores which may or 
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may not have an online presence (for example, a site), at other 
retailer's sites 162, the product may be purchased second 
hand, received as a gift, etc. At some point then the person 
who obtained this product may desire to provide some sort of 
feedback on this product and for a variety of reasons. Such a 
purchaser may not have access to, or may not desire to utilize, 
retailer's site 162 to generate content in association with the 
obtained product. 
0042. To allow these types of people, among other types, 
to provide user-generated content with respect to a particular 
product, manufacturers 130 may provide manufacturer's sites 
132 where these sites, or other means of collecting informa 
tion from the user, manufacturer's site 132 (shown for the 
individual manufacturers as sites 132a, 132b . . . 132n) can 
provide the ability for a user to generate content with respect 
to the manufacturer's products. In other words, a user may use 
the manufacturer's site 132 or these other means, to generate 
user reviews, ratings, comments, problems, issues, question/ 
answers, or almost any other type of content regarding a 
product, brand or manufacturer, usually regardless of where 
the user purchased the manufacturer's product. 
0043. In one embodiment, such user-generated content 
may include reviews, stories, ask/answer content or any other 
type of content in any format which the user wishes to add 
regarding a product, brand or service (collectively referred to 
as a product herein). Reviews may correspond to a user evalu 
ation of a product and include ratings of product (for example, 
a number of stars), pros and cons of the product, a descriptive 
title and a description of a user's experience with a product, 
attributes of the user generating the review (for example, 
demographic information), other product which compliment 
or may be used with the product being reviewed, or any other 
type of evaluation of a product or aspects of a user's experi 
ence with the product. Ask/Answer content may comprise 
questions or answers Submitted by a user, retailer or manu 
facturer concerning a potential purchase decision, for 
example regarding the capabilities or use of a product, demo 
graphic information on a user generating a question or 
answer. Stories may be user-generated content which may 
pertain to open ended experiences with a product which may 
be more tangentially related to the product than, for example, 
reviews. 
0044. In fact, a reader contemplating these types of sce 
narios may realize that a manufacturer's site 132 may receive 
much more user-generated content pertaining to a particular 
product of that manufacturer 130 than a retailer site 162 on 
which the same product is sold. This discrepancy results, in 
no small part, from the myriad number of ways of obtaining 
a particular product and that the association that a consumer 
makes between a manufacturer and a product may be much 
greater than the association perceived by a consumer between 
the product and a retailer 160 who sold that product. 
0045. As the amount of user-generated content associated 
with a product at a retailer's site 162 may greatly affect the 
sale of that product (both at that site 162 and off-line pur 
chases as well), it may be desirable to both manufacturers 130 
of a product and retailers 160 who sell that product that any 
user-generated content created in association with that prod 
uct be displayed in conjunction with that product on a retail 
er's site 162 (which may increase revenue for both a retailer 
160 and a manufacturer 130 of the product). 
0046 Content distribution system 120 may therefore be 
coupled to network 170 and serve to distribute content gen 
erated at manufacturer's site 162 with respect to a particular 
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product to each of retailers’ sites 162 which offers that prod 
uct for sale Such that the content generated by a user with 
respect to that product at the manufacturer's site 132 is incor 
porated into one or more of the retailer's sites 162 where the 
product is offered. Thus, content distribution system 120 
allows content from one manufacturer 130 (for example, the 
manufacturer of a product) to be distributed to many retailers 
160 who offer the product for sale. By centralizing the distri 
bution and incorporation of Such user-generated content a 
number of technical advantages may be achieved, especially 
with regards to the processing and storage of Such user-gen 
erated content, including the moderation of such user-gener 
ated content and the formatting of Such user-generated for 
incorporation in the sites 162 of retailers 160. 
0047. Furthermore, such a centralized distribution system 
may have a number of business advantages. For example, as 
the sale of their products is important to manufacturers 130, 
these manufacturers 130 may pay operators of content distri 
bution system 120 for formatting or distributing the content 
generated at the manufacturer's sites 132 to the retailer's sites 
162. This is in contrast to the usual payment flows where the 
retailer 160 gets paid for displaying advertising, or content 
aggregators getting paid by portals who display the data and 
who in turn charge manufacturers 130 for lead generation. 
Similarly, since the incorporation of user-generated content 
may also drive off-line purchases (after reading reviews at a 
site 162 a potential purchaser may drive to a physical store to 
make a purchase of that good) payment may be made by a 
manufacturer 130 or retailer 160 irrespective of where the 
product was purchased (for example, on-line versus off-line 
purchases). 
0048 Content distribution system 120 will now be dis 
cussed in more detail. Content distributing system 120 may 
include one or more computers communicatively coupled to 
a network and a data store 122. Data store 122 may comprise 
set of user-content 126, which may be associated with one or 
more products of manufacturers 130, where this user-gener 
ated content may have been generated at manufacturer's site 
132, retailer's site 162 or another location. A set of mappings 
124 store associations between products of manufacturers 
130 and products offered by retailers 160. 
0049 Content distribution system 120 may also include a 
content distribution application 150 which comprises an 
interface 152, a moderation module 154 and a matching mod 
ule 156. The interface 152 may be one or more web pages or 
other type of GUI (which may accessed over network 170) 
allowing a user Such as a marketing director affiliated with a 
manufacturer 130 or retailer 160 to monitor or affect the 
distribution of user-generated content, including observing 
the generation of content at their site by users or the incorpo 
ration of user-generated content created at a manufacturers 
site 132. This interface 152, may for example, allow a retailer 
to run a report by categories of products for sale, brands, 
user-generated content (for example, accepted or rejected 
user-generated content), etc. One embodiment of Such an 
interface is depicted in FIG. 2. Moderation module 154 may 
moderate (for example, filter or otherwise select) content 
which is, or is not to be, excluded or included. Matching 
module 156 may serve to match user-generated content 
received from a manufacturer 130 associated with a particular 
product with the same product on a retailer site 162. 
0050 A user may generate content regarding a product at 
manufacture's site 132 using a content generation tool 134 
(for example, a GUI, webpage, etc.) (shown for the individual 
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manufacturers as 134a, 134b ... 134m) offered on the manu 
facturer's site 132. This tool 134 may be implemented or 
developed by operators of content distribution system 120 
and provided to manufacturers 130 for use with their sites 132 
to facilitate the generation of content by user's or the subse 
quent processing and distribution of Such content by content 
distribution system 120. These tools 134 may be hosted by 
either the manufacturer (for example, operators of manufac 
turer's site 132) or by content distribution system 120. Thus, 
for example, on a page of manufacturer's site 132 a reference 
to content generation tool 134 may be included, such that the 
tool 134 hosted at content distribution system 120 may be 
included in the site 132. 

0051. In any event, the content generated by the user with 
respect to a product may be received by content distribution 
system. The received content may be moderated by modera 
tion module 154, to determine if such content should be 
utilized for display on a site, or may be edited for suitability. 
This content can then be associated with one or more products 
offered for sale by retailer 160, or offered by the manufacturer 
130, by, in one embodiment, associating the user-generated 
content with a product identifier for a product and stored in 
data store 122. 

0.052 A user, shopping at, for example, retailer's site 162 
may access a web page or other portion of the site correspond 
ing to a particular product. User-generated content 126 asso 
ciated with that product 164 may be displayed in an area 164 
(shown for individual retailer websites as areas 164a, 164b. 
... 164n) such that a user viewing a portion of the retailer's site 
162 associated with a particular product may have user-gen 
erated content 126 associated with that product displayed to 
him. The display of this user-generated content to the user 
while he is shopping, may, in turn, motivate the user to make 
a purchase through retailer's site 162. 
0053. Manufacturers 130 may pay therefore pay operators 
of content distribution system 120 for distributing this user 
generated content to the retailer's sites 162. The payment may 
be based on a flat-fee structure, the amount, size or number of 
pieces of user-generated content (for example, number of 
reviews), the number of times user-generated content is 
viewed (for example, as determined by number of page 
views), some other payment metric or some combination of 
payment metrics, wherein the cost structured may be tiered or 
otherwise segmented. After reviewing this disclosure it will 
be noted that the position of content distribution system 120 
within the content distribution may facilitate the implemen 
tation of many types of payment methodologies as it may be 
relatively easy for content distribution system to accumulate 
the number of times particular user-generated content 126 is 
provided to a retailer's site 162 or how much user-content 126 
associated with a manufacturer's products is distributed, etc. 
It will also be noted, that the manufacturer may be paying the 
operators of a centralized content distribution system 120, for 
the distribution of content created at the manufacturer's site 
132 to retailers 160 who sell those products, regardless of 
whether a product is purchased from retailer 160. 
0054 Moving to FIG. 3, a flow diagram for one embodi 
ment of a method of distributing and incorporating user 
generated content is depicted. At step 210 users may generate 
content with respect to one or more products produced or 
provided by the manufacturer at the manufacturer's site 132. 
As discussed above, in one embodiment, this content may be 
generated using a content generation tool 134 (for example, a 
GUI, webpage, etc.) offered on the manufacturer's site 132. 
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At certain intervals then, at step 220, a set of user-generated 
content may be received at content distribution system 120, 
where each piece of user-generated content received may 
correspond to a product associated with manufacturer 130. 
The reception of this user-generated content by content dis 
tribution system may occur in almost any number of ways, 
including through a call into a web service provided by con 
tent distribution system 120 using an Application Program 
ming Interface (API). Such that user-generated content may 
be provided through this API; the user-generated content may 
be generated using a tool hosted by content distribution sys 
tem 120 so user-generated content generated at manufactur 
er's site 162 is hosted at content distribution system 120, 
user-generated content may be sent, or gathered, from a third 
party (not a retailer 160 or manufacturer 130) such as a web 
site which allows users to review a wide variety of products or 
received using a wide variety of other methods. 
0055. This content may be moderated at step 230 to filter 
the user-generated content in some way. This moderation 
process may include screening the received set of user-gen 
erated content for profanity, discriminatory speech, personal 
information, competitor references, spam, vacuous content, 
or almost any other screening or filtering desired. Content 
may be discarded based upon this filtering or appropriately 
edited either automatically or with human involvement. 
0056. This moderation may be accomplished through the 
use of one or more rules (which may be selected, altered, 
implemented, modified, etc. by users (associated with manu 
facturers 130, etc.) through interface 152). In one embodi 
ment, these rules may be agreed upon by manufacturers 130 
and retailers 160 so user-generated content may be filtered 
according to both the manufacturers 130 and retailers 160 
desires. It will be noted that each combination of manufac 
turer 130 and retailers 160 selling products from that manu 
facturer 130 may agree upon a different set of rules and 
content associated with that manufacturer's products may be 
filtered according to those rules, such that content from manu 
facturer 130a that is desirable to retailer 160a may not be 
desirable to retailer 160b based on moderation rules agreed to 
by retailers 160b and manufacture 130a. 
0057. At step 240 the set of user-generated content may be 
matched. This matching process includes identifying one or 
products at a retailer corresponding to a piece of user-gener 
ated content such that each piece of content may be associated 
with a product offered for sale by a retailer 160 if such a 
product exists. Specifically, in many cases retailers 160 and 
manufacturers 130 may refer to products differently (for 
example, different UPCs, different SKUs, etc.). Thus, in one 
embodiment, mappings 124 may be established between 
products for sale at retailers 160 and products offered by 
manufacturers 130. These mappings may comprise associa 
tion between one or more product identifiers for products 
offered by manufacturers 130 and one or more product iden 
tifiers for products for sale at retailers 160. Additionally, a 
piece of user-generated content may be associated with a 
product identifier (for example, used by manufacturer 130) 
Such that using a product identifier used by either a manufac 
turer 130 or a retailer 160, corresponding user-generated con 
tent can be identified. 
0058. By utilizing mappings 124 of product identifiers 
used by a manufacturer 130 to those used by a retailer 160 a 
number of advantages may beachieved. Of significant note is 
that almost any type of desired matching may be accom 
plished including one product offered by a manufacturer to a 
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corresponding product sold by a retailer 160, multiple prod 
ucts offered by a manufacturer 130 to one product sold by a 
retailer 160 or one product offered by a manufacturer 130 to 
multiple products sold by a retailer 160. This ability may be 
extremely advantageous as in many cases, the same product 
may be offered in many configurations (for example, com 
puters with different amounts of memory, digital music play 
ers with of different memory sizes or colors, etc.). Manufac 
turers 130 and retailers 160 may, however, identify these 
products differently (for example, use different product iden 
tifiers) and may group these products differently. In other 
words, a particular product in multiple configurations may be 
identified by different product identifiers at a manufacturer 
130 but may be identified by a single product number at a 
retailer 160 or vice versa. By establishing mappings 124 
between product identifiers used by manufacturers 130 and 
retailers 160 appropriate user-generated content may be asso 
ciated with a product or group of products no matter the 
difference in product identifiers or groupings of products 
utilized by manufactures 130 or retailers 160. 
0059 User-generated content associated with a product 
offered for a sale at the site 162 of a retailer 160 may then be 
incorporated in conjunction with that product on the retailers 
site 162 at step 250. In one embodiment, a web page or 
portion of the site 162 or a retailer 160 corresponding to the 
product for sale may have an area 164 where user-generated 
content associated with that product is to be displayed. The 
source code associated with that area may comprise a refer 
ence or call (for example, an HTTP request) associated with 
that retailer's product identifier for that product. The HTTP 
request may be directed to content distribution system 120 
which may receive the request and using the retailer's product 
identifier determine user-generated content 126 associated 
with that retailer's product identifier (for example, using 
mappings 124) and return the user-generated content associ 
ated with that product to the retailer 160 for display in the area 
164 of the portion of the retailer's site 162 corresponding to 
that product. 
0060 Additionally, before distributing the user-generated 
content to the retailer's site 162 the content distribution sys 
tem 120 may format the user-generated content according to 
a particular format, where the format may be a format used by 
the retailer 160, the manufacturer 130, the content distribu 
tion system 120 or some otherformat entirely. In one embodi 
ment, the display of the user-generated content in the retailer 
site 162 can be varied to include or exclude a reference to a 
Source (for example, the manufacturer), including the brand 
ing/logo of that Source and a hyperlink back to the website of 
that Source client. The display of user-generated content may 
also be sorted Such that user-generated content may be seg 
regated or ordered by source or intermixed with one other, 
Summarized or condensed, with accessed to the full version 
on demand and be accessible or inaccessible to web search 
engines, such as Google, etc. It should be noted that appro 
priate user-generated content may be formatted, sorted or 
otherwise configured for display on a web site in almost any 
manner desired. For example, a hyperlink may be provided on 
a portion of a site corresponding to a product such that when 
a user clicks on the hyperlinka"pop-up' window comprising 
the user-generated content may appear. Embodiments of the 
incorporation of user-generated content into a web page for a 
product at a retailer site are depicted in FIGS. 4A, 4B, 4C, 4D 
and 4E. 
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0061. In many cases, it may also be desirable to display 
content generated at a manufacturer's site 132 in conjunction 
with that product at the manufacturer's site 132 itself. Thus, in 
many cases user-generated content 126 generated at a manu 
facturer 130 and associated with a particular product may also 
be distributed to the manufacturer 130 offering that product at 
step 260 so user content generated at that manufacturer 130 
for that product may, at step 270, be incorporated into that 
manufacturer's site 132 in conjunction with a portion of that 
site 132 corresponding to that product. 
0062. As can be imagined from a review of the above 
discussion, there may be a large number of both manufactur 
ers 130 and retailers 160, a large number of products, a wide 
variety of different product identifiers and product configu 
rations. Thus, the number of permutations of mappings 
between product identifiers may be commensurately huge, 
and the matching of products offered by each retailer 160 to 
those offered by each manufacturer 130 may be difficult or 
time consuming. Thus, efficient method for matching prod 
ucts associated with two sources such that a piece of user 
generated content may be associated with the proper product 
is desired. It may be desired that embodiments of such meth 
ods avoid using any type of data to match that is ambiguous, 
Such as a customer-specific identifier or natural text Such as a 
name or description that might yield false positive matches. 
0063 Referring to FIG. 5, a flow diagram of one embodi 
ment of a method for matching products is depicted. Match 
ing Such as this may be important for a variety of reasons, 
including the fact that while most retailers 160 wish to include 
Such user-generated content on their sites 162, they do not 
wish to perform additional integration with respect to those 
sites 162. Additionally, different identifiers may be utilized 
for the same product by manufacturers 130 and each of retail 
ers 160. Specifically, in many cases retailers 160 and manu 
facturers 130 may refer to products differently (for example, 
different UPCs, different SKUs, etc.). Thus, in one embodi 
ment, mappings 124 may be established between products for 
sale at retailers 160 and products offered by manufacturers 
130. These mappings may comprise association between one 
or more product identifiers for products offered by manufac 
turers 130 and one or more product identifiers for products for 
sale at retailers 160. 

0064. Thus, one embodiment of a matching method may 
use a tiered set of matching criteria where if any of the 
matching criteria matches, the match is considered Success 
ful. If the match is successful a mapping between product 
identifiers (i.e. any data which may be used to identify a 
product) for the product used by the manufacturer 130 and the 
retailer 160 may be established. As identifiers may change or 
new products added this matching process may occur at cer 
tain regular time intervals. Thus, such identifier changes or 
product additions may be accounted for in a relatively seam 
less manner. 
0065. First, at step 302 product data corresponding to a 
product offered by a manufacturer 130 along with product 
data corresponding to products offered by a retailer 160, 
where it is desired to match the product offered by the manu 
facturer 130 to a particular product offered by the retailer 160. 
At step 310, if provided, a product dictionary is consulted in 
order to determine if there is a match. This method is useful 
when it is possible to perform the matching work offline via 
automated or manual methods. At step 320, if provided, a 
specified cooperative matching key will be utilized. This key 
is mutually agreed upon by both operators of retailer 160 and 
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manufacturer 130 as referring to the same item (in data asso 
ciated with the user-generated content or product offered by 
the retailer 160). At step 330 the product UPC will be used for 
matching if both operators of retailer 160 and manufacturer 
130 provide a valid UPC to operators of content distribution 
system 120. At step 340 the product EAN will be used for 
matching if both operators of retailer 160 and manufacturer 
130 provide a valid EAN to operators of content distribution 
system 120. The product ISBN may also be used for matching 
if both operators of retailer 160 and manufacturer 130 provide 
a valid ISBN to operators of content distribution system 120. 
At step 350, the product brand and manufacturer 130 part 
number will be used for matching if both syndication partners 
provide a valid brand and manufacturer part number. In this 
case, both brand and manufacturer 130 part number may have 
to match to establish a mapping. 
0066. If there are no matches using these criteria, manual 
matching may be performed at step 360, where a human may 
evaluate each of the respective products to determine if two 
products should be associated with one another through a 
mapping. This manual matching may result in a determina 
tion that there is no match between two candidate products at 
step 360 or a successful match. 
0067. It should be noted that the matching criteria listed 
above are exemplary only, and that any desired criteria for 
matching user-generated content to a product may be utilized. 
For example, additional criteria may include other alpha 
numeric product identifiers (the comparison of which may or 
may not be case sensitive) or manual matching between the 
user-generated content and a product. Additionally, any com 
bination of matching criteria may be utilized along with 
weighting functions, confidence levels, etc. and that Such 
matching may encompass one manufacture product to many 
retailer products, many manufacturer products to one retailer 
product, one manufacturer product to one retailer product, 
etc 

0068. In the foregoing specification, the invention has 
been described with reference to specific embodiments. How 
ever, one of ordinary skill in the art appreciates that various 
modifications and changes can be made without departing 
from the scope of the invention as set forth. Accordingly, the 
specification and figures are to be regarded in an illustrative 
rather than a restrictive sense, and all such modifications are 
intended to be included within the scope of invention. 
0069 Benefits, other advantages, and solutions to prob 
lems have been described above with regard to specific 
embodiments. However, the benefits, advantages, solutions to 
problems, and any component(s) that may cause any benefit, 
advantage, or solution to occur or become more pronounced 
are not to be construed as a critical, required, or essential 
feature or component of any or all the claims. 

1-20. (canceled) 
21. A method, comprising: 
a computer system receiving an indication that particular 

user-generated content corresponds to a first product, 
wherein the particular user-generated content was col 
lected from one or more users of a first website associ 
ated with a first provider of the first product; 

the computer system matching the particular user-gener 
ated content to a second product offered via a second 
website associated with a second provider; and 

based on the matching, causing the particular user-gener 
ated content to be transmitted to a different computer 
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system that is configured to display the particular user 
generated content on the second website in association 
with the second product. 

22. The method of claim 21, wherein the matching includes 
determining that the first and second products correspond to a 
same brand of product. 

23. The method of claim 21, wherein the matching includes 
determining that the first and second products are produced 
by a same manufacturer. 

24. The method of claim 21, wherein the matching includes 
determining that the first and second products are the same 
product. 

25. The method of claim 24, wherein determining that the 
first and second products are the same product is based on 
matching a universal product code (UPC) for the first product 
with a UPC for the second product. 

26. The method of claim 21, wherein the matching is based 
on a product mapping list that specifies a plurality of products 
and a plurality of matches between ones of the plurality of 
products. 

27. The method of claim 21, wherein the particular user 
generated content comprises one or more user reviews of the 
first product. 

28. The method of claim 21, wherein the matching com 
prises receiving manual input from a user, the input specify 
ing that the first product matches the second product. 

29. The method of claim 21, further comprising: 
determining a payment amount to assess the second pro 

vider based on metrics associated with usage of the 
user-generated content at the second website. 

30. The method of claim 29, wherein the metrics include a 
number of sales associated with display of the user-generated 
content at the second website. 

31. A non-transitory computer readable storage medium 
having stored thereon program instructions that are execut 
able by a computer system to cause the computer system to 
perform operations comprising: 

receiving one or more items of user-generated content; 
based on the one or more items of user-generated content 

corresponding to a first product and a first website asso 
ciated with a first provider of the first product, determin 
ing that the one or more items of user-generated content 
are applicable to a second product offered via a second 
website associated with a second provider, and 

based on the determining, causing the particular user-gen 
erated content to be transmitted to a different computer 
system that is configured to display the particular user 
generated content on the second website in association 
with the second product. 

32. The non-transitory computer readable storage medium 
of claim 31, wherein determining that the one or more items 
ofuser-generated content are applicable to the second product 
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includes matching one or more characteristics of the first 
product with one or more characteristics of the second prod 
uct. 

33. The non-transitory computer readable storage medium 
of claim 32, wherein matching the one or more characteristics 
of the first product with the one or more characteristics of the 
second product includes determining that the first product and 
the second product share at least one identical characteristic. 

34. The non-transitory computer readable storage medium 
of claim 32, wherein matching the one or more characteristics 
of the first product with the one or more characteristics of the 
second product includes determining that the first product and 
the second product differ in at least one characteristic, but 
match in at least one other characteristic. 

35. The non-transitory computer readable storage medium 
of claim 31, wherein the operations further comprise deter 
mining a payment amount to assess the second provider based 
on metrics associated with usage of the user-generated con 
tent at the second website. 

36. The non-transitory computer readable storage medium 
of claim 35, wherein the operations further comprise receiv 
ing at least a portion of the metrics associated with usage of 
the user-generated content from the second website. 

37. A content distribution system, comprising: 
one or more processors; and 
memory, coupled to the one or more processors, having 

stored thereon instructions executable by the content 
distribution system, using the one or more processors, to 
cause the content distribution system to perform opera 
tions comprising: 

receiving information indicating that particular user-gen 
erated content corresponds to a first product and was 
collected from one or more users of a first website asso 
ciated with a first provider of the first product; 

matching the particular user-generated content to a second 
product offered via a second website associated with a 
second provider, and 

based on the matching, causing the particular user-gener 
ated content to be transmitted to a different computer 
system that is configured to display the particular user 
generated content on the second website in association 
with the second product. 

38. The content distribution system of claim 37, wherein 
the matching is based on a manufacturer part number for the 
first product and a manufacturer part number for the second 
product. 

39. The content distribution system of claim 37, wherein 
the matching includes determining that the first and second 
products correspond to a same brand of product. 

40. The content distribution system of claim 37, wherein 
the matching includes determining that the first and second 
products are produced by a same manufacturer. 
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